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Writing: why and for whom? 
Defining your goals 



 

 

Why? For whom? 

Defining the editorial policy 

Defining your targets 

Creating personas 

Knowing the reading scenarios 



 

 

The editorial policy 

Definition 

This common thread determines the ideas you deal with, 
the tone you use and the points of view you adopt. 

It serves as a benchmark for proposing relevant and 
coherent content. 



 

 

The editorial policy 

Why use it? 

It asserts the identity of the destination to your 
readers. 

Ensures consistency within the editorial team 

It will participate in enhancing the graphic identity of 
the site. 



 

 

The editorial policy 

It is necessary to determine: 

The pace of publication 

Topics and sections ("Meet the Reader") 

The different formats (posts, articles, pages, etc.) 

The tone: Accessible? Serious? Institutional? Happy? 



 

 Defining your targets 

A typology-based approach? E.g.: a holidaymaker, a 
service provider 

An affinity-based approach? E.g.: youth, family 

Which promise for which target? 



 

 

"Targeting everyone 
is the same as hitting 

no one". 



 

 Personas 

These are lively and concrete robot 
portraits intended to facilitate the work 
of the web editor in adapting their texts 
to the target audience. 



 

 

Photo 

Must be representative of the Persona (its life, 
background, values, style, culture, etc.) 

Full name 
Age, occupation, place 

Representative quote from 
the persona 

Digital 
fluency: 

Domain 
expertise: 

Frequency of 
use: 

Tell a story: 
 Who is this person? 
 What does he/she do for a living? 
 What are his/her values? 
 What are his/her preferences? 
 What are his/her expectations (domain, digital technologies, your product or brand 

etc.)? 
 What are his/her values? 
 What are his/her life goals? 

Key goals Personality 

 For what purpose(s) does this person use 
your service? 

 Prioritise the different goals identified. 

 What are his/her personality traits? 
 How does he/she behave? 

Persona template instructions (horizontal) 
Situation: What was the context for this Persona? 

What do you think? 



 

 

 

Persona sheet 



 

 
Trader Mother of 2 Plumber 

Goals: Goals: Goals: 

 Go fast; 

 Have fun. 

 Be safe; 

 Be comfortable. 

 Carry large loads; 

 Be reliable. 



 

 

Claudine is retired and travels with her husband 
Jacques during the shoulder season. They come 
regularly to Brittany and are regulars of the destination. 
 
Claudine likes the authenticity and being in contact with 
the inhabitants. She prefers bed and breakfast 
accommodation and wants to come in September. 
 
A heritage enthusiast, Claudine never travels without 
her green Michelin guide. She likes to alternate cultural 
visits in town with gentle walks to discover the small 
rural heritage. 
 
She takes advantage of the holidays not to cook and to 
indulge herself at the best tables of traditional 
restaurants. 

HERITAGE 

NATURE 

GASTRONOMY 

Looking for: cultural inspirations in Quintin and 
Saint-Brieuc, walking routes, accommodation 
in bed-and-breakfasts, restaurants. 

63 years, retired. 

Le Mans/ Pays de la Loire 

Couple's trip 

Bed & Breakfast in Quintin 



 

 

Julien is a school teacher in a Parisian suburb. He 
wants to go trekking on the GR34 in July with his 
new girlfriend Camille. 
 
It includes a 3 night stopover in a holiday cottage to 
explore the Yffiniac Cove. He would like to take part 
in a nature trip with an experienced guide to discover 
the fauna and flora of the bay. 
 
The programme includes a visit to the museum areas 
of the Maison de la Baie. He would also like to rent a 
bicycle to discover the interior of the country on the 
cycle route. 

NATURE 

Looking for: points of interest along the GR34, 
schedule of nature outings and events, cycling 
routes, bike hire. 

37 year, school teacher 

GR34 TREK 

CYCLE ROUTE 

Couple's trip 

Holiday cottage in Hillion 



 

 

Sarah lives in Brest and is a graphic designer in a 
printing company. Single and without children, she 
wants to go on a weekend with her friends to participate 
in the Art Rock / Rock'n Toques Festival in May. She 
travels by train and seeks accommodation in the city 
centre. 
 
