
RESOURCE GUIDE 

INTRODUCTION TO WEBSITE CONTENT



1. WHAT ARE YOUR WEBSITE OBJECTIVES?
In the Introduction to Content Marketing you learned about content hubs, 
the most common of which is a website. Whether you are building or 
rebuilding your website, you should set goals and objectives. This goes 
beyond saying “we want a better website”. A good tourism website is 
visually compelling and informative. It should be structured in a way that 
allows your audience to easily find what they are looking for.

Content plays a huge part in making your website what it should be. The 
best approach is to adapt your strategic business and marketing goals into 
website goals, to allow you to implement the right content and calls to 
action for your website audience. 

INTRODUCTION TO WEBSITE CONTENT

As a tourism business, your website needs to inform, engage and 
inspire. Customers want reliable information about your business, 
including location, key benefits, costs, packages and promotions. 
Commit to creating exceptional content to attract visitors and engage 
those already visiting your website using good storytelling, videos and 
visually captivating imagery. Promote social sharing and commenting by 
ensuring your website has social sharing capabilities and encouraging 
your audience to use them. You need the website to help inspire them to 
take action and visit you. 

TRAVEL ALBERTA RESOURCE GUIDE  INTRODUCTION TO WEBSITE CONTENT    / 2



1A. USING DATA TO IDENTIFY AUDIENCE TRENDS
Before you take a deeper look at your website content, you need to understand how customers engage 
with your website. Businesses often make the mistake of creating website content that suits their 
needs instead of focusing on what the customer wants. 

Identifying the needs and trends of your customers is something that should be done both on and off 
your website. Here are a few tools that will help you gain a better understanding of your audience:

• GOOGLE ANALYTICS (Free) 
A tool that can be installed on any website and is used to track and analyze website traffic and 
analytics data. (google.com/analytics)

• GOOGLE TRENDS (Free) 
An easy-to-use tool that provides insights into Google search volume and trends over time. A quick 
and free way to learn more about which keywords people are searching for, and when they are 
searching for them. (google.com/trends)

• KWFINDER (Free with paid upgrades) 
Offers a closer look at the keywords and phrases that people are searching for online. Provides data 
on search volume and gives insights into similar searches. (kwfinder.com)

• LOCAL TOURISM ORGANIZATIONS 
Destination Marketing Organizations like Travel Alberta and Destination Canada provide resources 
and data designed to help tourism businesses learn more about customers and the local market. 

• YOU AND YOUR STAFF  
When you and your staff come in contact with your customers, make it a priority to learn something 
from everyone you meet - where they are from, how they found your business, what else they are 
doing on their trip, why they chose you, etc. Use this information to help make decisions on your 
website priorities.
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1B. WEBSITE CONTENT  
AND THE SALES PROCESS

Think about the last time you bought something 
online. Now think about the process you 
went through when deciding what to buy and 
where to buy it. As customers, we’re regularly 
exposed to sales funnels. These funnels are 
the processes that help take consumers from 
considering a product, to researching their 
options, to making a decision, and eventually to 
buying and becoming a regular customer. 

Your website often plays a major role in a 
customer’s decision to buy your product or 
service. You need to create website content 
that helps that decision-making process. A 
fundamental rule of business can help guide 
your content creation strategy:

People do business with people 
they KNOW, LIKE and TRUST

If you’re able to create website content with this 
rule in mind, you’ll stand a better chance of 
converting website visitors into customers. 

Think of how this rule of business applies to 
your customers and what areas of your website 
meet these needs. For each of the adjacent 
points, list three pages on your current website 
that best fit the requirement. 

KNOW 
These pages give the customer more information on your business. They answer  
the basic customer questions.

Page 1

Page 2

Page 3

LIKE 
These pages are designed to inspire the customer to take action through written content,  
photos and videos.

Page 1

Page 2

Page 3

TRUST 
These pages help build your credibility with the customer. They could include things like  
testimonials, awards, certifications and business history.

