
 

 
 
Module Four, Interactive Copywriting 
Video Five, Content Writing 
 
Here’s what you’ll learn: We’ll talk about what makes content and copy 
different; we’ll talk about content writing challenges and opportunities; 
you’ll learn how to apply copy tactics to rock your content and then we’ll 
talk about what role content writing should play in your copywriting career. 
 
A note about content. First of all, what is “content”? In a very broad sense, 
content is the stuff that’s put out into the world to be consumed by others. 
Content is made up of photos, videos, blog posts, social media posts, 
articles, stories, infographics, e-books and all kinds of shareable things. New 
types of content and new platforms are created everyday. These general 
rules that we’re about to talk about now will apply to all content but, for our 
purposes, we’ll mostly talk about blogs and social media and other similar 
things that you actually write for. 
 
So what makes copy and content different? Well copy sells. It sells products, 
it sells ideas, or it sells people on taking actions. Content, on the other hand, 
informs, entertains or inspires via stories or guides, (both of which can take 
many forms as you saw in the last frame when I started to list a few types of 
content.) Copy directly communicates from the company to the consumer, 
whereas content communicates from a company representative, an actual 
person, to the consumer. Content is used to add value to a site or brand, to 
further benefit the consumer. This added value can also make the site more 
search engine-friendly if it’s directly on the site. Copy sells, whereas content 
adds value by entertaining, instructing or inspiring. A headline and subhead 
on a home page are copy; a Facebook post is content. A product description 
is copy; a blog post is content. Also, incidentally, not all content achieves its 
goals of being entertaining, informative or inspiring—there’s plenty of bad 
content just like there’s plenty of bad copy. 
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Challenges and opportunities of content writing. People want to be 
entertained, informed and/or inspired and they’re actively seeking good, 
engaging content. These are people actively looking for the things you’re 
putting out into the world. And if people find your company’s content 
valuable or entertaining, they’ll be much more likely to return and/or like or 
follow your company on various types of social media. A litmus test of 
whether or not content is good is simply: Is this useful or is this fun to read? 
It’s very straightforward. If it’s something that’s actually enjoyable or 
useful, that’s good content.  
 
And good content can be shared and can increase your audience organically. 
If someone comes upon an article or a blog post or even just posts on 
Facebook and they love it, they can share it with someone by either directly 
sending it to them or by posting it on their own Facebook wall or Twitter 
feed and that can get other people who had never even heard of you to be 
aware of and maybe even follow your company. So it’s a relatively 
inexpensive way to grow your audience and it’s also a very effective way to 
grow your audience. When people see things shared by their friends, they’re 
more likely to be interested in that company than if that company just posted 
an ad or something. The company already comes with their friend’s 
recommendation—and that counts for a lot.   
 
On the other hand, though, it can be difficult to deliver on consistently new 
and useful or funny content related to your company. And you have to be 
consistent about delivering this great content on at least some regular basis; 
your regular posting schedules can’t be missed. If you go for days or, worse, 
weeks without posting content, you risk losing the interest and trust of your 
audience. And you also risk losing their interest and trust if you post 
mediocre content. If your content plan is to post something funny or 
informative every Tuesday and every Thursday, you’ve to follow through on 
that (and not just because you’re paid to do that). If a visitor returns to your 
site and doesn’t see new content when they expect to, they’ll stop returning. 
And if your company is out of site, they’re also out of mind.  
 
Too many cooks in the kitchen can also slow the content process and make it 
unwieldy. If there are a bunch of different people that are weighing in on 
every single content post, it can slow down the process significantly. Some 
of the best social media posts have been those that have responded to an 
event in real time with a clever, on-brand message. Of course, there have 
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also been a lot of social media flubs with someone posting something that 
ends up boring, bothering or even offending its audience. So you’ve got to 
stay on-brand and be smart, but having just a few key people approve 
content instead of a whole team helps to keep the concept agile and 
responsive.  
 
Also, everything you write is open to the public—which means that it’s also 
open to public conversations and critique. This is even more the case than 
with copywriting because usually when you publish content, it has an 
automatic forum feedback associated with it. On a blog, there are usually 
places for comments and on Facebook and Twitter, people can immediately 
respond to you—and in public, by the way. By its very nature and the way 
that it’s published, your content is beginning a conversation. That means that 
not only do you have to monitor if people respond, you have to monitor how 
they respond and then respond to them in an appropriate and timely manner. 
You can’t initiate a conversation without continuing the conversation when 
someone responds to you. All of this means that content can require a fair 
amount of time, effort, planning and creativity.  
 
