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3 The importance of producing error-free content.

The importance 
of producing 
error-free content.

Have you ever bought a New York Times bestseller and found a mistake in it? It happens 

to the best of authors, and Stephen King himself says: “It’s not about the typo, it’s 

about the message.” Although an occasional error is inevitable in your first draft, you 

should have a careful reviewing process set up to ensure those mistakes won’t make it 

to the published version of your article or ebook. Why? 

We’re writing all the time, firing off text messages, emails, and social media posts. 

Nobody expects you to write perfectly. In fact, striving for perfection would probably 

take all the fun out of writing. However, when you’re producing content for a larger 

audience, you should have one or more reviewers who will make sure your content is 

error-free. Even minor mistakes such as using a comma to set off a dependent clause, 

“dangling” modifiers, and inconsistencies in spelling reflect poorly on your brand if the 

reader notices them. 

Through content, you connect with your potential customers. If you’ve heard about 

the “Content is currency” theory, you know your content can be (and should be) an 

asset to trade. You exchange it with customers for data and consideration. And to 

be able to create valuable content that your audiences will love, you need a clearly 

defined workflow. 
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On the other hand, many people fear the review and approval processes as they can 

significantly postpone the publication of their content. Your momentum and feeling of 

accomplishment are immediately gone when you learn your project will be delayed 

by weeks because of all the rounds of review. So how can you produce high-quality 

content without taking forever? 

This ebook will show you how you can streamline your content creation process and 

create texts that will make your readers keep coming back for more. Error-free content 

creates a great user experience, indicates you’re a credible source, and gives your 

ranking a big boost.  

There are tools out there that can help you ensure everything is on the right track and 

everyone knows what they’re supposed to do. Using the right content management 

system, you can provide others in your team with the context they need—where 

that piece of content is going to appear on your website or its intended purpose and 

audience. But more about that later. 

We’ve described twelve of the most common content creation mistakes and the best 

ways to fix them. Are you ready to start polishing your content and make it the best 

possible version of itself that it can be? 

Zaneta Styblova. 
Creative Writer, Kentico Kontent



About Kyan.

As an expert team of strategists, designers and engineers, we help clients solve their 

specific challenges, whether that’s a platform upgrade, branding piece, or a wider 

digital transformation project. Since 2002, we’ve been lucky to work with people who 

share our enthusiasm, across dozens of industries and sectors. We are based in the UK, 

but our work stretches all across the world. 

We’re geeks at heart, always hungry for what’s new in software, data, content and 

design. We take our obsession with tech from pitch all the way through to production, 

getting our clients excited along the journey. From the moment they walk through the 

door, it’s our mission to design, develop and deploy an innovative custom solution that 

is perfectly tailored to them. By working as one team with our clients, we are able to 

find the answer together, and use technology that’s fit for purpose. 

Since becoming a Kentico Kontent Premium Partner, we’ve been able to make 

a fundamental change to the way that our clients not only think about content, but how 

they structure their content teams. 

We hope you enjoy reading this ebook as much as we did contributing to it. Headless 

CMS holds an exciting future, and we’re glad to be a part of it with the team at Kentico. 
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Why content managers 
must dive deeper than 
vanity metrics.

A common content creation mistake, made all the more easier by social media and 

the ongoing pressure for virality, is focusing on the wrong kind of metric. Whilst likes, 

comments and retweets certainly make a post seem popular, it isn’t the hallmark of 

a good piece of content. Engagement is important, but social media reactions are just 

the very start of the funnel.

It’s easy enough to pull in the numbers, whether it be on Instagram, LinkedIn, 

Facebook, or Twitter. But the key challenges for any content team in this context are 

three clear measurables: 

1. Did users actually click through to the content? 

2. Did users actually read through the content? 

3. Did users convert through the content?  

The third question is the holy grail, and you can’t expect every click to become 

a conversion, as nice as that would be. But ensuring that the beginning of the funnel is 

working means that more people are likely to find their way to the end. 
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How? 

Place less emphasis on social media platform metrics and concentrate on 

click-throughs and conversion using these initial steps: 

Write headlines that stand out 

A good headline will find a balance between engaging the reader and garnering 

their interest, but it won’t give away too much. Use a short and snappy format that 

creates intrigue, with a soft call-to-action that will prompt a user to click through 

and learn more. 

Set up your og:image and large Twitter card 

We can’t emphasize enough how important this is and how often we see content 

managers missing this simple step. An og:image is simply the picture that is 

automatically shared when you post the link to a piece of content on social media. 

You can also enable a ‘large Twitter card’, which delivers a full-width image below your 

tweet, rather than the smaller square image that is served by default. 

With both of these enabled, posts will be more visible in busy feeds and give 

content creators greater reach of the images they’ve probably worked so hard to 

source or produce. 

