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INTRODUCTION

Why does your business  
need content marketing?
Before you begin, it’s important to first understand why you need content 
marketing (CM) and the benefits of executing it well. 

Although this guide provides the very basics of CM, Onyx Health are on-hand to 
solve any problems you may have and help take your content to the next level.                 

Thought Leadership  
For niche SMEs within the 
healthcare sector, it is 
incredibly important that 
you establish yourself as  
the expert in your field.  
CM is one of the most 
effective ways you can  
do this.

Through generating 
carefully crafted content 
you can showcase 
your ability to predict 
market changes, analyse 
difficult topics and spark 
conversation in ways that 
your competitors may not 
be able to, making you the  

thought leader

Key factors in CM include: 

Increased Visibility   
CM forms the foundation of 
your search engine optimisation 
(SEO), making your company 
visible to your target audience. 
Overlooking this process can 
affect your website success. 

However, the visibility benefits 
go beyond SEO. Excellent 
content combined with 
effective promotion efforts 
mean that your message will 
reach the right people. SMEs 
that work in highly specialised 
niches can especially benefit 
from content that has been 
properly tailored to a target 
audience.

Build Trust & Brand Loyalty  
CM can help retain customers 
and improve client relations. 
By producing regular, valuable 
content you remind your 
existing audience of why they 
came to you in the first place.

Online Portfolio  
The content hosted specifically 
on your website, ideally ranging 
from video’s, blogs, images, 
infographics to website copy, 
acts as your online portfolio. 
To be effective, this portfolio 
should showcase your 
company’s specific  
expertise and insight, 
achievements and services  
or products.  

Drive Behaviour  
Content should create value 
and drive behaviour. It’s not 
simply broadcasting a blog 
or a video on social media. 
Successful content marketing 
combines strategy, creation  
and promotion. 
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Audience & personas

Audience Persona Document

When it comes to your strategic approach to CM, the first thing you should 
consider is your target audience. Writing content without considering its 
audience first puts you at risk of failing to reach the right people.           

In order to drive behaviour, you must first identify your audience  
and understand their needs, challenges and pain points.  

Use your profiling 
document to shape 
your content within 

your strategy  

The more detailed 

and accurate your 

audience persona 

document is, the 

greater chance your 

content will have of 

engaging your target 

audience
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STRATEGY

Persona summary

Job details

Main sources of information 

Goals

Challenges

Preferred content medium   

Objections (objections you anticipate from your persona during the sales process)

Role in purchase process (persona’s influence in the decision-making process) 

 
Marketing message (messaging that speaks directly to this persona)



SEO & content strategy
Your content strategy and SEO should go hand in hand, as content 
accounts for a large percentage of search ranking factors.

Basic ways of incorporating SEO into your strategy:

STRATEGY

Narrow down  
your topic 
areas     
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When it comes to including 
SEO in your content strategy, 
define the topic area you wish 
to discuss. With your persona 
& audience document in 
one hand, and your brand 
guidelines in the other –  
you can begin to analyse  
the best topics to tackle  
with your content.

Tip: To ensure you are hitting 
the right topics, discover what 
is trending. Communications 
agencies specialising in your 
industry should offer expert 
insight into trends. 

Onyx Health can assist you in 
determining what’s trending 
in your sector, from engaging 
imagery to accompany your 
blog, to topics that are in the 
industry news.

Keyword 
Research2

Once you have identified and 
understood your audience 
you can start to research 
relevant keywords.

Tip: Whilst SEO can initially 
seem daunting, we advise 
starting with a broad term  
and then narrowing it down 
based on what you know 
about your audience. 

For maximum impact,  
Onyx Health can monitor  
and ensure which keywords 
are producing traffic using  
our industry knowledge  
and SEO tools.

3 Create 
Value

Content should have value  
to your audience. SEO 
takes in to account different 
aspects of your content from 
its readability, its relevance,  
to most importantly, its value. 

