
Blog Quality: Six Important Factors 
These are heady days for those of us who make a living by creating content. My inbox is stuffed daily 

with articles, studies, and infographics supporting the ever-increasing importance of quality content in 

general and – more specifically – content’s role in driving traffic. More and more clients either 

understand the importance of, or are receptive to, content as an integral part of marketing efforts. 

Huzzah, indeed. 

 

For those of us who have been generating content in its many forms for more than a decade or two (like 

me), it’s all too easy to trust our experience; when it comes to quality content, we know it when we see 

it. Even though that reductio ad absurdum statement can sometimes hold true, our understanding of 

quality content, particularly for blogs, is rapidly evolving. The list below is by no means comprehensive. 

It is simply my experience to date. Your mileage may vary. 

1. Context + Semantics = Relevance 
In the beginning, the word was the key and the key was the word. I started out right out of grad school 

developing and coding web pages for a state archeological bureau. Most of what I did was educational – 

aimed at kids doing school projects. Man, those pages wrote themselves. Mastodons, Spanish galleons, 

pirates. Keywords and meta-tags, check and check. Back in those Netscapean days of yore, I thought 

optimization meant getting a Guinness instead of a PBR. 

The demise of the keyword 
No doubt, the process of developing rich content is evolving, but in my eyes, here be the real sea 

change. In terms of search, Google continues to improve its understanding of semantics and context. 

Achieving a high search rank for a single keyword or even “keyword stuffing” is simply not enough 

anymore. In the fall of 2013, Google introduced an entirely new search algorithm called Hummingbird, 

which set new standards for context and content, thereby changing long-established SEO strategies. 

Earlier this year, the SEO firm Searchmetrics released a ranking factors study in which they found that 

using relevant terms is probably one of the most important SEO ranking factors. 

OK, so what makes a term relevant? 
Think of a relevant term as the co-occurrence of semantics and context. For example, it is very likely that 

the word “sculpture” is relevant in a text in which the word “art” occurs, while the same is not true for 

the term “walnut.” Ergo, search continues to distance itself from keyword(s) and move towards 

“content clusters,” a term Searchmetrics defines as (italics mine), “individual subjects or topic areas – 

that can be based around keywords and developed naturally into content copy.” 

 

With the release of Hummingbird, it is abundantly clear that as far as Google is concerned, Relevance is 

the ultimate goal. A context-driven query will be less diverse – therefore more relevant – than a 

keyword search. To paraphrase J.R. Firth, Google knows a keyword based on the company it keeps. 

Which brings us to: 

http://www.google.com/url?q=http%3A%2F%2Fwww.entrepreneur.com%2Farticle%2F230898&sa=D&sntz=1&usg=AFQjCNEpJGya1apQGhDeZ2YelAWlgC9qAg
http://www.google.com/url?q=http%3A%2F%2Fwww.searchmetrics.com%2Fen%2Fknowledge-base%2Franking-factors%2F&sa=D&sntz=1&usg=AFQjCNHxczmGvy4lLVmiuyZYAKh2Fi9twA
http://en.wikipedia.org/wiki/John_Rupert_Firth


2. Quantity is Still not Quality, but … 
If relevance is a cocktail of semantics and context, surely content is the straw that stirs the drink, and it 

is a very long straw. Because of the aforementioned game-changing improvements in Google’s search 

algorithms, for a site to stay competitive in search, more content must be produced. 

1600 words and seven minutes 
The folks over at Buzzsumo have some great articles on length for pretty much all content platforms. 

They posit that the ideal length for a blog post is around 1,600 words, about what the average reader 

can tackle in seven minutes. They also found a causal connection between content length and number 

of shares on social media. In fact, content of more than 3,000 words got roughly twice as many shares as 

content of less than 1,000 words. That’s good to know, but I think if you have some epic content that 

only requires 900 words, don’t pad. 

 

The following chart shows that sites with more words are ranked more highly than sites with fewer 

words in their copy. The Y-axis shows the average number of words, the X-axis shows the Google 

position. (Source: Searchmetrics SEO Ranking Factors and Rank Correlations 2014 Tober, et al) 

 

Irregardless, it don’t take no rocket surgeon to know that more is not more better. We all know that text 

– all text – is subject to several quality criteria with the main goals being relevance and usability. 

However, the new normal dictates that to get your site ranked higher, you need to be producing 

relevant content and probably a lot more of it. 

3. Keep Content Easily Understood 
It is a simple rule. Produce content for the broadest swath of consumers. I could get into things like 

the Flesch-value for the legibility of content, but for this section, that would seem a tad ironic. I would 

be willing to wager that you, as a content producer, are a damn good writer with an OED vocabulary. 

http://www.google.com/url?q=http%3A%2F%2Fwww.buzzsumo.com%2F&sa=D&sntz=1&usg=AFQjCNFzAzI6rc34chfKn7zLtjId9zN03Q
http://www.google.com/url?q=http%3A%2F%2Fen.wikipedia.org%2Fwiki%2FFlesch%25E2%2580%2593Kincaid_readability_tests&sa=D&sntz=1&usg=AFQjCNFXzrjEJnkzW4TmtJDDL_q6TArZVQ
http://www.google.com/url?q=http%3A%2F%2Fwww.oed.com%2F&sa=D&sntz=1&usg=AFQjCNHCUWr-pBkCZhCCLCAHO1Bgmx4Yaw


However, just because you know what autochthonous means … well, don’t use words like 

autochthonous. 