Track your engagement 

Analytics play a huge part in end-to-end content management and will inform content 

teams of what’s working and what’s not. It’s simply not enough to say that a blog got 

32 retweets. Data is key to understanding how well articles are performing and what is 

resonating well with your audience.  

Click-throughs are a good start, but dive a little deeper and try to understand how 

much of your article users actually read, what devices they’re using, what time of day 

they’re interacting, and what platforms they’re converting from. This data can lead you 

to make informed decisions around how, when, and where you distribute your content. 
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Embrace rich media 

As the internet gets bigger and attention spans smaller, it pays to load up your content 

pieces with more than just paragraphs and paragraphs of text, which can be 

off-putting for the users who want to digest your content quickly. It can also mean your 

article doesn’t stand out amongst others. 

Embed relevant videos that may support your topic. Use code snippets if it’s a technical 

piece. Try break-out quotes if there are key takeaways. 

With platforms such as Medium offering a huge variety of embed options, users are 

expecting variety in the content they read. The challenge is delivering the right 

balance of text vs. media and ensuring that none of these additions lead a user off of 

the page altogether.  

Write for your user, not for yourself 

It’s easy enough to write something that you’re happy with. But a good content editor 

will write with the user in mind. Research is key here. Who is your ideal reader? What do 

they already know? What value can you deliver to them that they won’t have already 

seen or read? Treat them with respect by writing on their level. This means you aren’t 

talking down to them, but you don’t want to be too smarmy either. And most of all, give 

them reasons why, rather than just information or instructions.  

Offer a path for conversion 

A user won’t convert if you don’t offer them a way to do so. Wrap up your content with 

a clear and concise call to action that isn’t long-winded or intimidating. This means 

doing away with more traditional methods like a phone number or comment box and 

offering a human touch. 

This could be a personalized CTA, such as ‘Continue this conversation with Nicola, our 

Head of Product’. Or perhaps it’s something more interactive like a live chat or ‘book 

a meeting’ functionality. Ultimately, content is there to convert, so don’t be afraid to 

close it off with a direct and sales-oriented message. 

And hey, one bonus tip: set up a distribution team. It’s simply not enough to create 

a piece of content and leave it for the internet to discover. Whether you set up a team 

within your business or with a wider network of contacts, a distribution group is an 
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effective way to spread your content further and into more diverse channels. This 

could be colleagues who will share your content the moment it’s published (remember, 

that first 30 minutes on LinkedIn is vital), or perhaps it’s a wider network of partners 

with whom you have agreements in place. 

Content can be shared via social media, email, newsletters, partner networks, and even 

good old-fashioned word of mouth. Don’t under-estimate how important this is. But 

remember, you’re not chasing likes and comments; your goal here is to land a piece of 

content in front of your ideal prospect. So think about where they are and how you can 

get to them. 

To wrap up, a headless CMS is perfect for distributing content to a huge range of 

online experiences, but with a few extra steps, that content can be smarter and more 

effective—a great outcome for your content team and your potential leads. 

Whether you’re working on a website, a blog, news articles, or even an ebook like this 

one, remember, content is for people, not just for likes. 

Amy Johnstone. 
Marketing Manager, Kyan
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Introduction.

“Sometimes when you innovate, you make mistakes. It is best to admit them quickly and 

get on with improving your other innovations.” 

This famous quote from Steve Jobs in 1988 still stands true. And it can also be applied to 

the content we produce. 

As we explore how to engage with readers, build their trust, and inform them, it can 

be easy to miss things. Mistakes happen. And in admitting this, it’s possible to find 

a solution and push forward. 

But accepting that we’ve made a mistake isn’t always easy. Sometimes the problem is 

overlooked. Sometimes it seems like it’s too late to make the changes that could improve 

on what we’ve done. However, this is rarely the case. 

Content production is a creative process, and there are always opportunities to make 

changes and correct what’s gone wrong. This ebook shows you how to find those 

opportunities. It identifies the most common content creation mistakes and gives you 

the pointers you need to fix them.
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Mistake 1: Not knowing 
your audience.

Your audience is one single reader. I have found that 
sometimes it helps to pick out one person - a real person you 
know, or an imagined person - and write to that one.” 

– John Steinbeck 

Do you know who you’re writing for? Whether you’re composing a quick 50-word 

Instagram post or a detailed 3,000-word landing page, having a clear idea of who will 

be consuming your content should be at the heart of everything you write. Yet 

not knowing the audience is a common mistake that content creators make—and this 

can be detrimental to your marketing campaign. 

Why do we need a target audience? 

There’s a purpose behind every piece of content you create. Maybe you’re building 

a following on social media, or you’re trying to boost sales. If you don’t have a clear 

idea of the person you’re speaking to, you won’t reach these goals. 

By not narrowing things down to your core audience, you’re likely to be putting the time 

and effort into writing for people who don’t care. They’re not going to follow the call to 

action (CTA), so you need to speak to the people who will. 

