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Instructions
Save the PDF to your computer and print it oﬀ, or follow the link to the online
version. Choose the ‘make a copy’ option from the ‘ﬁle’ dropdown menu,
rename and save it in your own drive. You can share this version with your
team if you like.
You’ll see an example spider diagram that lists some activities you can try to
help you think of ideas, and a blank copy you can use if you want to create a
keyword diagram.
At the back of the PDF document you’ll ﬁnd some supplementary information
which lists 15 tricks you can try, and gives more detail on each of them.
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About Gudrun Lauret
A published writer for over 20 years, Gudrun specialises in working with
traditional heritage organisations to use modern marketing methods
successfully.
She supports her clients with the whole process, from identifying their audience
and the value of engaging content, through to planning and strategy, as well
as writing bespoke copy.
She has worked with a diverse range of clients and loves helping them to
communicate their messages clearly.

Find out more: www.gudrunlauret.com
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How to Come up with Content Ideas
Supplementary Information
It can be hard to keep thinking of new ideas for content for your business, especially when you’re busy. Here are 15 tips you can try
today.
1. Answer FAQ
What are the questions you’re asked most about your product or service? Think about what you can tell people to help them decide
to make a purchase with you. If your offering is particularly complex, explain it in detail but in simple language (not industry jargon)
over a series of articles or videos. There is no such thing as a stupid or basic question, so come up with as many as you can
You can also ask your audience what they’d like to see. Send them a survey and find out what they’d like to learn about. Also ask
your existing customers the same question, or if there was a particular piece of content you produced that made them choose you.
Can you build on that?
2. Brainstorm Ideas Using a Keyword
Take a big sheet of paper (it’s easier to do it ‘offline’) and write a keyword or phrase relating to your business in the middle. Don’t
think too much about what you’re doing, and start doodling. Think of related words to your central one, and create a spider diagram
with branches leading to new words and themes. If something particularly catches your attention, follow it and create a smaller
diagram around it.
You should have a lot of words and phrases across the paper. Circle any that are similar or related in some way to each other, and
make lists to group them together. From there, you should start to see opportunities to create content around the themes.
3. Create Case Studies
Case studies are a great way to talk about how you help clients without sounding salesy. Ask permission from a satisfied customer
to talk about the problem they had and how you solved it, and for a quote if they can.

You can also write a case study which combines two or more situations to give the best example of your offering in action. This is
particularly helpful if you want the person or company in question to remain anonymous, or if you work in a heavily-regulated
industry which prohibits you from talking about anything sensitive.
4. Look at Your Competitors
This doesn’t mean copying them! However, you can have a look at their websites and social media to see what types of content
they’re putting out, and the topics they’re discussing.
Is there something you think you could explain in a simpler way than they have, or could be expanded on? Even better, can you
present an opposing viewpoint or suggest an alternative solution?
You don’t have to explicitly state that you’re better than they are, and unless you like being controversial, naming and shaming your
competitors risks upsetting people, damaging your professional reputation and potential legal action. Be inspired by them and
create something new.
5. Take Inspiration from Other Industries
You can also use content that’s created in a different field to you to inspire your content. If you work in a similar area or if you have
suppliers in another industry, what might their audience be interested in hearing about? There may also be opportunities for crosspromotion.
You may also get ideas from industries that are nothing like yours. For instance, many digital marketers use video to communicate
with their audiences, but this doesn’t happen so often in the heritage industry. Could you stand out from the crowd by creating
simple videos to explain how the industry works?
6. Listen to What People are Saying
Social listening is the obvious tool here. What are your followers talking about, or the people you follow online? Are they discussing
your product and could you clear up any misconceptions? Use hashtags too, to search for keywords relating to your business, to
find more conversations you can use as a content creation starting point.
Do people comment on your blog posts? Are they asking questions about your business or looking for help or extra resources?
Create content in response to these (and personalise them if you can for better engagement). Similarly, if you have a YouTube
channel, do people leave comments under your videos?