Page 1

Page 2

Page 3
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2. CREATING WEBSITE CONTENT AND CALLS-TO-ACTION

TOP TIPS FOR THE PERFECT PAGE:

1. QUALITY CONTENT 
Quality content helps to attract and retain customers. If your page isn’t able to inform and engage, 
people will leave your website any may never return. 

2. GOOD IMAGES 
Your images should be relevant to the written content, visually compelling and feature a high 
image resolution. Properly sized images are important to both the user and search engines. When 
we talk about image “size”, there are two different types of measurements to look at. The visual 
size of the image refers to the height and width (usually in pixels) of the image when it’s on your 
website. Although there is no standard image size, be sure you make your visuals large enough so 
people can see them but not too big that they dominate the page. Keep the user experience in mind 
when selecting images and remember that many customers will be viewing your website from a 
mobile device. If an image is too big, it can make the website hard to navigate on a phone or tablet. 
The other measurement of “size” has to do with the file size of the image. Although your goal is to 
provide customers with high quality images, photos that are too big will slow down how fast your 
website loads. A slow loading website is bad for both the user and search engines. Slower sites can 
be penalized by search engines as well. Try to keep website images under 200 kilobytes in size. 

3. A GOOD MIX 
Make sure there is a balance between written content and images. Images provide a good break 
for written content and provide visual stimulus. They make web pages more vibrant, but use them 
sparingly. The length of your web pages ultimately depends on your audience and the topic. You 
should always aim to be succinct.

4. QUICK LOAD TIME 
Pages that load quickly are underappreciated, and pages that take time to load are the best way to 
convince your visitors to go elsewhere.

5. CLEAR CALL TO ACTION 
What is the goal for your page? The perfect page gives your customer a logical next step. A call to 
action doesn’t always need to push someone towards a sale. 

2A. CREATING THE PERFECT PAGE
Does the perfect website page exist? For a time, 
maybe it does - but the one thing to keep in 
mind is that websites are not a ‘set it and forget 
it’ marketing tool for your business. There are 
elements you can incorporate into your page 
building process to ensure that it is the best 
version it can be.

QUICK TIP

The perfect page 
gives your customer a 

logical next step.
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2B. AN EXAMPLE OF AN  
EFFECTIVE WEBPAGE

This webpage from the Banff & Lake 
Louise Tourism website is a good example 
of combining content with calls to action. 
Not only does the webpage tell a story 
and provide the visitor with a variety of 
information, it also offers next steps for 
those that wish to book their trip. The use 
of testimonials is important as these help to 
reinforce the “Trust” aspect of the brand. 

Tells a  
great story

Social sharing 
options

An 
opportunity 
to engage, 

Call-To-Action

TRAVEL ALBERTA RESOURCE GUIDE  INTRODUCTION TO WEBSITE CONTENT    / 6

http://banfflakelouise.com/winter


Appropriate use 
of an accordion 

element to 
condense content 

and reduce 
page length

Testimonial 
showing 
positive 

experiences

A logical  
next step 
for more 

information

Call-To-Action

Call-To-Action

Call-To-Action

Useful 
information 
for potential 

visitors
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2C. LOOKING BEYOND  
 WRITTEN CONTENT

Many people think about written words when 
it comes to website content. Although written 
content is the backbone of a good website, other 
elements like images, videos, infographics and 
GIFs can enhance the user experience. 

Looking at the example from Banff & Lake 
Louise Tourism, you’ll see an effective mix of 
written content and visuals. This combination 
provides the user with all of the information 
that they need to learn more about the region. 

Here are a few things to keep in mind when 
adding visual elements to your website:

1. SCHEDULE REGULAR REFRESHES OF WEBSITE IMAGES  
Update your website to match the season. 

2. BE AWARE OF LARGE FILE SIZES 
Images and videos that are too large will slow down the load time of the page. This can be 
detrimental to both the user and search indexing - which is the process where search engines 
such as Google, Bing, etc. collect, parse and process data from webpages to allow for quick 
retrieval in the future. Aim to keep your images below 200 kilobytes. We recommend hosting 
videos on third-party platforms such as YouTube and Vimeo, and then embedding to your  
own website.