Knowing your target market and who to direct your content at can ultimately have 

a positive impact on sales and the brand.
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Fix this mistake  

Philip Kotler, the American marketing author, consultant, and professor, said: “There 

is only one winning strategy. It is to carefully define the target market and direct a 

superior offering to that target market.”

You already have the superior offering that Kotler refers to here. That’s the message 

you’re getting across through your content. However, you need to define who you’re 

targeting. To do this, ask some questions. 

1. Who are your existing customers? 

Do you know your existing customers? How big are the organizations you 

communicate with? What are each company’s pain points? Are you dealing with 

traditional or digitally savvy businesses? Knowing the companies that form your 

customer base can help you assess their needs when it comes to content. Analytics 

tools can be a useful way of getting this information. 

2. What does the competition look like? 

Size up your competition. What’s their customer base? Can you see a sector they’re 

not serving that could benefit from the product you’re promoting?  

3. Do I have personas to work with? 

Personas are a useful tool for helping you direct your content. These are the basic 

profiles for your dream customers.  

For example, if you’re writing a blog about effective management tactics, who would 

benefit from the advice put forward? 

You can work out key information such as how old these people are, where they live, 

their education or income level, how many children they have, and their job title, 

for example. This paints a picture of who you’re speaking to. And then when you’re 

creating content, these personas will help shape what and how you write. 

By taking these steps, you’ll be able to discover who your target audience is and inform 

the right people about the things that they’re likely to want and need. 

https://artsandculture.google.com/entity/philip-kotler/m080_yg?hl=en
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Mistake 2: Failing to 
do your research.

If we knew what we were doing, it wouldn’t be called research.” 

– Albert Einstein (attributed)

It’s easy to fall into the trap of writing content that you want to create rather than what 

your target audience needs. But this can lead to disengagement. 

By only thinking about how the content should look and the sales message, you create 

a divide between you and the people you’re trying to connect with. Ultimately, they switch 

off and take their search elsewhere. To avoid this, you need to put in the research time. 

Why do research?   

Research doesn’t mean you can’t create content you enjoy; it just means that you need to 

tell the story in a way that engages your target market. 

Your content will only be effective if it’s meaningful to your audience. Whether they’re just 

browsing or planning on buying a product, potential customers might be more inclined to 

head to the checkout if you’ve written something that interests them.

A recent survey reinforces this idea. This revealed that almost two-thirds (63%) of B2B 

marketers believe that aligning with customer priorities is among the key qualities that 

define their best work. 

https://radix.turtl.co/story/barriers-to-great-b2b-content-2020-survey-results-and-analysis/page/8/1?teaser=true
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Fix this mistake

In order to create content that keeps your audience hooked—and potentially leads 

to a sale or achieves any other goals that you’re hoping to meet—you need to find 

out what your reader is looking for. To do this, you’ll need to understand your client’s 

customer journey and the content they consume at different points during this journey. 

A survey is a useful tool for this. It can address specific things about the themes 

and products your content is covering, as well as broader points about your target 

customers’ likes and dislikes. Asking some open-ended questions is more likely to give 

you an idea of what their interests are. 

Also, do you have a newsletter or social media channels? They could be great indicators 

of what’s interesting to your customers as you can see how many people have engaged 

with certain topics you’ve covered and what gets people talking.  

Another way to do this is to use research tools, such as Google Analytics and Facebook 

Ads, to find out what type of content has been popular in the past. When you dig 

into the content that has seen the most engagement, you’ll get an idea of what your 

potential customers have been looking for. This might help you rethink your approach to 

your content. For example, you might swap a blog post for an infographic as you know 

they’ve proven popular. 

By doing this type of research, you can establish what your audience is looking for. 

From there, you can create content that they’re likely to connect with. 
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Mistake 3: Not providing 
the answers.

Experience is simply the name we give our mistakes.” 

– Oscar Wilde

Are you answering the questions that your reader is asking? With so many things to factor 

in when writing content, it’s easy to lose track of what the reader might be looking for. 

But if you don’t provide the answers, you’re unlikely to engage with your audience. As with 

researching the topic to find areas of interest to your readers, you also need to make sure 

you’re pre-empting their questions. So, put yourself in your audience’s shoes to see if your 

words are doing the job.  

How does missing information have an impact?

If you fail to provide the solutions your audience is looking for, they’re likely to head to your 

competitors’ sites to see if they’ll give them what they need. 

Even if you’ve optimized your content by looking at the search volume for the key terms and 

researched the top questions being asked around the topic, the answers you provide need 

to be relevant. 

For example, someone searches for information on the different hand-held drills on the 

market, and they reach your landing page that’s optimized for these search terms. But 

there’s only information about where to use a drill around the home. This doesn’t answer 

their request, so they’re not likely to stick around. 

