
SEO Content Brief With a BOFU Example
A good brief is the difference between content that ranks and content that gets rewritten. Fill one out before a writer starts so intent, structure, and SEO requirements are locked in.
Informational Blog Post Brief
When to use: Brief a writer to create an in-depth, search-intent-matched article that answers a question and earns informational rankings.
Target & intent
· Primary keyword:[exact head term] · Volume:[#/mo] · Difficulty:[#]
· Search intent:[know / know-simple / how-to: what the searcher actually wants]
· Audience & expertise level:[beginner / practitioner / decision-maker]
· The one question this post must answer:[in a single sentence]
· Working title (H1):[keyword near the front, ≤60 chars]
· URL slug:[/short-keyword-slug]
Keywords & entities
· Secondary keywords:[5–12 related terms and variants the body should cover]
· Entities to name:[people, tools, methods, organizations Google associates with this topic]
· People Also Ask:[4–6 PAA questions, each becomes an H2/H3 or FAQ]
· Terms to avoid:[off-intent or cannibalizing phrases]
Outline (H2 / H3)
1. [H2: direct answer or definition, in the first 100 words]
2. [H2: supporting section]
· [H3: sub-point]
3. [H2: supporting section]
4. [H2: examples, steps, or comparison]
5. FAQ: [3–5 PAA questions]
The unique angle
[What this post does that the current top results do not: original data, first-hand experience, a clearer framework, a fresher take. This is why it deserves to rank.]
SEO requirements
· Target length:[range, set by the depth of page-one results, not a fixed count]
· Meta title (≤60 chars):[…]
· Meta description (≤155 chars):[benefit + reason to click]
· Featured-snippet target:[the question + a 40–55 word answer block to win position zero]
· Images / visuals:[diagrams, screenshots, or an original chart + descriptive alt text]
· E-E-A-T signals:[author byline, credentials, first-hand examples, sources to cite]
Internal links
· Link out to:[2–4 related URLs + descriptive anchor text]
· Link in from:[existing pages that should point to this one once live]
CTA
Primary action:[newsletter, related tool, or next-step guide: soft and relevant to an informational reader]
Notes to writer
[Tone, point of view, things to avoid, examples of pages we like, deadline.]
 
Commercial "Best-Of" Listicle / Roundup Brief
When to use: Brief a writer to build a trustworthy comparison roundup that ranks for "best [x]" terms and drives qualified clicks or affiliate revenue.
Target & intent
· Primary keyword:[best / top [category] [for audience]] · Volume:[#/mo] · Difficulty:[#]
· Search intent:Commercial investigation: the reader is comparing before they buy.
· Working title (H1):[# Best [Category] for [Use Case] (Year)]
· URL slug:[/best-keyword-slug]
· List size:[# of picks: match or slightly beat the top results]
Keywords & entities
· Brand / product entities:[every contender to consider, including ones we will exclude]
· Modifier keywords:[free, cheap, for small business, alternatives, vs: capture related queries]
· Buyer questions (PAA):[4–6 questions to answer in the intro or FAQ]
How we ranked them (methodology)
· Selection criteria:[the factors used to choose and order picks: price, features, support, ease of use]
· How we tested / evaluated:[hands-on use, trials, documented research: state this for trust and E-E-A-T]
· Disclosure:[affiliate / sponsorship disclosure if applicable]
Outline (H2 / H3)
1. [H2: quick-pick summary: best overall, best value, best for X]
2. [H2: how we chose / methodology]
3. [H2: Pick #1 name]
· Who it's for · standout features · pros / cons · pricing · verdict
4. [H2: repeat the same sub-structure for every pick so they're comparable]
5. [H2: comparison table or how to choose]
6. FAQ: [3–5 buyer questions]
Per-pick data (fill for each)
· Name + one-line positioning:[…]
· Best for:[the specific user this wins for] · Starting price:[$ / mo or free tier]
· Pros:[2–4] · Cons:[1–3: real ones; balance builds trust]
· Link / CTA:[destination URL + anchor, tagged if affiliate]
SEO requirements
· Meta title (≤60 chars):[include the year and the number]
· Meta description (≤155 chars):[…]
· Schema:[ItemList; add Review/AggregateRating only if ratings are genuine]
· Freshness:[update date in title/body; set a review cadence]
Internal links
· Link out to:[individual product reviews, category hub, related roundups + anchors]
· Link in from:[pillar / category pages that should feed this roundup]
CTA
Primary action:[clear path per pick ("Try [tool]", "See pricing") plus a quick-pick CTA up top]
Notes to writer
[Stay objective, justify every ranking, no superlatives without evidence, examples of roundups we like, deadline.]
 
