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Writing for the Web 

•  Writing for Social Media (FB and Twitter) 
•  Basic Content Writing  
•  LinkedIn Content 



80/20	Rule	of	Headlines 
•  Eight out of 10 headlines read 

•  The header tag, or the <h1> tag in HTML, will usually be the title of a post, 
or other emphasized text on the page. It will usually be the largest text that 
stands out. 

•  So what does a headline need? 
– Must be useful 
– Provide sense of urgency 
– Convey idea is unique 
– Do all above in ultra-specific way 
– Keep in mind that in The 100 Greatest Ads (Julian Lewis 

Watkins) 95% of earliest ones were eight words or less. 



Use Advertising Strategies 

•  What’s the reward of reading? (adapted from 
The American Writers & Artists)  
–  Provide sense of urgency. 
– Convey the uniqueness. 
– Be as ultra-specific as possible. 
– What’s in it for me? 

•  AIDA (Attention, Interest, Desire, Action) 













Call to Action 

•  Ask readers to do something. 
•  Don’t give away too much information. 
•  Use questions to tantalize. 
•  Either link or try to get likes or comments. 
•  Don’t be too obvious about selling services. 



Know	your	audience	and	choose	what	
information	to	share	

•  Picture	your	consumers	as	you	write.	Who	are	
they?	What	do	they	want?	What	do	they	
already	know?	AND,	MOST	IMPORTANTLY,	
WHAT	DO	THEY	WANT	TO	KNOW?	

•  Keep	in	mind:	what	are	their	time	constraints?	
What	do	they	expect	in	terms	of	multimedia?	

•  Lastly,	are	they	passive	readers?	Are	they	
reading	for	some	intention?	



•  Rule	of	thirds—1/3	links	that	are	useful,	1/3	
value-added	information,	1/3	relevant	personal	
tidbits.	

• Write	for	electronic	media	
– Write	meaningful	material	
–  Be	aware	of	SEO.	
– Use	a	simple	writing	style	
– Use	active	verbs,	active	voice	and	stress	the	
positive.	

– Make	every	word	count	
–  Tone	

 



	
Use	Effective	Writing	

 
•  Clarity	
•  Conciseness	
•  Consistency	

•  Always	edit	before	you	push	send	



Engage	with	Variety 

•  Yes,	you	have	a	strategy.	Yes,	you	have	a	
platform.	But,	consumers	respond	to	variety.	

•  Keep	an	underlying	plan,	but	don’t	let	your	
consumers	be	aware	of	it.	

 



Social	Media	is	About	Sharing 

•  One-on-one	conversation	rather	than	an	
audience.	

•  Praise	work	of	competition.	
•  Transparency	
•  Engage	others’	participation.	If	you	ask	
questions,	you	need	to	respond	as	well.	

•  Long-term	commitment.	



Creating Content Basics 
Strategies 
1. Original, value-added content 
 
2. Aggregated content that appeals to your 
community, presented in a unique way. 
 
• Be cutting edge—use Twitter, alerts, and 
subscription services to find unusual, on-
target stories to share 



Always Consider Audience/Purpose 

•  First consider your audience and purpose.  
– Why are you writing? 
– Who are you writing for? 
– What do you want to accomplish 



Five Basic Purposes 

o Service: Providing something for your readers.  
o Sales: Either literally or for promoting yourself.  
o Information: ie., gov’t sites, etc. Usually attracts 

visitor with more patience to filter through 
information since they NEED it.  

o Link lists: offers linked reference. Combination 
of service and information. 

o Fun: For entertainment.  



Web audience types, in general: 

 
o Users—want to finish a task. Looking for specifics so 

easy navigation is a must. Beware of slow-loading 
graphics/technology. 

o Viewers—want entertainment. Need to keep their 
interest. Graphics, color, variety important. 

o Readers—between the above two. Want readable 
fonts and well-written and clear text as well as 
graphics, color, photography. They want information 
and to enjoy the experience of getting it.  



SEO Strategies 
•  Use Chunking 

–  Scannable	
• Using	captions	and	headlines	wisely	
• One	idea	per	paragraph	
• Lists	instead	of	paragraphs.	No	more	than	7	to	10	

– Clustering	
• Bullets		
• Subheads/Numbers 







Use Electronic Media Techniques 
• Conversational	
• Clear-cut	sentences.	Don’t	overuse	dependent	
clauses.		

• Short	is	better	than	succinct	
–  The	automobile	crashed	into	the	house.	
–  The	car	crashed	into	the	house.	

• Always	opt	for	clearness	first	

• Translate	English	into	better	English.	Ie.	Hazmat.	
Translate	other	tongues	into	English.	

• Be	dynamic.	Never	start	sentence	with	time	
reference.	

 



And Some Print Medium Ones 

–  Descriptive	word	better	than	dull.	
• Active	verbs	
• Literary	devices	
	

–  Inverted	Pyramid	
	

–  News	value	
• Timeliness		
• Prominence	
• Human	interest 		
• Proximity	
• Magnitude	
• Conflict	
• Unusual	



Avoid	at	all	Costs 

• Marketese	
– Boastful	claims	
–  Exaggeration	

• Cover-ups/dishonesty	
– Web	readers	value	transparency	

• Subjective	language	
• Pieces	without	value-added	content	



Sell Your Lead 
•  Leads must maximize the story’s impact on the audience. 
•  Don’t bury the lead. Tell the news first. 
•  Don’t put too much into the lead. Sometimes details can wait if they 

just clutter up the lead. 
•  Second-day stories should emphasize today’s news and offer 

explanatory material for those unaware of situation; use a link if you 
can. 