You might even have the information they’re looking for, but it’s buried at the bottom of the 

page. In this case, there’s the risk of them heading back to Google to try a fresh search as 

they can’t immediately see what they need.



Mistake 3: Not providing the answers.16

Fix this mistake

Without answering the reader’s questions, you won’t satisfy their search intent, and they 

won’t stay on your site. So, how do you give your audience what they’re looking for? 

First, look at the key questions around the topic you’re covering. What’s your audience 

likely to want to know? By identifying the questions they need answering, you’re already 

setting up your content to be useful to them—and to keep them on your site. 

Next, make sure you’re answering the question thoroughly. You’ve already picked up 

these skills from the research stage of the content creation process, so you’ll know to 

speak to experts, include as much detail as you can, and double-check at the end that 

you’re satisfied you’ve provided the answers. 

You’ll also need to make sure your content flows. Try to predict what questions will be 

asked next and set out your Q&A format in a logical way that allows these questions to 

follow on naturally. 

While looking at this structure, check that you’re not burying the main points at the foot 

of the page. As mentioned earlier, keeping key details until the end means you’re more 

likely to lose your reader. Prioritize the main information.  

It’s worth considering voice search here, too. With increasing numbers of us directing our 

queries at Alexa and Siri, it’s more important than ever to get the answers right. Global 

strategy consultants OC&C estimate that over £4 billion will be spent in the UK through 

voice commerce by 2022. 

When setting out your content, think about the natural questions that will be asked. 

Traditionally, we type some keywords into the search bar, but if you want to be top of the 

results for all voice search methods that are used, use full-sentence structures that are 

likely to be answered by a voice-activated device. 

https://www.occstrategy.com/media/1285/the-talking-shop_uk.pdf
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Mistake 4: Not putting 
in the planning time.

By failing to prepare, you are preparing to fail.” 

– Benjamin Franklin (attributed)

Do you have a content plan? If you’re creating content, whether it’s a blog post or 

landing page update, social media post or how-to guide, you’ll need a system in place 

to make sure you’re staying on task. 

What makes a content plan so important?

If you don’t know where the piece of content you’re creating fits in, you might find that 

you’re adding pages and posts without having a sense of direction. You run the risk of 

duplicating existing content and missing opportunities to produce timely information for 

your audience. 

Putting in the planning time before you begin helps to establish areas and themes to 

focus on, flag any opportunities to create evergreen content, and work out where you 

can write something that can be repurposed across a range of marketing channels. 

From refreshing a client’s social media feed to updating a website, a well-researched 

and thought-out plan allows you to focus your content and determine what needs your 

attention first. 

Additionally, a content plan creates consistency and makes the whole content creation 

process more focused and on point. Even if there are any ad-hoc content requests, such 

as an opportune blog post or newsworthy announcement, you have everything in place 

to make sure these slots neatly into your long-term strategy.  
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Fix this mistake

Begin by creating a content roadmap. Work with your technical SEO team to find the 

pages on the site that need your attention. If you’re part of a smaller team, you might 

be responsible for doing this research stage yourself. In this case, look at the current 

pages and see how they rank on the search engines. Are there any pages that need 

updating to make them more relevant in the SERPs? 

As well as looking at the existing landing pages, are there any opportunities to create 

new pages that potential customers might be looking for? For example, if you’re 

creating a roadmap for a motoring client, is there a page relating to pre-MOT checks 

that motorists can do at home or seasonal products that people might be looking for, 

such as winter tires? 

From there, you need to decide if these will be landing pages or supporting content. If 

you’re planning social media schedules at the same time, you’ll need to make sure you 

have the content on the site to link back to from your Instagram or Facebook posts. 

To make planning a smooth process, opt for a CMS with an inbuilt calendar. This way, 

you can create a timetable, and it will easily show you what type of content is needed 

and when.

https://docs.kontent.ai/tutorials/write-and-collaborate/plan-your-content-release/plan-ahead-with-the-editorial-calendar?utm_source=ebook&utm_campaign=guide-content-mistakes&utm_medium=pdf
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Mistake 5: Using 
the wrong TOV. 

Anyone who has never made a mistake has never tried 
anything new.”

– Albert Einstein

Following the agreed tone of voice (TOV) for a client means you can easily convey 

key messaging to your audience. However, marketers often make the mistake of not 

establishing the tone or not being consistent, which can have a negative impact. 

What happens if you don’t get the TOV right? 

If marketers make the mistake of using the wrong TOV for the brand, the messaging 

behind the content can become lost, and the reader is more likely to lose interest. In 

fact, 55% of all page views got less than 15 seconds of attention in 2018, and that 

number is expected to be even lower today.  

This could mean losing a sale or not generating enough interest in your campaign. You 

could even lose the trust of your audience if you’re speaking to them in a different way 

every time. Ultimately, having the wrong TOV or an inconsistent one could render your 

content meaningless. 

https://www.go-gulf.ae/how-people-read-content-online
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Fix this mistake

So, to tackle this and persuade them to keep reading, you need to hold their interest. But how 

can you make your brand stand out?  