Subscribe to newsletters – both within your industry and those of your competitors – to see what information they’re sharing.
Likewise, if there’s a trade publication or magazine from the governing body (e.g. Chartered Institute of Marketing), make sure
you’re getting a physical or e-copy of that.
7. Use a Tool
Type a keyword relating to your industry into Google and see what it comes up with in the auto-suggestions. Alternatively, use a
tool such as Answer the Public, which uses data from Google.
It shows you the questions people ask about your topic, and you can download the results as a spreadsheet and save it to go back
to later. Create content that answers each of the questions and share online.
HubSpot has a blog ideas generator tool, which works in a similar way. Enter keywords relating to your industry, product or service,
and it will present you with a list of suggestions.
8. Repurpose Your Existing Content
If you’ve completed a content inventory and audit, it will be easy for you to identify valuable or evergreen content that you can turn
into something fresh for a new audience on a different platform.
When you create new content, you should also consider ways to repurpose it at the same time, so you know where else to share it.
This can be as simple as producing some images to share on social media, or turning a series of blogs on a topic into an e-book
you’ll sell or use as a lead magnet.
9. Talk About Industry Updates
Tell your audience about what’s happening in your industry, so long as it’s relevant. This is particularly good if you’re a consultant
or coach to people in the same field as you, as they need to understand what’s going on and what, if any, impact it will have on
their business.
Some legislation that’s been introduced has a bearing on almost everyone, such as the General Data Protection Regulation
(GDPR), which requires businesses to protect or remove personal data.

In 2019, the UK government brought in a rule that limited companies generating a certain amount of money would have to submit
tax returns online (Making Tax Digital). Similarly, auto-enrolment compelled anyone with employees to automatically add them to a
pension scheme.
10. Use Your Avatar
Your avatar, or buyer persona, is a personification of your ideal customer, and every business should have one. Creating an avatar
helps you to think about characteristics of your typical client, such as age, gender, education level and personal life. It also includes
psychographics – beliefs, interests and hobbies.
Whenever you create content, you should have your avatar in mind. Rather than producing something for a group of people, create
something that you know will be of value to them.
When you’re struggling for ideas, go back and look at your avatar. What challenges do they have? What would make their life
easier or better and how can you help them with that through your content?
11. Use the ‘Jobs to be Done’ Methodology
Designed by Harvard Business School, this methodology goes one step further than your avatar, and encourages you to think
about the tasks people have to do at work and the significance behind them – they’re not just about completing a function.
The same principle can be applied to people purchasing products. The key is in understanding what motivates people – their ‘why’.
Remember, a lot of buying decisions are emotional as much as practical. Create content that meets those needs.
12. Develop a Swipe File
A swipe file is a collection of things that have inspired you. Journalists and ad writers have long used them to save catchy headlines
and articles they wish they’d written. You can create a physical file to store magazine and newspaper clippings, flyers and
brochures, and go to it when you need some fresh input.
Or, you can have an online version, where you create a folder on your desktop or in your ‘favourites’ menu. This method lets you
save videos and audio files as well. A note-taking tool such as Evernote allows you to record inspiration on the go and organise it
however you like. You can access your Evernote account on any device for seamless syncing.

13. Trending Topics
This isn’t something you can prepare for, but being aware of breaking news, sudden changes in legislation or an unexpected
business development means you can quickly respond by putting together a quick talking-head vlog or a social media update.
As the situation develops, you can create more content to help your followers understand the implications, and if possible, tie it into
how your product or service can help them deal with it. You can also reference historical events, and connect them to what’s
currently in the news.
14. Interview an Expert
Or several. Who is considered a thought leader in your industry? Can you approach them and ask them to be a guest on your
podcast or to answer some questions for a blog? Would they consider contributing a post themselves? Unless they’re very famous
or extremely busy, most people, even ‘experts’, are happy to help you out. Curators from other venues or academics are the
obvious choices, but think in broader terms if you can.
Don’t forget, it’s promotion for them too. And if they share it with their followers, you get in front of a whole new audience who
weren’t previously available to you. Note that this is a mutually-beneficial exchange, and they should not ask you for money. Do not
pay for their contribution.
You may also consider interviewing people from outside your industry but who have knowledge of something that would help your
followers. For example, you may speak to a social media expert to give some tips on how to get started, or a headshots
photographer to offer advice on getting professional pictures taken.
15. Book and Tool Reviews
If you’re completely stuck for ideas, this is an easy one. Which books have you read that have helped you in your business? Is
there a must-read that people don’t know about? Write or record a review, and include a link to how people can buy the book (and
the author’s website as well, if appropriate). Which historical book, fact or fiction, would you recommend?
Are there tools or apps that you rely on to run your business or that make routine tasks quicker or easier? Review those, and if
appropriate, create a how-to-use guide as well. This can be a series of articles or vlogs, which can then be repurposed into a longer
book or video.
If you’d like more help with your content, get in touch to discuss how I can help you!

