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In this guide

One of the main challenges of content marketing is finding a reliable source of quality 

ideas. Those are your main assets, and you need a lot of them, and the whole thing is riding 

on your ideas being popular with your audience. Not just from time to time, but most of the 

time.



How do you source these ideas? Well, one of the ways is by using SEO techniques to find 

topics that are popular in search. By knowing popular search terms, aka keywords, you will 

be able to create and serve content that’s already in demand with your audience.



In this guide, you will find detailed instructions on using SEO data to find new content 

ideas, as well as to improve on the existing content, both yours and your competitors’. We’ll 

also offer a few easy tips on how to optimize your content for search, so that you improve 

your odds of attracting organic traffic.
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Search for 
content ideas

PART 1




Google Keyword Planner AnswerThePublic

Rank Tracker

The first stage of keyword research is a bit like a brainstorming session — we are going for quantity. The goal is to discover as many 

relevant keywords as possible, so that we can later select the ones with the highest potential. And because we are looking to collect 

thousands of keyword ideas, it is best to turn to specialized keyword research tools.



Now, there are plenty of keyword tools out there, like  or , but they are often limited to just 

one research method or just one data source, so you have to use a bunch of them in order to view the whole picture. Instead, we 

suggest looking for a keyword research aggregator — a tool that merges multiple data sources and research methods. For the 

purposes of this guide, we are going to use . 

How to use Rank Tracker

Rank TrackerLaunch , create a project, and go to 

the Keyword Research tab to find nine different 

keyword research methods.

Use Ranking Keywords to find top keywords 

driving traffic to any website.

Use Keyword Gap to find keywords that your 

competitors rank for but you don’t.

Use remaining methods to find keywords based 

on different types of semantic associations.

View all discovered keywords in the Keyword 

Sandbox tab.

Keyword research: collect keywords
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Rank TrackerOnce you’ve used  to collect a list of keyword ideas, you are likely to have tens of thousands of them sitting in your 

Keyword Sandbox. Assuming you are not going to create tens of thousands pieces of content, we’ll have to filter the list and find 

keywords that are likely to be the most popular with your audience. Here are the features of high-potential keywords and instructions 

on how to find them using Rank Tracker’s filtering options:

High search volume

Remove keywords that have an insignificant monthly search 

volume — usually anything below 750, but this varies by 

industry.

Low keyword difficulty

Remove keywords that are already taken by strong players — 

indicated by keyword difficulty of 40 and above.

Greater keyword length

Keywords that consist of three or more words will help you 

generate better content ideas than generic one-word 

keywords.

High relevance

Of remaining keywords, manually remove the ones that are 

off-brand for your particular website.

Keyword research: filter keywords

/ 156 

https://www.link-assistant.com/rank-tracker/?utm_source=venngage&utm_medium=pdf&utm_campaign=venngage


Google Trends

Once you’ve filtered your keyword list it has probably gone from having tens of thousands of keywords to having just a few hundred. 

Each keyword in this final list has the potential to be used for a great piece of content. And yet, there is still one thing to check before 

adding any of the keywords to your content calendar — we have to see whether the content will stand the test of time. Here, the best 

and the only tool to use is .

Keyword research: see if keywords are trending

How to use Google Trends

article 

on how to capitalize on downward trends

When creating content with SEO in mind, the idea 

is to have it bring a little of organic traffic over a 

long period of time. So, if you invest in a topic, it 

has to be trending upwards for the foreseeable 

future.



To check for longevity, enter your selected 

keyword into Google Trends and see if it’s gaining 

popularity. Ideally, you want to see a trend similar 

to the top graph — stable, possibly slightly 

seasonal, but not volatile, with steady growth.



It is also not necessarily bad news to see a 

downward trend like in the bottom graph. If a topic 

is losing popularity, then there must be another 

topic taking its place and it’s very likely to also be 

within your area of expertise. Here is a great 

 and find 

substitutes for the topics losing popularity.
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SEO PowerSuite

Another way to jumpstart your content strategy is to look at your competitors’ websites and borrow their most successful topics. Not 

plagiarizing, just seeing whether you can improve on their content, outrank them in search, and redirect some of their traffic towards 

your website. For this guide, we will use two  tools to find your competitors’ most linked-to pages and pages getting 

most organic traffic.

Borrow ideas from your competitors

Find top pages by backlinks

SEO SpyGlassIn  create a project for your competitor’s 

website, go to Backlink Profile > Linked Pages, and find the 

most linked-to pages.

Find top pages by traffic

Rank Tracker In go to Competitor Research > Top Pages, add 

any of your competitor websites, and find the pages that get 

most organic traffic.
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Find old content that’s worth updating

Whatever your business niche, there is probably a finite number of topics that you can write about and, eventually, you might have to 

start recycling some of your past content. Which is not a bad thing — topics evolve, as do audiences, and revisiting past topics can be 

a perfectly valid part of your content strategy. All you have to do is pick topics old enough to be recirculated, but relevant enough to 

still resonate with your audience.

Identify promising posts

Google Analytics

Google Search Console

The first way to find promising old content is to see 

which of your posts keep attracting organic traffic. 


To do this, log into your , go to 

Acquisition > All Traffic > Channels > Organic Search, 

choose Landing Page as your primary dimension, 

and set the time period to past month. Now scroll 

through the list of pages and note the ones that have 

been published a while ago (over a year), but are still 

popular in search — these are your prime suspects.