The answer is to create a distinctive TOV—and stick to it. 

It might be that you’ve already established the tone, but the content that’s being produced 

isn’t following the agreed guidelines. Maybe it’s been a while since anyone looked at the 

brand’s TOV, and that’s where the inconsistencies are coming from. It could even be that 

you’ve never had any guidelines to work with in the first place. 

Whatever the reason for things not working well tonally, take a look at different examples of 

existing content and identify where improvements can be made. Remember, the TOV is the 

way that the brand is communicating with the audience and how it influences the reader:

Speak to your audience in their language 
about what’s in their heart.” 

— Jonathan Lister, VP Global Sales Solutions, LinkedIn

This quote often features in marketing sessions about communication, and it’s true. 

You need to get to know your audience and speak to them in a voice and style they 

recognize. Do this by writing in a way that targets the different personas you’re speaking 

to and adapts to each one. 

As well as factoring in the way your audience thinks and what they’re looking for, consider 

your brand and the image you want to get across. Do you want to be knowledgeable? Funny? 

Do you want to convey your skills? Maybe all three? Look at what sets your brand apart and 

focus on how you want to be perceived. 

You’ll also need to build in regular reviews of the content you create. This helps to keep the TOV 

on track and will show you where you’re getting engagement and where inconsistencies are 

creeping in. 

By creating a distinctive TOV and maintaining it throughout all forms of content communication, 

your brand will become established and be seen by your audience as a trustworthy source.
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Mistake 6: Forgetting 
to optimize for SEO. 

All men make mistakes, but only wise men learn 
from their mistakes.”

– Winston Churchill

You’ve written a detailed landing page that you’re certain matches what the reader is 

looking for. It’s looking great. The page is published. Then it languishes on page 8 of the 

search engine results pages (SERPs). 

Why? Because you’ve not optimized your content for SEO. 

We’ve already established that it’s important to create the content that your target 

market is looking for. But it’s also important to think about what information the search 

engines need. 

Why is optimization so important?

There’s no point writing something if it’s not reaching the people you’re targeting. 

Generally, people don’t have time to check every result for their search. They want the 

information immediately so they can buy the product or get the answer. In fact,  

over a quarter of people click the first Google search result, so you should aim to make 

your blog post or landing page as visible as possible by way of optimization.

So, want your content to be at the top of the search results? Finding that balance 

between answering the customer’s questions and optimizing the content so that Google 

recognizes you as a legitimate source of information is crucial.

https://www.searchenginejournal.com/google-first-page-clicks/374516/
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Fix this mistake

Publish content that’s recognizable as relevant to the search engines. There are several 

ways to do this:

1. Keyword research

Start with keyword research. What terms are people looking for when they’re typing 

their query into the search engines? You can use platforms such as SEMRush and 

AnswerThePublic to find out the most common phrases and apply these to your content. 

Recent comments from Google’s John Mueller reveal that we don’t necessarily need these 

keywords and phrases to be exact matches anymore: 

“And this is something that I think SEOs have seen…maybe subconsciously over the years as 

well, where they realize oh you don’t need to have singular and plural versions on your page. 

You don’t need to have all of the common misspellings on your page. All of those things are 

less critical on your pages as long as you really match what the user is actually looking for.”

This is useful if you’re trying to weave in keywords that make sense within your content. 

2. Check the subheads and metadata

Add the keywords to headings and subheads. Refresh the meta description and ensure the 

meta title includes your top keyword as well. 

A simple way to do this is with a CMS that lets you easily create and edit the meta title and 

meta description for each page. This type of editing feature automatically shows when you 

reach the recommended limit of 60 characters for the title and 150 for the description, or 

whatever limit you set it to. 

3. Is there enough expert information? 

You want to position your client as a leader in their field. To do this, you need to include 

expert insights and authoritative stats that tick all the boxes so that Google will recognize 

your page as high quality.

Whether you’re writing new content or refreshing existing pages, take the time to optimize 

what you’re creating.

https://www.searchenginejournal.com/google-bert-keywords-for-seo/387207/
https://docs.kontent.ai/tutorials/develop-apps/optimize-your-app/seo-friendly-content?utm_source=ebook&utm_campaign=guide-content-mistakes&utm_medium=pdf
https://www.semrush.com/blog/eat-and-ymyl-new-google-search-guidelines-acronyms-of-quality-content/
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Mistake 7: Skipping 
the proofreading and 
reviewing stage.

The worst enemy to creativity is self-doubt.”

– Sylvia Plath

Proofreading and editing are a fundamental part of the content creation process. However, 

it’s so easy to overlook this stage. 

If you’ve been working on the same piece for a while or you’ve got a deadline to hit, the last 

thing you might want or have time to do is sit down and read through everything again. But 

by skipping this essential stage, you could end up making more work for yourself.