Finding the Lead: Ask yourself:  
    What’s the most important thing about this story?   

What’s the most interesting thing about this story? 
What’s the most immediate thing (the most recent development) 
about this story? 



Label Multimedia 

•  Search engines do not see videos and 
photographs—you need to make sure it does. 



Keyword Strategies 
•  “Keyword”	can	mean	multiple	words.	Ie.	Web	
hosting	service	

•  Avoid	keyword	stuffing.	It’s not how often 
keyword phrases are repeated; it is where they 
are placed throughout the document, and how 
prominent they are. 



• Make	sure	the	understandable	key	words	appear	
throughout	site	that	helps	your	consumer	navigate	
content	(Title,	URL,	H1,	in	body).	

•  See	https://moz.com/learn/seo/title-tag	

 



• With	print,	editors	seek	to	make	headlines,	
subheads	and	such	as	clever	as	possible.	Online,	
clarity	wins	over	cleverness.	
– Magazine:	What’s	Up	Doc?	
– Online:	Medical	Breakthroughs,	Health	News,	
Advances	in	Health	and	Medicine.	

	



Product Name Is Not a Keyword 

•  At least usually—what is interesting to your 
audience? 

•  Think more generic—what do people call your 
“product.” 

•  Focused page title important – but now the text 
should explore a topic in a more informative way 

•  You can shoot keywords at highest volume or use 
some more narrow, long-tail keywords. 





•  Good web writing isn’t about repeating words. 
ANYTHING you do to improve the page helps 
enhance user experience, which will help SEO. 
Including: 

•  Fixing poor grammar and spelling mistakes 
•  Adding synonyms to text 
•  Reducing keyword stuffing 
•  Reducing the ratio of duplicated text on your page 

to unique text 
•  Removing old outdated links or out-of-date content 
 



•  Re-Wording sentences to take out sales or 
marketing fluff and focusing more on user 
experience—give them facts and page purpose. 

•  Merging many old pages into one, fresh page 
•  Conciseness, while still maximizing relevance 

and keyword coverage 
•  Keyword phrase prominence throughout the 

copy 
•  Prominent placement of keywords – in H1, in 

url, in first paragraph. 



Writing for LinkedIn 

•  Write for LinkedIn. Can repurpose but do 
change your content to reflect demographic. 



•  LinkedIn Articles 
– Weekly is fine. 

•  Status Updates “Posts” 
– Announce articles 
– Real-time input 



•  Use dynamic visuals up top. 
 



•  Headlines critical – short, concise, CTA 
– Titles 40-49 characters 
–  https://www.titletester.com/ 



  

•  Long-form works – up to 2000 words. Neutral 
language rules. 

•  Sharing is caring – link to others. 
•  High-performing content 

–  Lists 
– How-tos 

  



•  Break post into 5 headings to make more 
skimmable 

•  Share everywhere. 80/20 rule. 
–  https://analytics.twitter.com/about 
–  http://www.tweriod.com/ 

 



Why Blog? 

•  Build platform 
•  Increase audience 
•  Sell products 
•  Build community 















Take a Look 

•  https://searchwilderness.com 
•  https://www.theproducersperspective.com/ 
•  http://www.manrepeller.com/ 
•  http://carlabirnberg.com/ 
•  http://www.cringely.com/ 
•  http://www.theglobegetter.com/blog/ 
 



Blog Samples 
•  Search Wilderness (2016—Paul Shapiro, Catalyst) 
•  Theater Blog (2008—Ken Davenport) 

– The Producer’s Perspective 
•  Fashion Blogs (2010—Leandra Medine) 

– Man Repeller 
•  Fitness Blog (2013—Carla Birnberg “Miz fit”) 

– Carla Birnberg 
•  Tech Blogs (2008—Mark Stephens/Robert Cringley) 

–  I, Cringely 
•  Travel Blogs (2015—Tausha Cowan) 

– The Globe Getter 
 

•  www.theglobegetter.com 



Business Blogs 

https://blog.walmart.com/ 
 
http://www.coca-colacompany.com/coca-cola-

unbottled/ 
 
http://www.wholefoodsmarket.com/blog/whole-

story/ 









Not-so-good sites 

•  https://www.stonyfield.com/blog  

•  http://blog.cwtv.com/ 



Blogging Basics 
•  What is your goal? 

–  Why are you here? What is your objective? Where do you want 
to be in five years? How do you want to be branded? What is 
your platform?  

– Niche 
•  Idea of exchange—who else wants to participate? Sharing and 

caring is how you build community. Connecting is important—
80% of your readership will come from this. 

•  Know thy competition 

– Name 
•  Is the name easy to remember? Your name is your identity. 



•  Blog Content 
– What makes a good post 
– Understanding audience 
– Create editorial calendar 



 

•  Daily Management 
– Regular postings 
– Maintaining communication 
– Follow editorial calendar 
– Look at analytics/research what works/doesn’t 

•  Building Community 
– Integrate blog with social media and other marketing 
methods such as newsletters 
– Drive traffic to site strategies and implementation 
– Interact and partner 
– Media attention 



Monetization 
•  Adsense 
•  Sell own ads 
•  Affiliate Programs 
•  Paypal Buttons 
•  Market services 
•  Underwriting/sponsorship/partnerships 



Blogging Resources 

• www.bloggingpro.com/	
– Weekly	job	board	that	features	positions	for	
bloggers,	editors	and	more.	

	

•  https://www.bloggingbasics101.com/how-do-i-
start-a-blog/	

•  Start	a	blog,	written	by	a	blogger.	


