
Create great  

online content 
25 October 2016 

#charitywritecomms 

 



 
 



 
 



 
 



 
 



 
 



 
 



 
 



 
 



 
 



 
 



 
 



 
 



 
 















There are around a billion websites out 
there. So how can you get people to pay 
attention to yours? Learn everything you 
need to know about writing for the web at 
this masterclass. We’ll show you how to 
create brilliant, engaging, shareable content 
for websites and social media, and use your 
words to make people support your 
organisation online. 





Sign-ups increased by 88% 
https://www.behave.org/case-study/world-wildlife-funds-clean-vs-clutter-test-results/ 



60% increase in clicks on sponsorship CTA 
https://www.behave.org/case-study/with-sliders-or-without/ 



Fewer fields, only legal copy            £2-3m 
http://www.platypusdigital.com/how-british-heart-foundation-raised-millions-by-editing-a-simple-web-form/ 



Buy now              Add to bag (17% increase) 

https://econsultancy.com/blog/64080-how-small-copywriting-changes-can-lead-to-big-increases-in-conversions/ 



The difference between Obama’s two 
forms? A 5% uplift in donations. 

https://econsultancy.com/blog/63672-seven-lessons-obama-s-digital-team-learned-from-a-b-testing-emails/ 



- A few examples from the charity sector 
- Planning, or why writing for the web 
isn’t really about writing 
- Structuring and SEO, or making sure you 
get the right messages heard 
- The actual writing, or the power of 
keeping things simple 

 
 
 



For sale: baby shoes – never worn 
Ernest Hemingway 

 

 



Fifteen years since last professional haircut 
Dave Eggers, author 

Yes, you can edit this biography 
Jimmy Wales, Wikipedia founder 

Couldn’t cope so I wrote songs 
Aimee Mann, songwriter 

Well, I thought it was funny 
Stephen Colbert, comedian 

 

 



Over to you:  
write your hopes for 
the next 90 minutes 
in six words 



A few examples from 
the charity sector 
 



National Trust 



National Trust 



Medicine San Frontieres 



Medicine San Frontieres 



Medicine San Frontieres 



Medicine San Frontieres 



World Wildlife Fund 



Dog’s Trust 



Conservation International 



Conservation International 



Save the Children 



Donate Life America 







National Blood Week 



22 push-up challenge 



Age UK 





Some wise advice from 
Abraham Lincoln… 

‘Give me six hours 
to chop down a 
tree, and I’ll spend 
the first four 
sharpening my 
axe.’  
  

  

 



Content strategy 
 
- Links all content to organisational goals 
- Ensures consistent messaging 
- Builds brand recognition and 

understanding 
- Guides all writers and teams 
- Avoids irrelevant content 
- Covers people, not just content 



Personas and scenarios  

Not just who people are, but what they 
want and how they behave.  https://blog.kissmetrics.com/user-personas-for-seo/ 





 
- Make supporter feedback easy 

- Monitor web mentions, including social media 

- Talk to colleagues 

- Look at your site search terms 

- Spend time with Google Analytics 

- Interview supporters 

- Run usability tests 

- Organise surveys, online and offline 

 

 

 



 
Quick task #1: Talk to your 
neighbour about one thing you can 
set in motion tomorrow to learn 
more about your audiences. 

 

 

 



Thinking about social media… 
a 

- Clarify and align goals 

- Continually audit channels 
and processes 

- Build, maintain and share a 
detailed content calendar 

 

 

 



Stuck for ideas? Maybe… 
 

- Posts on seasonal/current events 
- Connect to trending topics people are already talking about 

Personal stories from people involved in/affected by your 
organisation 

- On-the-ground/behind-the-scenes content 
- Facebook Live/Periscope videos 
- Selfies 
- Ask for advice on questions/issues you’re organisation is 

facing 
- Polls that are genuinely intended to engage people 
- Fill in the blank posts 
- Excerpts from blog posts 
- Expert tips or advice 
- Links to news stories or thought leadership pieces relevant to 

your work 
 
 
 
 
 



Stuck for ideas? Think blogs… 
 

- 20 best, 50 new, 10 reasons to… 
- Profiles 
- Guest writers 
- Picture essays 
- How-tos 
- Problems and solutions 
- Q&As 
- Comparisons 
- Interviews 
- News features 
- Predictions 
- Day-in-the-life 
- Expert debate 
- Commemorative/end-of-year features 
- Sneak peeks 
- Celebrity interviews 
- And so on and so on and so on… 





Your site is a conversation 
with your visitors.  