What happens if I don’t proof my content? 

One of the major issues with not proofreading and properly reviewing is that you could 

lose credibility. Whether you write for a local business with one point of contact or a well-

known brand that has a comprehensive compliance procedure, supplying content filled with 

spelling errors and grammatical issues can be detrimental. 

At the very least, it will annoy the reader and make them doubt your skills. But the worst 

outcome is that it damages your reputation and the reputation of the company you work for. 

There’s also the risk of an un-proofed piece costing money. Time spent on the amends 

process can be expensive, and if a lot of these amends are down to simple, avoidable typos, 

it can be seen as a waste of money as you’re expected to get it right first time. 

On the subject of money, the words you use and the way you set them out also have the 

potential to cost more for your client. One example of this saw Italian airline Alitalia lose over 

$7 million after some zeros were missed off a listing for business class flights. If someone 

had taken the time to proofread the listing, this could have been avoided. 

https://www.telegraph.co.uk/business/2016/06/23/mistakes-that-racked-up-millions-the-costliest-typos-in-history/alitalia-airlines/
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Fix this mistake

Prioritize quality control. Build proofreading and editing into the content creation 

process and make sure that it’s as crucial as writing the headline. 

There’s always the risk of missing something when you’re reading over what you’ve 

written. Naturally, we skim over missing commas and misspelled words as we see what 

we think is there. So, to avoid this happening, try to get another person to take a read 

through your work—in this case, the more eyes, the better. If multiple people are part  

of the proofreading and reviewing process, you’re better placed to catch mistakes 

and typos.  

If possible, hire—or suggest hiring—a proofreader who’s dedicated to checking every 

detail. This will help with picking up anything that doesn’t read well or needs to be 

edited and will encourage consistency. Even if it’s not possible to hire a proofreader, 

getting teammates to proofread your work will ultimately increase the quality of the 

content you produce. 

Also, it’s worth investing in a CMS that allows you to set up your own workflow and 

review process. This will ensure there aren’t any errors when you publish your content.

https://docs.kontent.ai/tutorials/manage-kontent/roles-and-workflow/manage-workflow?utm_source=ebook&utm_campaign=guide-content-mistakes&utm_medium=pdf
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Mistake 8: Focusing on 
just one content channel.

Success is not final; failure is not fatal. It is the courage to 
continue that counts.”

– Winston Churchill (attributed)

You’ve had excellent audience engagement from some blog posts you wrote recently. 

Seeing the success of these posts, you plan in more blogs. And then more blogs. 

But what happens if you focus your content plan on that one tactic? Can writing just 

one type of content and concentrating your efforts only on one area ever pay off? 

Ultimately, you need to change things up. 

Why is focusing on one channel a mistake? 

There are several different types of content, and by focusing on one channel, whether 

that’s blogs or videos and infographics, you’re limiting your reach. Audiences tire of 

seeing the same thing repeatedly, so you’re more likely to lose their interest if they 

constantly see the same style of content from you. 

Additionally, different scenarios call for different approaches. Sometimes, it can be 

beneficial to create a social media campaign, and other times it might be worth  

writing a whitepaper so that you can go into detail about a topic that could benefit 

your audience. 

If you don’t identify these opportunities to diversify how you present your content, you 

could miss out on picking up a fresh audience base or find you’re not conveying the 

message in the best way. Sometimes a blog just isn’t the right format for the content 

campaign you’re working on, and sometimes it’s exactly what you need. 
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Fix this mistake

Content creators usually have several tactics in their wheelhouse. This includes producing 

blogs, content across social media channels, infographics, and adding videos. With these 

skills, they can look at the content plan and see where there are opportunities to utilize 

these different content types. 

So, what tactics have you honed? Can you produce a variety of different content formats? 

If you’ve grown out of the habit of plugging in appropriate content channels, take some 

time to reassess the strategy and see where there are opportunities to try something 

different. Add in a webinar or schedule a timely social media campaign. This will not only 

help with engagement, but it will help boost your creativity levels.  

Should you identify an opportunity to try a type of content that you’ve not used before, 

don’t be afraid to trial this new tactic to see how it goes. You might find that introducing 

newsletters or webinars is the perfect fit. If it doesn’t go according to plan, you can rule it 

out and try a different content channel.
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Mistake 9: Forgetting 
the content strategy. 

It takes as much energy to wish as it does to plan.” 

– Eleanor Roosevelt

The content strategy is the foundation of everything you write. It’s something you put 

the time into when you begin a new campaign or plan content for a new client. It gives 

you a steer when you need it and provides the themes to focus on across commercial, 

supporting, and social media content. 

When the content loses sight of the strategy, things can go wrong. 

How can the strategy help with content creation? 

The strategy you create is built on what you need the content to achieve. Whether 

you’re seeking to improve rankings in Google or tasked with writing something that 

persuades customers to convert, the strategy outlines the roadmap to take you there. 