High-value content needs to  
give a fresh angle or insight,  
be comprehensive, as well  
as well-written.
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Content ideation

Internal (on your website) Video

How-to’s

Interviews How-to’s

Lectures

Live streams

Documentaries Event coverage

Forums Games

Testimonials
Digital online classes/courses

Thought leadership

Case studies Quizzes

Hot topics

Case studies

Whitepapers/reports (compiled 
research and original research)

Company newsRoundups

Listicles

Reviews Webinars

External content

Features EditorialsAdvertorials

Press releases Guest blogs

Written

Customer generated
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STRATEGY

Content ideation refers to the forming of ideas and concepts for your content.

Audio Visual

Interactive

Customer generated imagery,  
video, audio and written content

Digital roundtables

Promotional (e.g. infomercials, showreels)

Imagery

Infographics Photography Animation

Animation/motion graphics

Audio

Soundbites Podcasts



Tips for finding a topic:
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Research what 

your competitors 

are covering,  

and do it better
Use a communications agency in your sector who stay up to date on trending topics, use their insight to create a message or key insight that makes it different to the rest

Use a communications agency in your sector to news-gather. This involves finding a certain angle or piece of 
news that you could be the first to cover

Are there any events, 

awareness weeks or 

special dates that will form 

your topic and make it 

timely and relevant?

News

Trends
Competition

Events /awareness

STRATEGY



Scheduling
With content, timing and planning  
is essential – you don’t want to miss  
the boat on certain trending topics  
or fall behind on regular posting.  
Timing of posting and promotion  
ensures your content maximises 
engagement and impact.

Regular testing and research along with data  
are required to determine the best times to  
post and promote your content for each platform  
in conjunction with your audience profile.

Content topic / theme / message 

Type of content  

Call to action (CTA) 

Tip
Consider your audience – when are they active online? Where do  they get their news/content from?

Dates / timings 
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Campaigns
A content marketing campaign has a set 
of strategic goals that are often timed 
around a specific event, awareness week, 
launch or company milestone. 

These goals could range from something as specific 
as getting a certain message across or launching  
a new product, to increasing online visibility. 

Your goal should be clearly defined to determine 
success for campaigns.

 Know your  audience

 Set your  
goals
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Your campaign strategy should involve these essential steps:

 Call to  
action

 Promote your content
 Create  

compelling  
content

STRATEGY



Brand voice 
and style guides
Your company should have a set of brand 
guidelines that includes content style.  
If you don’t have one in place, we have  
put together a short guide for you to consider.

Voice and 
tone

Industry specific  regulations/guides

Grammar, spelling and vocabulary rules

Formatting and structure

Length

Keywords and 

phrases to 

regularly use 

(that affect 

your SEO) 

Imagery 

style 

Approved and 

tested hashtags 

and tags for social 

media content 
promotion

Approved 

topics 

Referencing
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CREATION

Tip
When writing your style guide/editorial guidelines you need to consider  your audience



Copy approval

• Check that it is written in your brand’s tone/style 

• Have a proof-reader do a thorough read through 
for grammar and spelling mistakes 

• Have another content creator put forward ideas 
on how to improve your content  

• SEO – where does your SEO rank when entering 
it into your domain? There may be changes 
necessary such as readability and grammar 

• Does this piece of content achieve its goal?

Posting content with typos and misspellings can 
harm your brand’s reputation (especially in the 
highly regulated industry of healthcare and pharma) 
so it is important to incorporate a copy approval 
and editing process.

Here are a few checks that should be made 
before posting your content:
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CREATION



Consider the layout  People scan content quickly before deciding 
whether to invest in reading further. To catch attention, consider what the first 

impression would be if someone were  
to click on your content – have you used  

eye catching images and headings?  
Is the layout easy on the eye?

Clear call to action 

 

Each piece of content you post 

should have a clear CTA as this 

provides your audience with simple 

instruction, increasing the likelihood 

of meaningful engagement.

Driving behaviour
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Speak directly  
to your audience

When you speak directly to your target 

audience, using a tone they can relate to, 

attempt to solve their problems, and use 

keywords and topics that interest them – 

you have a high chance of engaging  

them and selling your message.

This means you have a higher chance  

of impacting their decisions.

CREATION



Paid media

The digital marketing trifecta

What is earned media, paid media and owned media ?
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It is often said that to have an effective content marketing strategy earned 
media, paid media and owned media must all be incorporated.

When used together the ‘Big Three’ act as a powerful tool, building brand awareness  
and increasing sales. So, consider the digital marketing trifecta when promoting your  
content, have you utilised all opportunities to get your content seen?