Product Page Brief
When to use: Brief a writer to create a product page that converts buyers and ranks for transactional and product-name queries.
Target & intent
· Product name:[exact product / SKU]
· Primary keyword:[product or category term] · Volume:[#/mo] · Difficulty:[#]
· Search intent:Transactional: the reader is ready to buy or shortlist.
· Working title (H1):[product name + key qualifier]
· URL slug:[/category/product-name]
· Target buyer & main objection:[who they are + the doubt to overcome]
Keywords & entities
· Secondary / modifier keywords:[buy, price, near me, reviews, [brand], [model], fold in naturally]
· Attributes & entities:[materials, compatibility, brand, standards, certifications]
· Buyer questions (PAA):[shipping, returns, sizing, warranty, answer on-page]
Value proposition & USPs
· One-line value prop:[the outcome the buyer gets, not the feature]
· Top 3 USPs:[differentiators vs. competing products]
· Benefit-led bullets:[feature → what it does for the buyer]
Specs (fill the table)
· [Spec: value] · [Spec: value] · [Spec: value]
· Variants / options:[sizes, colors, plans] · Price:[$ + any offer]
· In the box / what's included:[…]
Outline (page sections)
1. [H2: hero: name, value prop, price, primary CTA, key image]
2. [H2: benefit-led overview]
3. [H2: specifications / what's included]
4. [H2: social proof: reviews, ratings, logos]
5. [H2: comparison or use cases]
6. FAQ: [shipping, returns, warranty, sizing]
Trust & conversion elements
· Social proof:[review count + rating, testimonials, trust badges, only if genuine]
· Risk reducers:[returns policy, guarantee, free shipping, secure checkout]
· Media:[image set + descriptive alt text, demo video, size guide]
SEO requirements
· Meta title (≤60 chars):[product + qualifier + brand]
· Meta description (≤155 chars):[value prop + offer + CTA]
· Schema:[Product with price, availability, and Review/AggregateRating if real]
· Canonical & variants:[handle color/size URLs to avoid duplicate-content splits]
· Unique copy:[no manufacturer boilerplate: write original descriptions]
Internal links
· Link out to:[parent category, related/complementary products, size or buying guide + anchors]
· Link in from:[category page, relevant blog posts and roundups]
CTA
Primary action:[Add to cart / Buy now / Request a demo] · Secondary:[Add to wishlist / Compare / Contact sales]
Notes to writer
[Brand voice, claims that need legal/compliance review, competitor pages to beat, deadline.]
 
Landing Page Brief (Conversion / PPC)
When to use: Brief a writer to create a focused, single-goal landing page for a paid campaign or offer that maximizes conversions and keeps Quality Score high.
Goal & audience
· Single conversion goal:[one action: sign up, book a demo, download, start trial]
· Traffic source:[Google Ads / paid social / email: drives message match]
· Target audience & awareness stage:[who they are + how much they already know]
· Core pain & desired outcome:[the problem we solve + the result they want]
Message match (PPC)
· Campaign / ad group:[name]
· Ad headline & keyword:[the promise the ad makes: the page must repeat it word-for-word]
· URL slug:[/offer-or-campaign-slug]
Offer & value proposition
· The offer:[what they get + why now]
· Hero headline:[outcome-focused, matches the ad] · Subhead:[how / proof]
· 3 core benefits:[outcome-led, not feature-led]
· Objections to overcome:[price, trust, effort, risk, and the answer to each]
Page structure (above & below the fold)
1. [Hero: headline, subhead, primary CTA, hero visual, trust strip]
2. [Benefits / how it works: 3 points]
3. [Social proof: testimonials, logos, results]
4. [Objection handling / details]
5. [Repeat CTA + risk reducer]
6. [Short FAQ: only conversion-blocking questions]
Conversion elements
· Primary CTA copy:[action verb + value: "Start my free trial"] (use one consistent CTA, repeated)
· Form fields:[ask for the minimum: every field costs conversions]
· Trust signals:[testimonials, ratings, security/badges, guarantee: genuine only]
· Friction to remove:[no nav, no outbound links, no competing CTAs]
SEO / technical requirements
· Meta title (≤60 chars):[match the offer and ad]
· Meta description (≤155 chars):[…]
· Index or noindex:[noindex paid-only variants; index an evergreen organic version]
· Page speed & mobile:[fast LCP and clean mobile layout protect Quality Score and conversions]
Internal links
[Usually none in-body to protect focus. Note any required footer/legal links (privacy, terms).]
CTA
One goal, one CTA, repeated:[the single action above]. Do not add secondary asks that compete with it.
Notes to writer
[Brand voice, compliance/claim limits, the exact ad copy to match, A/B variants to write, deadline.]
 
