
From the Ground Up:
Building a Content Strategy 

for a Niche Industry
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TODAY WE’RE GOING TO WALK THROUGH:

◉ Define content strategy
◉ Challenges
◉ Process
◉ What Google cares about
◉ Tool recommendations
◉ Actions you can take now
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TAKEAWAYS

Where to start
What to focus on
Actions to take now
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MORE
than just a blog post…
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Defining Content Strategy 1
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““Content” is a single word loaded 
with different connotations and 

meanings that depend on its context.
- MarketMuse
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Four Core Elements 
of Content
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Information
What is the actual 
content of your message?
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THE FOUR CORE ELEMENTS OF CONTENT

Information
What are the actual 
contents of your 
message?

Context
What is the content 
supposed to help you and 
the reader accomplish?

Medium
What channel are you 
publishing the content 
on?

Form
Is the content text, 
graphic, audio, video, 
etc.?
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CONTENT STRATEGY IS…

an ongoing process 
of translating business objectives and goals 

into a plan 
that uses content as a primary means of 

achieving those goals
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THERE IS NO 
ONE-SIZE-FITS-
ALL APPROACH
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Challenges Ahead 2
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HIGH COMPETITION
Hard to cut through the noise 
with fresh content in a highly 
competitive industry
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NO COMPETITION
What works in this industry? If 
thereʼs no existing content to 
judge, it can be hard to know.
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NO AUTHORITY
Hard to get traction when you 
have no reputation in SERPs 
yet.
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WRITER EXPERTISE
Niche industry requires 
experienced writers – can be 
hard to find.
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LOW BUDGET
Hard to make waves when you 
canʼt afford to promote good 
content.

25



“
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Topic Opportunities
The world is your oyster

OPPORTUNITIES IN A NICHE INDUSTRY
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Topic Opportunities
The world is your oyster

OPPORTUNITIES IN A NICHE INDUSTRY

Create the SERP Landscape
If youʼre the only player, you 
determine the playing field
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Easier to Target Your Audience
Specific personas in niche 
industries

Testing and Results
Test without restrictions and see 
results faster
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HICCUPS WE DISCOVERED AFTER WE STARTED
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No data in tools
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data around seed queries
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HICCUPS WE DISCOVERED AFTER WE STARTED

No data in tools
Semrush, Ahrefs, Content 
Harmony, etc. all lacked 
data around seed queries

No historical info
No Search Console history 
to kickstart content 
strategy

Lack of quality content
Most top competitors 
arenʼt creating valuable 
content
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Laying the Foundation 3
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WRITERS NEEDED: IN-HOUSE VS CONTRACTORS
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PROS AND CONS

◉ Cost
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PROS AND CONS
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PROS AND CONS

◉ Cost
◉ Stability
◉ Consistency 
◉ Experience
◉ Focus
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DREAM TEAM

46



47



Increase brand awareness

48

Started publishing consistent content



Increase organic traffic
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Started publishing consistent content



Contribute to sales pipeline
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Be industry thought leaders
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Content Structure
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Knowledge Base GlossaryState ResourcesBlog Posts



KNOWLEDGE BASE
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BLOG
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STATE RESOURCES
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LET’S RECAP

In-House vs. Contractors

Determine of in-house or contract 
writers are best for your use case. 

Set Goals

Set realistic goals based on 
broader business goals and 
resources available to achieve 
them.

Make a Plan

Create a content strategy and set 
targets to execute it. Remember 
the plan can change.
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Method to the Madness 4
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Structure
How is the content 
structured

CONTENT OPTIMIZATION 



Video
Video allows people to 
engage with our content 
in another way
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Authority
Who is writing the 
content

Video
Video allows people to 
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in another way
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How is the content 
structured
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CONTENT OPTIMIZATION 
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Schema
Schema helps Google 
better understand what 
the content is about

Authority
Who is writing the 
content

Video
Video allows people to 
engage with our content 
in another way

Structure
How is the content 
structured
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Impressions for URLS with FAQs in the SERP
486K Impressions
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When to Publish Content
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Weekly Content Syncs
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Monthly Topic Brainstorms
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Quarterly Topic Planning



Gated Content
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Long-form = Leads
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Theme: Demand Gen
Gated Resource: Content Team
Blog Post to Support Resource: Content Team
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Paid Search Ads
LinkedIn Ads
Email Blasts
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Content Syndication
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Organic Social

93



Newsletter
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LET’S RECAP

PM Tools are Your Friend

No matter what project 
management tool you choose, 
using one can make all the aspects 
of building and managing a 
content program much smoother. 

More Than Just Words

It takes more than just words to 
make content engaging. Add video, 
infographics and FAQs to help 
boost engagement and SERP 
visibility. 

Process is Life

Having a process in place that 
covers every step from content 
requests to approvals makes 
everything easier. 

Silos are Bad

Meet regularly with other 
teams/stakeholders to make sure 
everyone is working towards the 
same goals. 

More Than Just Blogs

A sound content strategy should 
also include content for demand 
gen support, long form content 
and content distribution.
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What Google Wants 5
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E-A-T
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E-A-T

Expertise Authoritativeness Trustworthiness
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Structure
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Relevant Topics
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Tools 6
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Lessons Learned 7
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Don’t be scared to test 
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Asking for help is okay
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Use SMEs to your advantage
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Don’t give up
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Use data to iterate
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Take Action Now 8
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ACTION ITEMS

117

Talk to SMEs
If youʼre struggling to get 
ideas for content, rely on the 
experts in your company



FAQ Content
What questions are 
people asking in the 
SERPS?
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Talk to SMEs
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Information
What are the actual 
contents of your 
message?

Long Form Content
Create a piece of long form 
content that can be used to 
drive demand
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FAQ Content
What questions are 
people asking in the 
SERPS?

ACTION ITEMS



Information
What are the actual 
contents of your 
message?

FAQ Context
What is the content 
supposed to help you and 
the reader accomplish?

Videos
Create videos that can be 
added to content
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Long Form Content
Create a piece of long form 
content that can be used to 
drive demand

ACTION ITEMS
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Impressions for URLS with FAQs in the SERP
486K Impressions
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558%
NEW USERS YoY 
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THANKS!
Any questions?

You can find me at
@nikers85 / seo@nikimosier.com
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