 

Back in the Paleolithic days, I worked for the Florida Department of Education. At that time, FLDOE 

housed the biggest repository of K-20 student data in the world. My job was to create reports based on 

very complex queries. Often, elected officials (and their staffs) were the only ones to lay eyes on what I 

produced. For those reports, I’d write on about an eighth-grade level – not to be insulting – I wanted 

them to understand the important stories the data were 

telling. 

 

Consumable ≠ Digestible 

If a member of your target audience is going to invest the 

seven minutes it takes to read your 1,600 word blog post, be 

sure to serve up some juicy takeaways. Cover the basics. For 

most products and services, that means features and 

benefits first. For all other content, the inverted pyramid 

from Journalism 101 still works great. 

 

4. Leverage the Lifespan 
Before, say, 1998, I thought a blog was the dark, marshy place where the skunk ape lived. Think about it, 

Facebook has only been around for a decade, Twitter: eight years, Pinterest: just four. For the 

enterprising content specialist, the quiver grows full. And I think the arrow analogy is spot-on. With the 

advances in search and the advent of social media, it is easier than ever to reach target markets. 

Further, these platforms are almost always “pull” marketing rather than the scattershot “push” 

marketing (billboards, newspaper, radio, etc.). 

The lifespan of content depends on the platform. I’ve seen studies that put the average lifespan of a 

Facebook post at around three hours and a tweet lives two hours or less. Now, consider this: the 

lifespan of the average blog post is 2.5 years. 

Obsolete content is (almost) as bad as no content 
The next time you are getting ready to add a post to your blog, reread it. Will it still be pertinent to 

someone reading it two or more years in the future? If not, consider a rewrite. At the very least, put 

expiration dates on your editorial calendar for posts that are not “evergreen.” Rewrite or remove as 

necessary. That can be a bit of a hassle, so avoid obsolescence by keeping longevity in mind. 

5. WTF: What’s the Frequency? 
The issue of how often to post to a blog dovetails neatly with content longevity. And here’s an important 

reason: companies that have 51-100 pages of content generate 48% more traffic than those with 1-50 

pages of content. If your content lasts, and you blog frequently, 51, 65, 110 pages is no problem. In fact, 

companies with over 200 blog articles have greater than five times the leads than those with 10 or 

fewer. 



What constitutes frequent? 
According to HubSpot, companies that blog 6-8 times a month get three times more traffic and four 

times more leads than those who don’t. Companies that increase their blogging frequency from 3-5 

times a month to the “sweet spot” of 6-8 times almost double their leads. For anyone that develops 

content, I would highly recommend HubSpot’s fascinating marketing benchmarks from 7,000 

businesses. Pages 22-40 are particularly germane to blogging. 

Remember, frequency alone is not enough. Your blog posts must be: 

 Relevant (proper in context and semantics) 

 Long form 

 Easily understood 

 Built to last 

 And … 

6. Unique (with media enrichment) 
From a reader’s perspective, what makes content highly consumable, engaging, great? Yeah, sure, the 

content must be well written, well researched, important to the reader, etc. But what’s the special 

sauce? What separates your client from other inhabitants on the competitive landscape? 

In a word, voice. Above all, find your client’s peerless voice 
I don’t want to get too cosmic here, but the voice of your posts should reflect the unique and 

presumably better way your client does business. What is at the core of the company must be at the 

core of your posts. I like to meet with my clients at least once a month, auspiciously to make sure that 

the editorial calendar is set, but it’s much more important for me to make sure that I am blogging the 

right message in the right tenor. 

Rely on media – especially for content you feel isn’t your best 
Enhance posts with media whenever you can. It is a proven best practice. Audio, video, and pictures will 

make your client’s content more attractive to users, and it will surely be more interesting to Google, too. 

Media-augmented content has long been positively correlated with higher search rankings. If you’re 

having trouble finding the right voice for your client, keep blogging anyway. Until you nail it, lean harder 

on media enrichment. 

The Takeaways: 
Relevance is now dictated by context; search continues to move away from keywords. 

Beef up content; make it as long as it needs to be, but no longer. Make it easy to 

understand; post with the broadest part of your target audience in mind. Write for 

longevity. Blog very frequently. Find your client’s voice and enrich content with media 

when possible. 

 
Jeff Bacen is Chief of Content and Cofounder of poptomic, a creative studio operating out of Florida’s Emerald 
Coast. Tweet Jeff: @jbacen 
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