A pleasure seeker, she wants to have a good time, 
enjoy the atmosphere of the festival and indulge in the 
street food stands. She never puts down her 
smartphone and posts a lot on Instagram. 
 
An artist at heart, she will take advantage of this city 
break to discover the "Just do Paint" street art trail. She 
will certainly be back for the festival organised in June. 

CITY 

Looking for: inspiration on major events, trendy 
places in town, the # of the destination. 

26 years, graphic designer. 

Brest 

Travelling with friends 

Hôtel in Saint-Brieuc 



 

 

Claire is originally from Brittany. She comes every 
year on holiday in August to Binic for 3 weeks. She 
stays at her parents house with her husband Eric and 
her two children, Pauline and Hugo. 
 
She takes advantage of her holidays to relax at the 
beach and enjoy the seaside. Claire prefers leisure 
activities to keep the children occupied, as well as 
nature outings to get together with the family. 
 
She wants to enrol her children in the sailing club she 
used to attend as a child to introduce them to water 
activities. 

BEACH 

Looking for: Schedule of events, leisure 
activities for children, short family walks. 

41 years, sales executive 

SAILING 

LEASURE 

Family trips 

At her parents’ house in Binic 



 

 

Baptiste lives in the Saint-Brieuc area. Young and 
single, he occupies his free time by practicing 
sensational sports activities all year round. 
 
He regularly frequents the Pump Track in Plédran 
and the skate park in Saint-Brieuc. He participates 
every year in the "La vaillante" trail with his father. 
 
Self-taught and at ease in all disciplines, he is on the 
lookout for new practices and latest trends in sports 
leisure. He looks for black routes for mountain biking. 
He would like to take up paragliding. 

GLIDING 

Looking for: Mountain bike routes, leisure 
facilities, sports events calendar, sports clubs 
and associations. 

30 years, mechanic 

ADRENALINE 

MOUNTAIN 
BIKING 
STATION 

Saint-Brieuc (Plérin) 

Alone or with friends 

Resident 



 

 

Cathy is a management assistant and Jérémie is an IT specialist in 
data security. They have two boys: Lucas, 6 years old and Emile, 3 
years old. They live in a house in the Paris region. They usually go to 
Brittany every summer. They want a destination less crowded than the 
coast, more "green" and more "natural" to change their habits. 
 
Behaviour and motivation 
They want to stay in a character house with a garden for 15 days in 
August. Cathy wants the children to be able to enjoy a river to play in 
the water. She wants to awaken them through educational activities 
and visits (caves, nature park, farms with sheep). The boys are fans of 
dinosaurs! She spotted the Quercy region. 
 
Digital equipment 
Cathy has an iPad and an iPhone (iOS). Jérémie uses his work laptop 
(Linux) on a daily basis and takes it with him on holiday so that he can 
be reached by his company in case of emergency. 

SWIMMING 

 Renting a house with garden 
 Recreation and swimming for children 
 Caves and prehistoric sites 
 Events calendar 

FAMILY-CHILDREN 
 
Cathy and Jérémie 
36 and 38 years 

CAVES 

ANIMALS 

Favourite apps 
 Instagram 
 YouTube 
 Vinted 

Paris, Ile-de-France 

Family trips 

Furnished tourist 
accommodation 



 

 
GASTRONOMY 

VILLAGES 

ROAMING 

Joëlle and Daniel live in a champagne house between Bordeaux and the 
Arcachon basin. They are both retired from the French Ministry of 
education. They take advantage of this new pace of life to travel outside 
the school holidays and discover the French regions. 
 
Behaviour and motivation 
Since the health crisis, they have preferred to spend time in a camper 
van in the south-west of France with their dog Kity. Joëlle loves to cook 
using local products. Daniel is an avid angler and always brings along his 
tackle just in case. They like to discover the villages, the rural heritage, 
the gentle walks on the paths. Joëlle never leaves without a Michelin 
guide or a Routard's Guide in hand. 
 