3. FOCUS ON THE MOBILE EXPERIENCE 
Including videos and images within written content is great, but always test the page  
on a mobile device to ensure a good user experience.

4. GIVE YOUR IMAGES A DESCRIPTION 
Providing each image with a description and keyword-rich title will help with search  
engine optimization. 

5. PUT THE USER FIRST 
Give customers the information they need. Take time to talk to customers, sift through reviews 
and comments online to find out what your customers are looking for. Use that information to 
tailor your website to suit their needs. People’s attention spans are shorter than they have ever 
been so be aware of that when providing content. Be succinct. Long videos and large image 
galleries might look good, but may be too much for a website visitor to consume. Ensuring every 
piece of content has a purpose means that the information can be easily found. The result is a 
good user experience.

QUICK TIP

People’s attention spans 
are shorter than they 
have ever been so be 
aware of that when 
providing content.
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3. CONTENT AUDIT TOOLS
A content audit is a good way to review all of 
the indexable pages on your website. Audits 
often help identify broken links, missing pages 
that should be included on your website but 
aren’t, duplicate pages, and pages that should 
no longer be live, such as pages for events that 
have already happened. 

3A. GETTING YOUR WEBSITE “AUDIT-READY”
A content audit is a starting point to using web analytics strategically, involving analyzing and 
assessing all of your existing content. 

“A content audit is the cornerstone of content strategy, which governs content marketing. 
The aim is to perform a qualitative analysis of all the content on a website (or in some 
cases, a network of sites and/or social media presences — any content for which your 
organization is responsible).” Marketing Land: marketingland.com/conduct-content-audit-117781

“A content audit for the purpose of SEO includes a full inventory of all indexable content on a domain, 
which is then analyzed using performance metrics from a variety of sources to determine which 
content to keep as-is, which to improve, and which to remove or consolidate.” moz.com/blog/content-audit

In order to properly collect the website data needed for a content audit, you must first get your website 
“audit-ready”. For the purposes of conducting a simple content audit, we’ll focus on two tools you will 
need to add to your website: 

1. Google Analytics

2. Google Search Console

Both of these free Google tools can be added to a website even if you have limited technical ability.  
If your website experience is limited, any website developer or experienced digital marketer should  
be able to configure both tools for you. 

The Google Support Centre is a fantastic resource for assistance on installing and using  
both of these tools. 

Using analytics, you can identify what keywords your customers used in search engines to arrive on 
your website, which pages or blog posts attract the most traffic, how long people spend on your site 
or specific pages on your site, the busiest day of the week regarding your website traffic, what devices 
your customers view your website from, and more. For example, if a good proportion of your website 
visitors use mobile devices and your website is not mobile-friendly, you are likely losing potential 
customers. Armed with information from website analytics you can build a better-performing website 
and differentiate yourself to stand out and win the confidence of your customers.
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3B. ANALYTICS TOOLS AND TRICKS
Both Google Analytics and Google Search Console are packed with valuable information.  
Here are five pieces of data to focus on as you prepare a simple content edit:

1. MOST VISITED PAGES 
Google Analytics (Behaviour  Site Content  All Pages) 
This section lists the most visited pages on your website. It’s important that these popular  
pages are regularly maintained. 

2. LANDING PAGES 
Google Analytics (Behaviour  Site Content  Landing Pages) 
These are the pages that visitors enter your website through. Keep in mind that the “front door”  
of your website for many users is not necessarily your homepage. 

3. EXIT PAGES 
Google Analytics (Behaviour  Site Content  Exit Pages)  
This data shows the number of times customers leave your website from a specific page.  
This data is important for content marketers as it often highlights pages that lack relevant and 
engaging content.

4. MOBILE USABILITY 
Google Search Console (Search Traffic  Mobile Usability) 
This section shows any mobile usability issues affecting your website. If those using mobile  
devices can’t read your website content because it is not optimized for mobile, they’ll leave your 
site. Ideally, your website content should be easily viewable on any device.