If you just focus on what looks good or solely on what the readers want, it’s easy to 

forget how the content will support the goals you’ve set. But if you refer to the content 

pillars when you plan the blogs and look at what the planned next steps are for the 

client, you can refocus on the messaging that matters. 

The content strategy should also be aligned with the overall business strategy. This can 

help to make sure the content produced meets the goals of the business. You shouldn’t 

be wasting your time producing content for content’s sake; all content in the strategy 

should have a wider commercial purpose, rather than being something that ticks a box. 
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Fix this mistake

Begin by questioning why you’ve abandoned the strategy. Do this by revisiting the 

current strategy. This will help you identify the areas that you’ve been overlooking and 

assess where you need to go next. 

Also, has your strategy been properly documented? If you’ve not been able to easily 

access it, now’s the time to take a look at what you do have and properly lay out what 

needs to happen next. 

From there, you can see if you need to review and update the strategy. If it does need 

a refresh, look at the data to see if it is still relevant, and align your messaging with the 

buyer’s journey. What has been leading to sales so far? What pages are ranking well? 

You might want to carry out an audit to see what the competition’s doing here, too. 

Once you’ve made sure your strategy is up to date, you can focus on the content itself. 

Write down the idea, summarizing the key points and how it fits with the content pillars. 

This will show you where the opportunity is to reach the agreed goal of the content, 

whether that’s a conversion or a follow on social media.

https://contentmarketinginstitute.com/2016/12/documenting-content-marketing-strategy/
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Mistake 10: Missing 
out the CTA. 

So the writer who breeds more words than he needs is making 
a chore for the reader who reads.” 

– Dr. Seuss

You’ve put the hours and the effort into working out who your audience is. You’ve 

optimized. You’ve written in the appropriate tone of voice. But all of this can be for 

nothing if your call to action (CTA) isn’t right.

Where can I go wrong with the CTA? 

The purpose of any content you create always comes down to the CTA. If this is missing, 

you’re not directing the reader to take the next step. Whether that’s to sign up for more 

information, browse the range, or buy the products, your CTA is the push they need to 

commit to the brand.

But what if you are including a CTA? The issue here could be down to how many feature 

in your content. If you’ve only got one at the foot of a 1,500-word landing page, there’s 

a chance that the reader hasn’t read right to the bottom. Back in 2015, Microsoft 

released a study that stated humans lose concentration after eight seconds. If this is 

true, you don’t have much time before you need to work in some sort of CTA. 

Or it could be that you’re not grabbing the reader’s attention with what you’ve included. 

You need your audience to easily spot what’s next. Even if they don’t follow it, they 

need to know what the CTA is on the page, in the social media post, and even in the 

meta description. 

https://dl.motamem.org/microsoft-attention-spans-research-report.pdf
https://dl.motamem.org/microsoft-attention-spans-research-report.pdf
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Fix this mistake

If you’ve not included a CTA, you need to work out what this is, where to slot it in, and 

how many you’ll need. Make it part of your content planning process so you know 

before you begin what it will look like and how it will help to reach the goal of this piece 

of content.  

You’ll also need to make sure your call to action stands out. Even by simply making the 

text bold or changing the color, you’re setting it apart. 

Also, consider Nielsen and Taboola’s ‘Moment of Next’. This 2019 whitepaper looks at 

our diminishing attention span and uses technology to test attentiveness. It found that 

the Moment of Next tends to happen between 20 and 30 seconds of engagement. Using 

this as a basis, you can weave in CTAs where the reader will be at the 20-second mark. 

This is where they’re likely to want to see something new, so give that opportunity to 

them with an eye-catching CTA.

One way to make the CTA a standard part of your content template is to introduce 

a CMS that has this functionality. This type of system can ensure you produce 

well-structured content while helping you to neatly add in the CTA at relevant points. 

https://go.taboola.com/nielsen-whitepaper/
https://docs.kontent.ai/tutorials/write-and-collaborate/preview-content/how-can-i-see-my-content#a-viewing-structured-content?utm_source=ebook&utm_campaign=guide-content-mistakes&utm_medium=pdf
https://docs.kontent.ai/tutorials/write-and-collaborate/preview-content/how-can-i-see-my-content#a-viewing-structured-content?utm_source=ebook&utm_campaign=guide-content-mistakes&utm_medium=pdf
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Mistake 11: Not looking 
at the traffic.

One of the basic rules of the universe is that nothing is perfect. 
Perfection simply doesn’t exist. Without imperfection, neither 
you nor I would exist.”

– Stephen Hawking

The page is published, you’ve run the social media campaign, everything is done and 

dusted, right? Well, not quite. 

Why review performance? 

Maybe you’re not responsible for looking at the performance of the content you create. 