Digital equipment 
Daniel does not use a mobile phone, but Joëlle has a Huawei 
smartphone (Harmony OS). They have a desktop computer (Windows) 
which they use to shop and do business online or to communicate with 
their grandchildren. 

 Motorhome or camping areas 
 Takeaway 
 Farmers' markets 
 Picturesque villages 
 Fishing sites 

SENIOR COUPLE 
 
Joëlle and Daniel 
65 to 67 years 

Favourite apps 
 Facebook 
 Le bon coin 
 Marmiton 

Cadaujac, Gironde 

Couple's trip with a dog 

Camper van 



 

 

Stéphane is a service manager for a community of communes in the 
Lyon region. As a civil servant, he has several days off per year, which 
he uses to set off alone, without his wife or children, on the road to 
Santiago de Compostela. He repeats this physical challenge every year 
in June, restarting his route from where he stopped previously. A 
sportsman, he regularly goes running, trail running and hiking in the 
mountains. 
 
Behaviour and motivation 
Stéphane is forward-thinking. He meticulously prepares his route step by 
step before his departure. He books every night in advance and looks for 
accommodation in holiday cottages or with local people. He travels with 
a small solo tent just in case, so as not to be caught off guard. 
 
Digital equipment 
Stéphane prepares his itinerary from his laptop (Windows) and travels 
with a Samsung Galaxy smartphone (Android). 

 Accommodation on the GR65 
 Routes to Santiago and stopovers 
 Weather 

ITINERANT HIKER 
 
Stéphane 
52 years 

SANTIAGO 

GR65 TRECK 

ROAMING 

Favourite apps 
 Miam Miam Dodo 
 Visorando 
 Google Maps 
 Facebook 

Lyon, Rhône 

Solo travel 

Holiday cottage or B&B 



 

 

 

Christelle is 42 years old and works as a project manager in an 
architectural firm in Antwerp. A divorcee, she has two children, Jules 
aged 11 and Emma aged 13. She met Olivier, 53, a sports coach with 
whom she has been in a new relationship for two years. They live 
separately and all four of them want to go to France in July for an active 
holiday. 
 
Behaviour and motivation 
The aim of their stay is to play sports in the open air in all its forms: 
canoeing, mountain biking, climbing... The children want to go camping 
to meet other young people and enjoy the evening activities. They have 
yet to choose between camping in a tent or renting a mobile home. 
 
Digital equipment 
Christelle has a Samsung Galaxy smartphone (Android), as does her 
eldest daughter. Olivier has just bought a Pixel 5 (Android) to make 
videos of his sports training which he broadcasts on his YouTube 
channel. 

 Camping holidays in South France 
 Water sports 
 Cycling tours 
 Introduction to climbing 

FAMILY-TEENAGERS 
 
Olivier and Christelle 
53 and 42 years 

CANOEING 

Favourite apps 
 Runtastic 
 YouTube 
 Tiktok 

VELO 

NATURE 

Antwerp, Belgium 

Family trips 

Camping 



 

 

A young couple with an urban lifestyle, Sam and Lisa live in a flat in 
Toulouse. Lisa works in an optical centre and Sam is a real estate 
agent. They have no children and like to travel regularly to get away 
from the routine. 
 
Behaviour and motivation 
They prefer to sleep in a hotel, in a bed & breakfast (if the entrance is 
separate) or in an Airbnb type rental (if cleaning is included) with a 
good WiFi connection. Being pleasure-seekers, they enjoy 
discovering good restaurants and tasting local wines. They plan to 
come and spend a weekend in Cahors in the off-season to benefit 
from attractive prices. 
 
Digital equipment 
Staying connected, they prepare their holidays using their MacBook 
and use their iPhone during their stay (IOS). Lisa likes to share their 
holiday photos on Instagram as a lifestyle blogger. 