Earned 
media

Owned 
media

Sharing 

• Mentions
• Shares
• Reposts
• Reviews

Web properties 

• Website
• Mobile site
• Blog site
• Social media channels

SEO & brand 
content drive 
earned media 
(sharing)  
& traffic Leverage owned, 

earned and  
paid media for  
a comprehensive 
marketing strategy

Gain more exposure 
to web properties 
with SEO and PPC

Advertising  

• Pay per click
• Display ads
• Retargeting
• Paid influencers
• Paid content promotion
• Social media ads

Propel sharing  
& engagement  
with paid promotion

PROMOTION



Utilising social media  
for content promotion 

Promoting  

Organic reach has seen 
a decline across all social 
platforms in recent years and 
the need for social advertising 
is increasing.  

Social media advertising can 
be incredibly powerful due to 
the fact it can be so effective 
in targeting your audience 
(through the data collected  
on them).

It is worth noting that social 
media advertising is not simply 
boosting a post. The messaging 
has to be specific to your overall 
marketing campaign.

When promoting your content, 
reserve your advertising efforts 
to thought leadership pieces to 
gain more return on investment 
as these pieces are often more 
engaging.

Once you have spent time researching, developing and 
perfecting your content, you want to then promote it. 

Sharing  

To achieve organic distribution 
and engagement of your 
content you first of all need 
your posts to be shared  
across your social platforms. 

Start from within the company 
and encourage staff to share 
your content linked posts  
within their social networks. 

Consider the post copy to 
maximise further sharing  
and engagement.
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To read further information on social media campaigns 
CLICK HERE

https://onyxhealth.com/work/social-media/
https://onyxhealth.com/work/social-media/


Guest blogging
  
Guest blogging is the act 
of posting either regularly 
or as a one off, on another 
website, featuring a link back 
to your website in the author 
description. It is great way 
of securing a link by offering 
something in return.  
The content you guest-post  
needs to be unique. 

Begin to find guest blogging 
opportunities through 
your current contacts  
and relationships. 

Link building 
and SEO   

What is link building?
 
Link building is the process of acquiring hyperlinks from other websites to your own.  
It can act as a recommendation, for example a blog post may recommend that someone 
read your blog (by linking to it) to gain further information on a specific subject.   
Search engines collect data on the quality of a link (based on factors such as relevancy, 
traffic volume etc.) and apply this to your website search ranking.

Acquiring links 

The most effective way to 
gain links is to write a piece 
of content that is the most 
interesting or informative  
on its specific topic. If your  
content is the leader on its 
topic, it will most likely be  
the one everyone will link to.

It takes time to build rapport 
and trust with other thought 
leaders and trusted websites  
in your field, so consider 
utilising your best media 
contacts or use an agency  
who has quality connections. 
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Reporting 
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Future content is driven by data to inform decisions. 

Success is determined using 
digital data points and metrics 
to indicate content engagement 
and the impact on website 
activity. Reports can be tailored 
in accordance with individual 
goals. 

Reports are also used to 
determine timings for posting 
and promotion. Metrics are  

used over periods of time to 
identify key times your target 
audience engages with your 
content the most. 

These reports can also identify 
the types of content preferred 
by your audience, whether  
that be the topics chosen  
or the type of content (blog 
post, video etc).

Reporting for content marketing is measured against 
the strategic goals set out early in the process. 

REPORTING
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How can Onyx Health 
help you?

We have a broad range of 
content writing skills from 
scientific to journalistic styles  
to create engaging content  
for your target audience. 
 
We have expertise in digital 
communications to take  
your content strategy  
to the next level. 

Through this guide we have 
discovered that when it comes 
to digital, search visibility  
is vital to digital strategy  
and data driven decisions  
are key to maximising visibility 
and value. 

We’re ready to deliver,  
just tell us when 
+44 (0)191 640 3638
enquiries@onyxhealth.com

At Onyx Health we know that content is king when it comes  
to digital marketing. Our expert knowledge in healthcare marketing 
communications means we have what it takes to create success. 

CLICK HERE

Discover how  we can help your digital content strategy  come to life

“Content is King”

https://onyxhealth.com/digital-communication-specialists/