5. SEARCH ANALYTICS 
Google Search Console (Search Traffic  Search Analytics) 
A snapshot of how your website performs on Google Search. This shows you how often your  
website appears in Google search results. This data gives you insights into what people are  
looking for on search. 

3C. SITEMAP AND CRAWL TOOLS
There are numerous free website crawling and 
sitemap generation tools available. A tool like 
XML-Sitemaps.com will list of all of the pages 
associated with your website. It will also create 
a file that you can add to the root folder of your 
website to make it easier for search engines like 
Google to properly index your site. 

Google lists a number of sitemap  
generators here.

QUICK TIP

Keep in mind that  
the “front door”  

of your website for many 
users is not necessarily 

your homepage.
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4. FIVE STEPS OF A SIMPLE CONTENT AUDIT
Although a full website content audit can be an extensive process, most websites will  
benefit from a basic review. Here is a simple five-step website audit roadmap:

1. Select a sitemap generation tool and run it for your website. This tool  
will give you a list of all pages that are currently live. Look through the 
results for any pages that are no longer relevant or shouldn’t be live –  
those pages from old promotions, those with outdated content, and  
those that you don’t want the public to be able to view. Remove these  
pages from the live website (keep copies of them should you ever  
require the content). 

2. Review Google Search Console for crawl errors and security issues. 
Crawl errors are website issues that can have a negative impact on 
how search engines view the pages and content. Common crawl 
errors include missing pages, infinite page redirects and access to 
certain pages being denied. Security issues on a website can come in 
many different forms. Like crawl errors, security issues aren’t always 
visible to the public but can have a negative effect on how search 
engines view the website. Common security issues include possible 
malware, harmful downloads and deceptive pages. These issues are 
commonly caused by a third party that has breached the website. 

3. Review Google Analytics for most visited pages  
(Behaviour  Site Content  All Pages).

4. Add the pages you listed in the “Like, Know and Trust” exercise into a 
chart similar to the one below. Do the same with your Top 10 most visited 
pages from Google Analytics. 

5. Visit each page listed and complete the chart. It’s important that you 
view each page through the eyes of your customers. Think about the goal 
of the page, and whether the page content and layout makes it easy for 
customers to obtain the information they need. Consider having someone 
from outside your organization assist with this exercise. 

SAMPLE CHART 

PAGE URL PAGE TITLE GOAL OF PAGE ACHIEVE 
GOAL?

CHANGES  
REQUIRED

GOOD ON 
MOBILE?

www.testpage.com/
testimonials

What People Are  
Saying About Us

Build trust by sharing customer 
reviews

No Add more recent reviews. Link to 
the About Us page is broken. Show 
our responses to these reviews. 

Yes

www.testpage.com/
aboutus

About Our Hotel Give people more information on 
our hotel and our team

Yes Change header image to a winter 
image

Yes

www.testpage.com/
booknow

Book Your Room Main booking page on website No Link to room descriptions is 
broken. Add information on 
packages and promotions

No
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5. NEXT STEPS – EXPANDING YOUR CONTENT AUDIT
Once you’ve had an opportunity to perform a simple content audit, you 
may wish to expand your process. Here are a few ways to take your content 
audit to the next level:

1. CONDUCT AUDITS REGULARLY  
Increase the frequency of your basic content audits. The needs of your 
customers will change over time and it’s important that your website 
stays relevant. 

2. EXPAND NUMBER OF PAGES  
Include more pages in your content audit. Even some of your less 
popular pages play an important role in serving your customers. 

3. LOOK AT ADDITIONAL TOOLS  
Try adding a program like Hotjar or Lucky Orange to your website. 
These products create recordings and heatmaps based on the actions of 
your website visitors. They paint a clearer picture of how users interact 
with your website on different devices. You can use this information 
to optimize your content to give them a better experience. To get 
actionable insight from these tools, you can measure clicks, analyze 
movement, scrolling behaviour, and set up ideal behaviour flow. 

4. SEEK FEEDBACK  
Consider testing your website with a sample group of users. Ask them 
for specific feedback related to site content, navigation and flow. Look at 
a service like User Testing for more information. 
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