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Writing content for the 

web: a non-technical 

approach



About me

• 25 years’ marketing experience

• Mostly in marketing communications

• Events, campaign and print management

• Market research and analysis

• Both private and public sector experience

• SMEs & corporate world

• Been both sides of the fence: agency and 

client

• 6 months at Anicca

• Degree in languages and interest in language

• Astronomy interest – The Pale Blue Dot



Examples of the

brands we work with



Overview

• Marketing communications theory

• Getting started with content writing – who, what, why

• Keeping on writing – refining and distilling your copy

• Pay attention to the details – grasping the grammar 

nettle

• Tips for proofreading and publishing your work

• Thoughts for the next steps and the next chapter



Marketing 

communications theory



Marketing communications theory

• What is the purpose of communication? 
(Not the definition)

• To inform

• To express (feelings/emotions)

• To imagine

• To influence

• To meet social expectations

• Bear these in mind as we progress…

• Your website is open 24/7/365; it is always 

talking to people. Does it also ‘listen’?



Marketing communications theory

• This is just one slice of a topic in which 
you can get a degree

• The encode-decode model:

• Source 

• Intended message

• Encoding

• The channel

• The receiver

• Decoding

• Received message

Noise}



The encode-decode model



The consequences of corruption…

“Send reinforcements; we’re going to advance!”

“Send three and fourpence; we’re going to a dance!”



Getting started with 

content writing –

who, what, why



The writing process



Getting started with content writing

• Resist the temptation to rush in; research 
and  planning will make a big difference.

• If needed, brainstorm the topic for 

approaches, terminology, breadth, depth 
etc.

• Check out the competition; what are they 

saying and how and why

• Build your reference framework, ideally on 
paper, especially for group work

• Set a deadline and stick to it.



Who is your audience?

• Think about both who they are but also 
where they are in a journey. 

• How well do you know them? How well do 

you know what they need to know?

• How would you talk to them face-to-face?

• How would that conversation differ in 

writing?

• How would one half of the conversation 
look?

• Consider how people behave online



What is your subject?

• What are you writing about? Sure?

• How well do you know it? Elevator pitch

• Do you need to build in time for (extra) 

research?

• Do you need to interpret a complex 

subject?

• How much needs writing? How will it be 

broken down?

• Do you know where to stop as well as 

where to start?



Why does/will this piece of content exist?

• What is the overall objective of your piece?

• Based on the objectives from above, ask 

how the piece will serve that objective; 

length, sections, arguments, conclusions

• Once planned out, be sure that the 

structure will work

• Write with your goals in mind; both literal 

and metaphorical

• If you can’t answer the ‘why’ well enough, 

be prepared to reconsider



Getting underway…

• Finding the spark to light the fire

• https://answerthepublic.com/

• https://www.portent.com/tools/title-

maker/

• https://www.hubspot.com/blog-topic-

generator

• https://neilpatel.com/ubersuggest

• https://medium.com/

• https://anicca.co.uk/blog/how-to-come-

up-with-content-ideas/



Keeping on 

writing…refining and 

distilling your content



Tone and voice

• Tell the story – remember the 
human interest

• Befriend the thesaurus

• Be precise with terminology e.g. 
TLAs (three letter acronyms)

• Keep it succinct

• Make it flow within a structure, 

think of how a story arc works

• Be consistent with your tone. 

Inconsistency disrupts.



Images and layout

• How does your chosen tone work with your 
imagery?

• Consider carefully any imagery that will be 

used and how you refer to it.

• Don’t plagiarise and be aware of 

copyright 

• Take advantage of how a website works; 

links, anchors

• Consider online reading behaviour 

(https://www.nngroup.com/articles/how-
people-read-online/



Editing

• Writing is a creative process…

• …therefore it is an iterative process

• If you get it right first time…you haven’t

• You will benefit from revisiting the same 

piece at least a few times

• Be prepared to edit; be ready to be brutal

• Find a methodology that works for you –

track changes, review comments, 
strikethrough etc.



Pay attention to the details 

– grasping the

grammar nettle



Grammar

• Do not be intimidated by grammar, it’s 
there to help, not hinder

• If needs be, boost your knowledge

• If in doubt, check. If not in doubt, check 
anyway

• Install Grammarly extension, but learn from 

it. Grammarly.com or Chrome Web Store 

• Numerous websites offering help and 
advice, but make sure it’s correct for your 

audience/region



Grammar and syntax

• Number styles; many opinions around, 
go with what works best for you. 

• One to ten, write as words; 11 

upwards, write in digits

• Sentence structure - position has 

weight

• “Only I saw the man.” Shifting ‘only’ 

changes the meaning every time.