Pillar Page / Topic Cluster Brief
When to use: Brief a writer to create a comprehensive pillar page that owns a broad topic and links out to a cluster of supporting child pages.
Topic & intent
· Pillar topic:[the broad theme this page will own]
· Primary (head) keyword:[broad term] · Volume:[#/mo] · Difficulty:[#]
· Search intent:[broad informational: a guide that frames the whole subject]
· Working title (H1):[The Complete Guide to [Topic]]
· URL slug:[/topic: short, becomes the cluster root]
· Format:[long-form guide / hub with overviews that link deeper]
Keywords & subtopics
· Subtopics to summarize:[each becomes an H2 here AND a child page]
· Long-tail terms:[mapped to the child pages they belong on, not stuffed here]
· Entities to cover:[concepts, tools, people that define the topic]
Cluster map (pillar ↔ children)
1. Child page:[title] → keyword:[long-tail] · status:[live URL / to write]
2. Child page:[title] → keyword:[long-tail] · status:[live URL / to write]
3. Child page:[title] → keyword:[long-tail] · status:[live URL / to write]
4. Child page:[add as many as the topic needs]
Outline (H2 / H3)
1. [H2: what [topic] is + why it matters]
2. [H2: subtopic overview → links to child page]
3. [H2: subtopic overview → links to child page]
4. [H2: subtopic overview → links to child page]
5. [H2: how to get started / next steps]
6. FAQ: [broad questions about the whole topic]
SEO requirements
· Target length:[long-form: enough to credibly frame every subtopic without duplicating the child pages]
· Meta title (≤60 chars):[…]
· Meta description (≤155 chars):[…]
· On-page navigation:[jump-link table of contents across the sections]
· Avoid cannibalization:[pillar summarizes; children go deep: don't fully cover a child's keyword here]
Internal links (the cluster)
· Pillar → children:[link to every child page with descriptive anchors]
· Children → pillar:[each child links back up to this page]
· Child ↔ child:[cross-link siblings where genuinely relevant]
· External authority:[a few high-quality sources]
CTA
Primary action:[guide into the cluster: "Start with [child page]": plus a soft lead capture]
Notes to writer
[Keep section overviews tight so they invite the click into child pages; tone; deadline; owner of the cluster map.]
 
Content Refresh / Update Brief
When to use: Brief a writer to update an existing page that has slipped or gone stale, so it regains rankings without a full rewrite.
Page & performance
· Existing URL:[/current-page]
· Primary keyword:[the term it targets] · Current rank:[#] · Target rank:[#]
· The trend:[traffic/rankings up, flat, or declining since when]
· Why it's slipping (hypothesis):[stale info, thin vs. competitors, intent shift, lost links, technical issue]
· Last meaningful update:[date]
SERP re-check
· What's ranking now & why:[review current page-one results: has intent or format changed?]
· New SERP features:[featured snippet, PAA, video: opportunities to capture]
· New keywords / questions to add:[terms competitors now rank for that we miss]
What's outdated (fix)
· [Old years, prices, screenshots, product names, dead facts to update]
· [Broken or redirected links to repair]
· [Claims that need re-sourcing to current references]
What to keep
· [Sections that rank, earn engagement, or hold links: preserve URLs and high-value passages]
· [The existing URL: update in place; do not republish at a new address without a 301]
What to cut
· [Redundant, off-intent, or thin sections that dilute the page]
· [Outdated tangents no longer worth maintaining]
What to add
· [New sections to match current intent and close gaps vs. top results]
· [A featured-snippet answer block, updated visuals, fresh examples or data]
· New outline additions (H2/H3):[…]
SEO requirements
· Meta title / description:[refresh; update the year and CTR hook]
· Slug:[keep it; if it must change, 301 the old URL]
· Publish/updated date:[refresh "last updated" once substantive changes ship]
· Re-promote:[resubmit in Search Console; reshare after publishing]
Internal links
· Add links out to:[newer related pages published since the last update + anchors]
· Add links in from:[recent pages that should now point here]
· Fix:[any internal links on the page that are broken or point to redirects]
CTA
Primary action:[confirm the CTA is still relevant and the linked offer/tool still exists]
Notes to writer
[Edit in place, preserve what works, track changes for review, deadline, who approves the final.]
 