Now, let’s talk about applying copy tactics to your content. As with copy, 
your content must always be beneficial to the reader. It can be informative, 
inspirational, thought-provoking or it can be just plain funny, but in at least 
some small way, it has to improve their lives. Content that’s written solely 
with the company’s objectives in mind will fail. For example, content that 
talks about how the company just donated books to the local library because 
the company wants everyone to know how altruistic it is, is going to fail 
unless, for some reason, it matters to the audience. It certainly matters to the 
company, but a post like that doesn’t give a visitor any reason to come back 
and see more posts. It doesn’t inspire, instruct or entertain and that should be 
the basis of your content plan.  
 
Examine your target audience to create your strategy about what and how to 
post. Who are your readers? What are their needs? What kinds of 
information could address their needs for deep benefits? Knowledge of your 
audience helps you to create or share what resonates with them. I mention 
“sharing” because sharing content from other great content resources is just 
as valid a way of providing great content as creating it yourself. Of course, 
as a writer, you’ll be expected to create content of your own, but sharing 
content can be an excellent way to provide value and still stay current with 
your content calendar. 
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 But back to your target audience: Are these people that naturally want to be 
entertained? Or are these people that want to be informed? Or will they be 
looking to you for inspiration? Travel is a great example for inspirational 
posts. People aren’t travelling every day, but people do like to read about 
travel and see travel pictures. In terms of information, a housewares 
company could have all kinds of information about how to organize your 
home or how to decorate your living room. A bookstore could feature all 
sorts of interviews with authors as entertaining posts.  
 
These are just a few examples to get you thinking, but there are all kinds of 
ways to solve the problem of what kind of content you should offer. You can 
also provide any combination of entertaining, informative or inspiring 
content, but it all depends on what your audience actually wants and what 
they will find interesting. You can also test different types of content to see 
what people respond to. Post content and then evaluate what people are 
clicking on, what people are responding to and, perhaps most importantly, 
what people are sharing. All of this should be a guiding force in your content 
strategy.  
 
In terms of the voice of the content, it can’t be your own. It still has to be the 
company’s voice, but in a tone that makes sense to your readers. The 
wording can be much more conversational, but the overall voice should still 
be identifiable as your company’s. It’s not you writing, but you writing as a 
representative of your company and every touchpoint with the company 
should have the same voice. Also, even content should have next steps for 
your readers. You can ask them questions in your post for them to answer in 
comments, you ask them to share to enter a contest or you can simply direct 
them to another post on your blog for them to enjoy, but you should always 
have a next step for them. You might assume that the next step for them 
would be to explore more content, but make it easier for them by giving 
them a call to action and direct them to it. Even as a content writer, you can, 
and should, serve as their guide. Don’t ever leave them at a dead end.  
 
Here are a few additional tips about creating content. Be consistent in your 
medium. You’re establishing a relationship with your reader and the 
relationship should stay the same, no matter which post they view. So if they 
view a post from October, it should sound and feel exactly the same as a 
post from May. But you also want to be consistent across your content 
media. Post on a blog, updates on Facebook and tweets on Twitter are all 
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from the same company so, as much as possible, it should all feel similar 
and related. It should all have the same voice. Also, write to one person. No 
one reads blogs in a group, so avoid saying things like “Hi everyone” in 
favor of just “Hi” or “you guys” in favor of just “you.” You’re not talking to 
a group, you’re talking to one reader at a time, so write in that way.  
 
Content for the copywriter. If you’re focusing your career on being a 
copywriter, content should really only take up about 10 to 15% of your 
copywriting portfolio. In terms of your income, it can take up as much as 
you want to. If you’re getting job offers left and right for content writing and 
you want to accept them, go ahead! But if you are marketing yourself as a 
copywriter, content should take up a significantly smaller portion of your 
portfolio; just enough to show people that you can write content, but not so 
much that it distracts from your copy.  
 
Many clients won’t know the difference between content and copy and that’s 
fine. But for creative directors and those clients who do, you need to show 
them that you know the difference. Keeping that ratio of content in your 
portfolio shows that you’re focused on copywriting, but that you’re flexible 
enough to also do content writing. Keep all of your content samples, though; 
if you’re offered work at a content marketing agency and you want to take it, 
you can always rearrange your work to be much more content focused. One 
of the reasons that I wanted to include this section about content is that, 
invariably, at some point in your copywriting career, someone is going to 
ask you to write content and I want to be sure that you have the tools to do it 
and do it well.  
 
Next steps! Congratulations! You’ve finished module 4 and you’ve got a 
mastery of online copywriting that puts you head and shoulders above a lot 
of your competition. So head on over to your action sheets and start putting 
that new knowledge to use!  
 


