
The Simple Blog Post Structure
That Boosts Readability and

Rankings
A practical, easy-to-follow guide to

structuring your blog posts so they’re
enjoyable to read, optimised for search
engines, and designed to attract your

ideal clients. 

BLOG POST STRUCTURE GUIDE
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A well-structured blog post not only makes life easier for your
readers, it also helps search engines understand and rank your
content.

Follow these steps to make sure your posts are both reader-friendly and 
SEO-ready.
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10 Easy Tips for Readability & SEO

BLOG POST STRUCTURE

1. TOPIC
Keep each blog focused on a single topic
First things first... the best-performing blog posts — for both readers
and SEO — are those with a clear, single focus. 

Instead of chasing random keywords, start with the topics that matter
most to your audience. This keeps your content relevant, valuable, and
much easier for search engines to understand.

What’s a keyword?
A keyword is simply a word or short phrase someone types into a
search engine to find information. 

For example, if you’re a business coach, a keyword could be 'time
management tips for business owners'. 

While keywords still matter, it’s now far more effective to focus on
creating high-quality content around a topic and use relevant
keywords naturally within it.
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Write a Short, Compelling Introduction
Let your reader know exactly what they’ll learn.
Keep sentences short and conversational.
Give them a reason to keep reading — spark curiosity or highlight a
benefit.

Benefit: A strong intro hooks your reader from the start, reduces bounce
rates, and signals to search engines that your content is engaging.

3. INTRO

Start with an Attention-Grabbing Title:
Use the exact question or topic your ideal client might search for.
Keep it clear, concise and specific so readers instantly know what
they’ll get.
Include your main keyword naturally — it should fit seamlessly into
the sentence.

Benefit: A focused, relevant title helps your post appear in the right
search results and encourages more people to click and read.

2. TITLE
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4. OUTLINE

Create a Clear Outline with Sub-Headings (H2, H3)
Break your post into sections, each with a descriptive heading.
Use your focus keyword in at least one sub-heading.
Add synonyms or related terms in other headings to support SEO.
Include a sub-heading roughly every 200 words.

Benefit: Sub-headings make your content easy to scan, improve user
experience, and help Google understand your topic.

Fill in the Content
Stick to one main topic per post and cover the topic in detail.
Share your unique insights and reference credible sources which
support your opinion.
Content that is unique, honest, transparent, useful, genuinely
helpful and provides value will always perform better. 
Write in a friendly, natural way — as if explaining to a client.
Use varied formatting:

Bullet points or numbered lists
Bold for key points
Short paragraphs (2–3 sentences)

Benefit: Clear, easy-to-read content keeps your audience engaged
and makes your advice more actionable.

5. CONTENT
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6. OPTIMISE

Optimise for SEO While Staying Reader-Friendly

Keywords: 
Use your main keyword and related terms naturally.

Images: 
Use relevant, high-quality images - unique and original if possible.
Name files descriptively and add relevant and descriptive alt text.

Links
Add internal links to related posts or service pages where it makes
sense to do so.
Add external links to credible sources when referencing data or
quotes.
Use descriptive anchor text (the clickable words in a link) so readers
know what to expect when they click.

Benefit: Well-optimised content improves your chances of ranking while
enhancing trust and credibility with your audience.

Write a Meta Description That Gets Clicks
Around 155–160 characters.
Include your main keyword naturally.
Make it enticing with a call to action.

Benefit: A great meta description can dramatically increase click-
through rates from Google, even if you’re not in the top spot.

7. DESCRIPTION
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8. CTA
End with a Clear Call to Action (CTA)

Tell readers the next step.
Examples: read a related post, download a free resource, book a call.
Make it feel like a natural next move.

Benefit: A CTA turns readers into leads or clients by guiding them to take
the next logical step with you.

Final Checks Before Publishing
Is it easy to scan? (Headings, bullet points, short paragraphs)
Does it answer the question fully?
Is it free of typos and awkward phrasing?
Does it feel like you? (Your tone, insights and personality matter)

Benefit: A polished, reader-friendly post builds trust, positions you as
an expert, and increases the likelihood of shares and backlinks.

9. CHECKS
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QUICK REFERENCE CHECKLIST

Publish, Share, and Repurpose
Publish on your website first (before posting elsewhere).
Request indexing in Google Search Console.
Share on social media, in your newsletter, and repurpose into short
posts, graphics, or videos.

Benefit: The more places your content appears, the more traffic and
potential clients you’ll attract.

10. PUBLISH+

A note on AI-generated content 
Google prioritises quality - therefore, generic AI-written content falls
far short. If your site is filled with unedited AI content, your rankings
could drop, or worse, your site might be flagged as “unhelpful”. 

How to use AI the right way: 
Think of AI as a helpful assistant, not a replacement for human
creativity. If you use AI, blend this efficiency with your expertise,
personality, and deep understanding of your audience to create truly
valuable content.

AI-GENERATED CONTENT



Focus on a single topic

Write a clear, specific title with keyword and topic focus
 
Add a compelling introduction
 
Use headings every ~200 words

Provide value and include your unique perspective
 
Use keywords and related terms naturally
 
Keep paragraphs short and vary formatting (bullets, bold, lists)
 
Add relevant images with descriptive alt text
 
Include helpful internal and external links

Write a strong meta description (155–160 characters) 

End with a clear call to action (CTA)

Keep it real – use your own voice, avoid jargon, and have fun!
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QUICK REFERENCE CHECKLIST



Many of my clients come to me feeling frustrated because their websites
aren’t pulling their weight and they’re not attracting the right kind of
enquiries.

I help them turn things around with ethical SEO and clear, compelling
content so they can attract the right clients and build a business they’re
truly proud of.

There’s nothing I love more than seeing my clients thrive, and it all starts
with clarity about who you’re here to help.

Looking forward to supporting you

Hazel

About Hazel Jarrett

CUTTING THROUGH
SEO CONFUSION - 

THE RIGHT WAY

Want to learn more?

Visit my Website: www.seo-plus.co.uk
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http://www.seo-plus.co.uk/
http://www.seo-plus.co.uk/