 Overnight accommodation, including 
cleaning 

 Traditional, bistro restaurants 
 Cahors Wines 
 Visits to sites and monuments 

YOUNG URBAN COUPLE 
 
Sam and Lisa 
27 and 25 years 

WINE 

Favourite apps 
 Instagram 
 Netflix 
 Deezer 

Toulouse, Haute-Garonne 

SHORT STAY 

Couple's trip 

Hotel or B&B 



 

 To each their own reading 
scenario 

 When? At the beginning of the day, in the evening, 
at any time... 

 Where? Public transport, home, living room 
 Which tools? Desktop, Laptop, Tablet, Mobile 



 

 Eye Tracking 

 We read more slowly on screen than on paper 

 The reader will skim over 80% of your text and only 

really read 20%. 

 The heat map of the most watched areas 



 

 
Eye Tracking: tips and 

tricks! 

 The shorter an element is, the more attractive it is: fine-tune 
your headlines and spend less time on writing the page 

 On a content page (full width), 70% of the readers’ eyes are on 
the right half 

 Numbers draw attention! Place them in the right position 



 

 

"On average, 20% of the 

text on a web page will 

be read by users" 



 

 

Things to remember... 

 Define personas 

 Create 1 persona for each target 

 Write with your persona in mind 



 

 

Things to remember... 

 Only one promise per target 

 Enhance the value of community 

services 

 Identify reading scenarios 



 

 

Access to content 
Building an effective architecture 



 

 

Organise the information 

Categorise the information Prioritise the information 

Topic  Category 

Tag 

Order of sections 

Degree of importance 



 

 

Structure the content 

Miller’s law 

The magic number 

Our ability to process information +/- 2 



 

 

Things to remember... 

Max. 7 items 

Min. 3 items 



 

 

Designing your text 
Getting organised before you write 



 

 Designing your text 

Landing Page 
Agenda 

Blog 

Editorial page 

Itinerary 

Events 

Social media posts 



 

 

 Importance of editorial pages = pillar pages 

E.g.: the TOP 5 to discover 

 Publish news / agendas to optimise your natural 

SEO 

Types of content 



 

 

Designing your text 

For each type of content, define: 

 The volume of text: calibration in number of words and visuals 

 The angle of attack 

 Key words 

 Hypertext links 



 

 

 Headline: 2 to 5 words 
 Standfirst: 5 to 10 words 
 Leader: 30 words 

Volumetry 

Headline 

Standfirst 

Leader 

Subhead 



 

 

 

 Subhead (h2): 2 to 5 words 

 Paragraph: 100 to 150 words 

 Short phrase: 12 to 20 words 

 Page total: 400 to 600 words 

Volumetry 



 

 

 Define the key message before writing the article 

 Summarise the information you want to convey 

 It will make it easier to write the headline and the tagline 

Defining the key message 



 

 

 The message should be 2 or 3 sentences long 

 The essence of an article is the 5Ws: 

 who, what, where, when, why 

 who, what, where, when, why 

 Repeat the key message in the leader 

The key message 



 

 

 

Identify 3 to 5 ideas to be developed 

 

 Prioritise: inverted pyramid 

 1st paragraph: substance of the information 

 Following paragraphs: secondary information in decreasing 

order of interest 

 
This layout offers 2 levels of reading, one of which is 
very quick 

Producing the body of the 
article 



 

 

Development 

Classic (school) layout 

The inverted pyramid 

Development 



 

 

The inverted pyramid 

Inverted pyramid layout 

Explanation 



 

 

Headline 

Leader 

A leader with style! 



 

 

 Deliver the essentials up front: inverted pyramid 

 Use the techniques of journalistic writing (5Ws) 

 Identify your keywords 

 The content must be unique 

The basic rules 



 

 

 Google can find a page that has 300 words or 
more 

 The weight of the keywords counts in the 
headlines! (H1 and H2 mainly) 

 Bolding of important words or phrases 
 Create hyperlinks between pages - no "click 

here" - name the link with the keyword! 
 

The basic rules 



 

 Photos! 