BOFU Brief (objection first)
When to use: Brief a bottom-of-funnel page around the buyer's actual objection, with proof, comparison dimensions, canonical URL and pass-or-fail acceptance.
BOFU brief: start with the objection
A bottom-of-funnel page is read by someone who is nearly ready and still hesitating. Write the objection first, because everything else on the page exists to answer it.
1. Buyer and objection
· Who is reading this:[role, company size, what they already tried]
· The objection in their words:[the sentence they would actually say, e.g. "we already pay for one of these"]
· What answers it on the page:[the proof, comparison or number that settles it]
· What we will not claim:[the overreach to avoid, so the page stays credible]
2. Search intent and the page that wins today
· Target query:[the query] · Intent:[compare / choose / buy / switch]
· What page one is made of:[listicles / vendor pages / forum threads]
· What every ranking page does that we must do too:[table, pricing, screenshots]
· What none of them do:[our angle]
3. Canonical URL and page setup
· Canonical URL:[https://…] — decided before writing, not after
· Pages this must not compete with:[existing URLs on the same query]
· Consolidation needed:[none / redirect the older page / merge]
· Title and meta description:[title] · [meta]
4. Proof required
Name the proof before drafting. A BOFU page without it is a brochure.
	Claim
	Proof
	Source and owner

	[the claim]
	[number, screenshot, customer quote, test result]
	[where it comes from, who supplies it]

	[the claim]
	[proof]
	[source and owner]

	[the claim]
	[proof]
	[source and owner]



5. Comparison dimensions
Pick the dimensions a buyer actually decides on, and score honestly. A comparison where we win every row convinces nobody.
	Dimension
	Us
	Alternative A
	Alternative B
	Who genuinely wins

	[e.g. price and what is included]
	[]
	[]
	[]
	[them / us]

	[e.g. setup time]
	[]
	[]
	[]
	[them / us]

	[e.g. support and onboarding]
	[]
	[]
	[]
	[them / us]

	[e.g. the one thing they do better]
	[]
	[]
	[]
	[them]



6. CTA and internal links
· Primary CTA:[the action] → [destination URL]
· Secondary CTA for people not ready:[e.g. a free tool or a comparison page]
· Internal links in:[pages that will link to this one, with the anchor text]
· Internal links out:[pages this one links to, and why a reader would click]
7. Acceptance before publish
· Objection answered above the fold, in the reader's words: [pass / fail]
· Every claim in the proof table has a source: [pass / fail]
· Comparison names at least 1 dimension a competitor wins: [pass / fail]
· Canonical set, and no existing page targets the same query: [pass / fail]
· Primary CTA appears at least twice and goes to a working page: [pass / fail]
· Length is set by what the question needs, not by a word count.
 
Worked Example (one complete BOFU brief)
When to use: A full brief filled in, including the comparison row a competitor wins and the claim that shipped removed rather than unsourced.
Worked example: one complete BOFU brief
Example only. The company and numbers are invented.
Buyer and objection. Marketing manager at a 40-person B2B software company, already paying for an all-in-one suite. Their words: "we already have a tool that does this, why would we add another one?" What answers it: the suite bills per seat and 3 of their 5 people only need to read reports. What we will not claim: that we replace the suite.
Intent. Query: [alternative to X for small teams]. Intent: compare and switch. Page one is 4 listicles and 2 vendor comparison pages. Everything ranking has a feature table and visible pricing. None of them talk about seat count, which is the actual cost driver for a team this size.
Canonical. /compare/x-alternative, decided up front. An older blog post targets the same query and will be redirected into it rather than left to compete.
Proof. Price per 5 users, from both public pricing pages, screenshot dated. Setup time, from our own onboarding logs. One customer quote, with permission, naming the seat problem.
Comparison dimensions. Price for 5 users, setup time, reporting depth, integrations. They win reporting depth outright, and the page says so in the table and in the text. Saying it is what makes the other 3 rows believable.
CTA. Primary: start a free account, twice, once under the table and once at the end. Secondary, for readers not ready to switch: the free audit tool.
Internal links. In: the pricing page and 2 related comparisons. Out: pricing, the migration guide, and 1 case study from a company of similar size.
Acceptance. All 5 checks passed except the customer quote, which was still waiting on approval, so the page shipped with the quote block removed rather than with an unattributed claim.
Free template from UNmiss · https://unmiss.com/templates/seo-content-brief-template