Another way to find old posts that might benefit from 

an update is by using . 


Go to Performance > Search Results and look for 

pages either at the bottom of SERP (position 7-10) 


or on the second page of search results. Strictly from 

an SEO perspective, these are the best pages 


to update as it might give them the push needed to 

reach top positions and bring in much more traffic. 

All you need to do is make sure that the topics are 

still relevant.

Update them with new information

Updating an old post is definitely easier than creating one from scratch 

and it is a big part of the appeal. But there is still work to be done if you 

want an updated post to look like a new one:

See if there have been any developments in the field and rewrite 

your post accordingly;

Swap outdated images (e.g. showing old interfaces) for fresh ones;

Click on each link and see if it works, find better pages to link to if 

the information is outdated;

Edit the post to follow current best practices — your writing has 

evolved, as did your editorial guidelines and seo requirements;

Change the date to say when the post was updated;

Publish and promote the post as if it were a new one — a 

sufficiently updated post will be valuable even to those who read 

it in the past.
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Write search -friendly

copy


PART 2




Google assumes that there is a very specific intent behind every search query. The idea is that, depending on the way the search 

query is phrased, the user is looking to either learn, compare, buy, or navigate. So, in response, Google will only serve a certain type 

of content to match the assumed intent of the query.



For example, if the user is searching for best winter jackets, Google will assume that they want to compare several jackets and it will 

only show listicles — no guides and no product pages. If the user is searching for winter jacket, Google will assume that they want to 

buy any winter jacket and it will only show catalog pages. Finally, if the use is searching for arc’teryx parka, Google will assume an 

even stronger purchase intent and start showing product pages of different Arc’teryx parkas. So, if you want your content to stand a 

chance in search, you have to make sure that it is a good match to search intent.

How to determine search intent

Nothing simpler. All you have to do is search the 

main keyword for a planned piece of content and 

see what kind of pages come up. If most results are 

listicles, then you create a listicle. If most results are 

guides, then your create a guide. And so on.



Keep in mind that Google increasingly serves 

narrower and narrower types of intent. For example, 

many how-to guides are now served as videos and 

not articles, because most users are visual learners. 

Reviews, job ads, and product listings are increasingly 

served via Google panels — you have to apply 

Schema markup in order to compete for these 

placements.

Match content type to search intent

TYPES OF USER INTENT
"How to tie a tie"


"Seinfeld net worth"

"Nike official website"


"BBC news"

"Best winter jackets"


"Bianchi vs Colnago"

"Buy camosun parka"


"Pizza delivery soho"
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Content length and keyword count are no longer considered to 

be strong ranking signals and there is no need to max these out. 

The best practice today is to research the values that work for 

your competitors and use them as a relaxed guide for your own 

content.


Establish length and keyword benchmarks

Website AuditorLaunch  and go to Content Analysis > Content 

Editor. There, choose to create a new page, enter your main 

keyword, and click Create. The editor will analyze top 20 pages 

competing for this keyword and use them to calculate the 

average length of content and the optimal count of main 

keywords as well as secondary keywords.



Now, it doesn’t mean that your content should be of this exact 

length and include these exact keywords, but it is a pretty good 

indicator for the general scope of your content. If your finished 

article is significantly under/over the average length of 

top-ranking pages or is missing some of the keywords, then it is a 

cause for concern — perhaps you should revise your content and 

include/exclude some of the points.

Determine length and keyword saturation
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Readability is a cross between user experience and search optimization. Users and search engines alike prefer an aesthetically 

appealing copy, broken into bite-size pieces, with plenty of visuals and other navigational elements.

Skimmable text format

Most online readers are skimmers — they scroll through articles until they find the one section they are interested in, give it a quick 

read, and bounce. As content creators, we have to accommodate this process as much as possible.



One way to do it is by creating predictable outlines with a logical


structure of headings:

Provide a readable structure
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Use proper tags to mark H2-H6 headings — it 

catches the eye of both users and search engines;

Make sure that headings of each level follow parallel 

syntax — it makes the copy flow;

Make each heading self-sufficient — a user should 

be able to land on any heading within the page and 

immediately understand what is going on;

Try to keep a rhythmical structure — make sections 

of similar length and similar composition.



HTML tags help Google see the structure of our content and understand which bits of text are more important than others. They also 

help us create attractive search snippets.  Here are some of the tags that you absolutely can’t miss:

Page title

Title tag is the most important bit of text in your content — it’s what users 

see in search and what Google uses to identify the topic. Make sure it’s 

loud and optimized for keywords.

Meta description

The description goes hand in hand with the title and is a summary of your 

page in search results. Make it ad-like and include keywords.

Headers

Give images a descriptive alt text to make sure that Google can 

understand them and include them in image search results.

Image alt text

Give images a descriptive alt text to make sure they participate in image 

search.

Image alt text

 is an advanced SEO technique, but it is essential to 

master if you want to compete for local search, culinary content, product 

reviews, and many other types of content.

Schema markup

Optimize for key HTML tags
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Final thoughts

It used to be that content designed for marketing was something very different from content designed for SEO — 

stuffed with keywords and completely unsuitable for a human reader. But since search engines are becoming more 

human, these two types of content are increasingly aligned. Today, many of the best SEO practices can be borrowed 

by content marketers, helping them find better ideas and opening the content up to search engines.

Boost your SEO with powerful tools for keyword research, link 

building, and website audit.
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