 

 

Good framing or cropping 
RESPECT THE RULE OF THIRDS 

The rule of thirds 

 Divide the frame into 9 equal rectangles  

 Draw 2 horizontal lines  

 Draw 2 vertical lines on the thirds 



 

 

A cropped image without and with the rule of thirds 



 

 

Image size 

 Always take your photos in high definition 

 Home page banner: minimum 2000 pixels wide 

 Editorial page: minimum 1024 pixels wide 



 

 

Images 

 Rename each file (with -) 

 Fill in the caption + copyright 

 Size: < 900 kb 

 Quality: at least 150 pixels per inch 



 

 

Organising production 

 The editorial calendar 

 Choosing topics 

 Measuring the performance of content 



 

 

 

The editorial calendar 

 The Editorial Board meets once a month 

 Plan for participants, deadlines, topics 

 Plan for an annual or quarterly basis 

 Importance of the regularity of publications 

 Do not publish sporadically 



 

 

 

 

The follow-up 
document 
 Dates and deadlines 

 Themes and topics 

 Production status ("in progress", "drafted", 

"validated"...) 

 Writing and Proofreading contributors 

 Corrections 



 

 

1. List the topics 

2. Assign a theme, a target customer 

3. Type of article: experience, interview, 

recurring event 

4. Define the author 

5. The deadline 



 

 

Organising production 

 What are the human resources? 

 What is the timing? 

 What is the budget? 



 

 

Choosing keywords 
Defining your SEO plan 



 

 

What is a good keyword? 

 Used by the target 

 Related to the theme of the site / page content 

 Feasible positioning in relation to the competition (study the 

volume of searches and the number of results) 

 Be as precise as possible 



 

 

 

The long tail 

A series of 

keywords that 

are less used but 

whose large 

number can 

generate 

interesting traffic. 

Head of the long tail 
20% of traffic comes from 
"priority" keywords 

Tail of the long tail 
80% of traffic comes from a 

multitude of "secondary" 
keywords (key phrases) 

Number of visits 
generated by the 

keyword 

keywords keywords (individually) 
generating high traffic 

keywords (individually) generating 
low traffic 



 

 

What to do: 

 Search for keywords after producing at least 

70% of the content 

 Avoid forcing the writer to focus on the 

choice and insertion of these keywords at the 

expense of the readability of the article and 

the message 



 

 

 

Find keywords and phrases 

Work on your vocabulary: 

Go further in the semantic analysis of your pages and the keyword audit: 

Draw a tree structure, or semantic cocoon: 

Find new keywords: 

Detecting duplicate internal content: 

Detecting duplicate external content: 

Detecting broken links: 

And don’t forget... 

Google Analytics: 

Google Search console: 



 

 

SEO - Search Engine Optimisation 
Visibility on Google 



 

 

<Good for the reader, good for the search 
engine=



 

 

Search engines 

HQ: USA 
HQ: France 

HQ: China 

HQ: Russia 



 

 

Google in 2020 

 World: 90.6% (Bing at 3.2%, Yahoo! at 2.1%)  

 Europe: 91.6% (Bing at 3.7%, Yandex RU at 2.3%)   

 France: 91.5% (Bing at 4.9%, Yahoo! at 1.8%) 



 

 

Google in 2020 

 30 trillion pages are indexed by Google 

 20 billion sites are crawled by Google every day 

 3.3 billion queries are made every day 



 

 

 

How does it work? 

A robot or "crawler" 

indexes web pages by 

clicking on links to retrieve 

the html code. 



 

 

 

Natural results 



 

 

Sponsored links 



 

 

The zero position 



 

 

 

CTR by device type 

Position 

iProspect France 

M
e

d
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n
 C

T
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1 user query = 

web page ranking 

Secret algorithm with 200 criteria, 

grouped into 3 categories: 
Code Links 

Content 



 

 

 

The source code 

 A logical sequence between each section 

 Links between each content 

 No brakes in the source code of the pages 



 

 

 

The content 

<Content is King= 
 
 Relevant and unique 

 Readable and structured 

 Targeted (1 query = 1 relevant content) 

 No duplicate (external) content 



 

 

 

Links (backlinks) 

<Content is King but links are Queens= 
 

 Institutional partners 

 Blogs / useful sites 

 Press release sites 

 Forums 

 News sites 

 Social networks 

 Other websites of yours 

 Etc. 