Perhaps you don’t know how to access the metrics. Or could it be that looking at the 

numbers doesn’t really enter your head once you’ve hit ‘publish’?

Whatever the reason for you not tracking the data, now is the time to get into the habit 

of looking at the figures. Why? Because this reveals how well your content is performing, 

how well you’re engaging with your audience, and what is and isn’t working. 

For example, if a blog you’ve written is doing well and attracting lots of page views, 

you can see that this topic of interest or this style of content is attractive to potential 

customers. You can then use this information to plan your next content marketing 

campaign or add it to the roadmap. 

Plus, you’ve put in a lot of effort, so it’s good to know how much of an impact your work 

is having on readers.

Fix this mistake
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First, you need to know what you’re looking for. If your SEO team regularly runs traffic 

reports, ask them to send these over. You’re looking for traffic numbers, bounce rates, 

traffic sources, and dwell time. However, this isn’t an exhaustive list. The more you can 

track for your content, the more detailed picture you get.

Familiarize yourself with the analytics tools that are available to you. If you’re not 

able to easily access existing analytics tools, there are options available that help you 

do this.

You can then use the performance data to help plan future content and build in a review 

schedule. Engagement metrics can help you prepare campaigns and reassess current 

content strategy.  

https://www.searchenginejournal.com/content-marketing-kpis/seo/
https://docs.kontent.ai/tutorials/develop-apps/integrate/google-analytics?utm_source=ebook&&utm_campaign=guide-content-mistakes&&utm_medium=pdf
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Mistake 12: Failing to update 
and reuse your content.

Kill your darlings, kill your darlings, even when it breaks your 
egocentric little scribbler’s heart, kill your darlings.” 

– Stephen King

If you’ve written a lot of content over the years, there can be a temptation to just move onto the 

next blog post or landing page. But looking back at previous work can be useful.

How can failing to update content be a mistake? 

There are a few reasons to make sure you review what you’ve written. The main one is that the 

information you’ve included could be out of date or no longer accurate. 

For example, if you wrote a trends blog at the start of 2020, the chances are that the details 

you included are now incorrect or even inappropriate. If this post is still visible as a key 

resource on your page, their audience might think that they’re not credible or that they’re not 

considering the current issues that might be affecting them.  

Another concern could be that the links and resources you’ve used aren’t valid anymore. Again, 

this can look like the brand isn’t keeping up, and you can easily get a reputation for being out 

of touch as a result. 

Also, are you constantly striving to create fresh content? Often, existing content just needs 

a quick refresh. There are lots of benefits to be gained from reusing well-performing, older 

content. The main one is that, rather than writing something from scratch, you’re adapting 

your existing resources, leaving more time to produce other types of content for the client. 

A trends report, for example, will just need updating with fresh figures. But if you’re always 

building this content from nothing each year, you’re adding to your workload. Likewise, if 

you’ve written something a few years ago that could work well today, update and publish it. 

Trying to find a whole new angle for something you’ve written before can be a waste of time 

and resources.
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Fix this mistake

While it can be tempting to jump straight into the next piece of content, it’s worth 

building in some time in your calendar to review what you’ve written later down the line. 

Depending on the client you’re working with and the topic being covered, this can be 

a few months later or even a year. 

You may also need to act quickly if something happens that could change the content 

you’ve written for a client. For instance, if you’re working with a property-related client 

and there’s a change to the legal requirements of a landlord, you should update any 

relevant existing landing pages or blog posts. To help you flag where these changes are 

needed, invest in a CMS that allows you to easily input the new information about the 

legal changes—or any other updates. This advanced CMS automatically updates all 

related content across the website where the piece of information is used, saving you 

the time it would take to manually input the details. 

Also, try to build in evergreen content about topics that aren’t likely to be affected by 

external changes. This content might just need some tweaks here and there before you 

reuse it. It’s good to have a solid range of content that doesn’t need to be reviewed as 

this allows you to easily plan in the updates on the content that does.

https://kontent.ai/solutions/content-marketing?utm_source=ebook&&utm_campaign=guide-content-mistakes&&utm_medium=pdf
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Conclusion.

Do any of these mistakes seem familiar? It’s likely that you’ve encountered some of 

these during the content creation process.

Ultimately, it’s not about making the mistakes, but how you fix them that will put you 

in a good position for creating content in the future. There are different tactics that 

you can bring in to tackle these common errors such as starting with a clear content 

plan, building a strategy, and investing in the resources to make sure your content is 

consistent, proofed, and edited.  

While each of these mistakes has its individual pain points, they all share one solution: 

building in time to analyze and update can make all the difference. Whether that’s 

reviewing the tone of voice or researching your audience, take the time to look at what 

you’ve got and where you need to go. 

Here’s to confident, mistake-free content! 

https://kontent.ai/solutions/unify-content-across-your-business?utm_source=ebook&utm_campaign=guide-content-mistakes&utm_medium=pdf
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