• Consider creating even a small set of 

brand/language guidelines



Punctuation

• Punctuation can save lives…

• “Let’s eat, Grandma!”

• “Let’s eat Grandma!”

• Know when to use a colon or a semi-
colon; or, at least, look it up

• Know your apostrophes; know your 

apostrophes’ uses

• Know when it’s ‘its’ and when it’s ‘it’s’

• Used correctly, punctuation adds 

gravitas, reassurance and clarity.



Say what you mean and mean what you say

• Avoid ambiguity

• ‘Dogs must be carried on this escalator’

• It took me half an hour to find a dog!

• Use adjectives appropriately; they make a 

huge/significant/powerful difference

• Time is finite, get to the point

• Be careful with humour; so much can be 

lost or misconstrued

• Let your brand/personality come through. 

At all stages ask, ‘Is this my/our voice?’



Tips for proofreading and 

publishing your work



Proofreading

• Never proof on screen

• Spellcheck doesn’t do all the work

• Try to avoid proofing your own work

• Proof aloud (and backwards)

• Get proofreading done by someone suitable 

for the content and the intent

• Be specific about what is being proofed:

• Typos – (corrections)

• Sense-check – (comments)

• Possible re-write – (new/amended copy)



Publishing

• Know your software and specs

• Set your language

• Be aware of layout, use preview functions

• Make text legible (upper case, italics, font)

• Make text scannable

• Be aware of device variations and test as 

much as possible

• Research eye-tracking for layout tips

• Apply a sensible structure (reference your 
framework)



Publishing

• Use lists appropriately, with bullet points

• Let the text breathe, use white space 

wisely

• Check it, then check again. It’s easy to 
rush at the finishing line.

• And check how your piece integrates with 

the site. Does it present what people will 

be looking for when they click on a link?

• No piece acts in isolation.



Updating

• Remember to check and update 
regularly.

• Some catalysts:

• Product development

• Branding changes

• New legislation

• ‘Signs of the times’ – not just fads

• Technology

• Crisis



Thoughts for the next steps 

and the next chapter



Where next… 

• Some useful websites:

• grammarly.com

• grammar.com

• thesaurus.com

• dictionary.com

• contentmarketinginstitute.com

• Find and follow the above on 
social media, great for ideas and 

inspiration



SEO

• A little bit of technical stuff…

• Keyphrases first or copy first? 

Whichever works best for your 

style and your site

• Search volumes and the form of 

the keyphrases will also have an 

influence

• Don’t stuff copy with keywords; 

keep the flow and tone natural

Which came first…?



Putting it all together

Publishing

Software

Unoptimised

Content

SEO Techniques

The finished article

Choose your starting point



Final thoughts

• Words have power, handle with care!

• Your muse is real; find a time and 

place that suits you

• Strike the balance; find your voice

• Keep learning, language is constantly 

evolving

• You will improve

• Enjoy it!



Any…

…questions?



Benchmarking your marketing – please help us 

complete our 2021 marketing survey 
• Please can you help the team at Anicca 

Digital carry out some research on 
your marketing plans for 2021 and any changes 
resulting from the impact of COVID and the 
events of 2020.

• We have made it really easy, so you will be 
able to complete the survey directly on the 
blog page  

• The survey takes 10-15 minutes to complete 
and closes on the 14th of February.

• All participants will receive an early copy of the 
findings. 

• You can also enter into our prize draw, which 
offers a choice of prizes to the winner, 
including:

• a full day’s training or audit with the Anicca team
• £100 vouchers for yourself/your company 
• or a £100 donation to a charity of your choosing.

https://anicca.co.uk/blog/marketing-survey-prize-draw-2021



Leicester Digital (Virtually) Live – 16th Feb 2021

Two simultaneous tracks of webinars (each 
session 30 mins)
• Stream 1 – LDLive - Advanced stream 

with suppliers and guest speakers
• Stream 2 - #AskAnicca - Introductory 

sessions with Anicca Team

https://anicca.co.uk/leicester-digital-
live/agenda/

LDLive Confirmed speakers & guests include:
• Frederick Vallaeys, Co-founder & CEO of Optymzr

• Jono Alderson, Special Ops at Yoast

• Fernando Angulo, Head of Communications at 

semrush

• Lukasz Zelezny, Founder of seo.london

• Kenda Macdonald, CEO at Automation Ninjas

• Chris Dowse, Head of Paid Media Strategy at Anicca

• Amanda Benachour, Sales Director at DanAds UK

• Janusz Stabik, Coach & Mentor to Digital Agency 

Leaders

• Russell McAthy, CEO at Ringside

• Tomas Seliokas from Similar Web

https://anicca.co.uk/leicester-digital-live/agenda/


Thank You
Mark Janes

mark@anicca.co.uk

0116 254 7224