 

 

Checking the indexing of your site 



 

 

What is a good keyword? 

 Used by the target 

 Related to the theme of the site 

 Feasible positioning in relation to the competition  

(Study the volume of searches and the number of results) 

 Be as precise as possible 



 

 

 

What’s a good keyword? 

 less than 1000 searches per month: 0 points 

 1001 to 10,000 searches per month: 5 points 

 10,001 to 50,000 searches per month: 10 points 

 50,001 to 100,000 searches per month: 15 points 

 more than 100,000 searches per month: 20 points 



 

 

What’s a good keyword? 

 more than 100 million results: 0 points 

 50 to 100 million: 5 points 

 10 to 50 million: 10 points 

 1 to 10 million results: 15 points 

 less than 1 million results: 20 points 



 

 

 

Where should you place a keyword? 

Optimising hot spots 

 Headings (h1) and standfirsts (h2, h3…) 

 Body text (bolding) 

 Title and description tags 

 The alt attribute 



 

 

 

Headlines h1 and standfirsts 

Headline 

Subhead h2 

Subhead h3 

Subhead h3 

Subhead h2 

Subhead h3 

Subhead h4 

Subhead h4 

 

The most important 

Decreasing 
importance 
up to h6 (if 
necessary) 

Unique 

Multiple (if 
needed) 



 

 

 



 

 

 

The <title> tag 

 Name of the structure + 1 tagline or 1 base line 

 A separator is used between the name and the tagline (vertical 

bar) 

 Length: 7 to 8 words or 60 to 70 characters 

Impact on ranking and visits 



 

 

 

The <meta description> tag 

 Summarises the content 

 Encourages clicks 

 Length: 200 to 300 characters (instead of 150 since Dec. 2017) 

Impact on clicks 



 

 

 

The <alt> attribute and the image file 
name 

Tour-eiffel-paris.jpg 
 
 
 

3 or 4 words 
Separated by dashes (6) 

File name 

Alt 
attribute 

The Eiffel Tower in Paris at sunrise 

Write a short sentence describing 
the image (max. 20 words) 

 
Read by screen readers and 

search engines 



 

 

 

Hypertext links 

 Self-explanatory headings 

 Between 2 and 5 words 

 Avoid placing links in the first paragraph 

 Limit the number  

 Should not be too close to each other 

 Use a different colour for a visited and unvisited link 

 Promote inbound links 

 Work on internal linkage 



 

 

 

Prototyping phase 

Unvisited link 

Visited link 



 

 

Sources and Bibliography 

 ANDRIEU (Olivier), Réussir son référencement web, Paris: Éditions Eyrolles, 2017. 

 CANIVET (Isabelle) HARDY (Jean-Marc), La stratégie de contenu en pratique, Paris: Éditions Eyrolles, 2012. 

 CANIVET (Isabelle), Bien Rédiger pour le web, Paris:  Éditions Eyrolles, 2017. 

 GANI (Muriel), Écrire pour le web, Saint-Etienne: Éditions Dunod, 2018. 

 KANNAS (Claude), L’orthographe pour tous, Bescherelle, Paris: Éditions Hatier, 2012. 

 MARTIN (Alexandra), CHARTIER (Mathieu), Techniques de référencement web, Paris: Éditions Eyrolles, 2016. 

 REVELLA (Adèle), Buyer Personas, New Jersey: Wiley, 2015. 

 ROCH (Daniel), Optimiser son référencement WordPress, Paris: Éditions Eyrolles, 2016 

 TRUPHÈME (Stéphane), GASTAUD (Philippe), Marketing digital, Saint-Etienne: Éditions Dunod, 2017. 