 

 



Structuring information 













http://www.siftdigital.com/what-we-do/samaritans-digital-delivery 

5%   40% mobile engagement 



I want [my reader] to know 
that [….] so that […] 
 



- I want to share information about… 
- I want to answer supporters’ questions about… 

 
- I want to sell as many charity gifts as possible 
- I want visitors to make it as easy as possible to 

buy gifts from us 
 

- I want to increase membership numbers 
- I want people to understand the impact that 

becoming a member will have  



Quick task #2 
Write an objective for a piece of 
writing you’ve worked on recently. 
 
 

I want [my reader] to know 
that [….] so that […] 
 



Once you have your objective… 
- Translate it into a key message (and 

secondary messaging if necessary) 
 



What’s in it for me?  
 
So what?  
 



Shape your content around your 
messages by: 

• Adopting your personas 
• Listing the questions and 

objectives people might have 
• Ordering those questions 

according to your messages 
• Losing all irrelevant content 
• Thinking about the most effective 

way to provide answers. 
 



Structuring and SEO, or 
making sure you get the 
right messages heard  
 















Create Word templates that mirror what reading 
online is really like 



Create Word templates that mirror what reading 
online is really like 



Image from ‘Don’t Make Me think’ by Steve Krug 
(which you should buy) 



55% 
of readers spend fewer than 15 

seconds actively on a page 

http://time.com/12933/what-you-think-you-know-about-the-web-is-wrong/ 



- Navigation 
- Search 
- Design 
- Technology 



Create the path of least resistance 



The inverted pyramid 

The key message 

Supporting information 
and details 

The nice to know stuff 

















A few important points 
about SEO 
 











Write for people, not search 
engines. 
 

 - Engaging, unique content 
 - Sharable content 
 - New content 
 - Well-crafted content 



Title tags <title> 
 

- Included in Google searches, 
browser headings and on 
referral sites 

- Keep to 55 characters or fewer 
- Keywords upfront 
- Charity name at the end 
- Make sure it’s relevant 
 











Headings <h1>   
- Non-cryptic 
- Use your users’ words 
- Summarise the main message 
- Use an eye-catching statement, 

question or call to action 
- Eight words is an ideal length 
- Avoid only using nouns or 

product/campaign names 



From a 2011 Content Marketing Institute 
study of 150,000 web articles: 
   

- Eight-word headings get 21% more 
clicks than average 

- Headings with colons or dashes 
increased clicks by 9% 

- Question marks get more clicks than 
exclamation marks or full stops  



Links 
 

- Think about screen readers 
- Be as specific as possible 
- Avoid ‘click here’ or ‘find out more’ 
- Be careful with embedded links 
- Mirror links with landing pages 
- Make visited links obvious 





















http://www.platypusdigital.com/portfolio-
item/papworth-trust-case-study/ 



Google Keyword Planner 
  

-To get more people to your site, get familiar with Google Adwords 
-Set up a Google account 
-Search for ‘Google Keyword Planner’ 
-Sign in to AdWords and select ‘Tools’ then ‘Keyword planner’ 
-Select ‘Search for new keywords…’ 
-Enter the keyword or phase you’re thinking of using in the ‘Your product 
or service’ box 
-Choose what to target (eg you can change the location to see what 
people are searching for in a particular city or country) 
-Click ‘Get ideas’  
-Click ‘Keyword Ideas’ under the bar chart 
-See how many people are searching for that term, and by clicking on the 
‘Avg monthly searches’ column in the ‘Keyword (by relevance) table’, see 
the most popular related terms. 
 

 





  
 
Once you know what search 
terms people are really using, 
use them – especially at the 
beginning of your headings and 
title tags.  

 

 



The actual writing, or 
the power of keeping 
things simple 
 







To write for the web, think like George… 



Write like you speak 



Remember… 
- 15-20 words per sentence 
- No more than three sentences per 

paragraph 
- One sentence paragraphs are fine 
- So are ‘And’, ‘But’ and ‘So’ 
- Think verbs, not nouns 
- Mirror the rhythm of speech 
- Edit. Edit. Edit.  



And… 
- Bullets 
- Bold 
- Boxes 
- Subheads 
- Layered content 







Powerful long online copy is 
definitely possible too… 

 

http://www.nytimes.com/projects/2012/snow-fall/#/?part=tunnel-creek 



WaterAid, using shorthand.com 
 

http://www.cleanindia.wateraid.org/ 



- Shorthand.com 
- Medium.com 
- Racontr.com 
- AesopStoryEngine.com 

 



http://www.theguardian.com/voluntary-sector-network/2015/jul/27/the-backlash-over-
charitys-awareness-campaign-made-us-rethink-our-work 

Check for misinterpretation 







Thank you.  
 
And if you ever want to get in touch, I’m 
matt@mattkurton.com or @mattkurton  

mailto:matt@mattkurton.com

