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Hello and welcomel

This is your one-stop guide for writers looking to make
readable and engaging content for Cognism.

What this guide covers:
Tone of voice principles
Writing rules and style guidelines
Webpages and landing pages
Writing a blog
SEO best practices
Writing newsletters
Writing for social
Personal branding
Storytelling techniques
Content playbook formats
Visual and icon usage
Jargon buster

This guide is for marketers, writers, and anyone creating
content for Cognism.
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How to use the guide

1. Click on the headings on the Contents page to jump to the section
you need.

2. Look for callouts:

v =Tip
= Do
X = Don't
= = Recommended to print a quick-reference PDF

A = Well-written example
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Tone of Voice (ataglance) =

Print me!

Informal but informative
Write how you speak, clearly and simply.

Authoritative but accessible

Demonstrate expertise while staying relatable.

Conversational but actionable
Friendly grammar, real value.

Engaging and story-driven

Use storytelling techniques and real-world examples.

Example of informal but informative tone of voice:
N
%\ "Here's a stat to remember:
Y

Among sales reps in the US,

41.9% are women whereas 58.1% are men.

It's quite a stark difference right2" Informal
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Tone of Voice (in detail

Principles

A. Informal but informative
Write as if you were chatting with a colleague.

X At Cognism, we endeavour to communicate as succinctly as we
possibly can.
We write clearly at Cognism. Simple, eh!

4 )

Writing this way makes content more accessible and
easier to connect with. Use short, clear sentences and
prioritise clarity over complexity.

- J

B. Authoritative but accessible
Show expertise without being condescending.

X You struggle with YYY
4 We've heard from customers that XXX is difficult

Micro-guidelines:

Define terms the first time you use them.
Avoid unnecessary technical language.
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C. Conversational but actionable

Grammar and tone tips to keep writing human and effective:

Wesay X WeDon't(Always)Have ToSay

Hey, Hi or Hello Greetings or Dear

Thanks Thank you or Salutations

Wesay X WeDon't(Always)Have ToSay
You're You are

They're They are

We'll We will

You'll You will

It'll It will

Grammar and syntax:
Use contractions to keep the tone friendly:
. Example: “You'll receive notifications instantly.”

Write in first and second person:

)

. Example:"We've designed tools that help you grow your business.’
Avoid ambiguity—each sentence should communicate one clear idea.

3o

You can start sentences with “And,” “But,” or “Because.” Remember,
this isn't a dissertation!

D. Engaging, humorous, and personality-driven

Let the Cognism voice shine—smart but never stiff.

Guidelines:
Show personality with emojis, GIFs, and memes (where appropriate).

Make it fun, not forced.

. Humour checklist:
If you wouldn't share it with your Nan, don’t include it.

Ask a colleague before posting anything borderline.
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Writing with a storytelling mindset

Hooks & techniques:
Use Bucket Brigades to keep people reading.

Use active voice: “Cognism enables marketing teams...”
Avoid adverbs and filler words.
Prefer H2/H3s for clarity and structure.

Always give a takeaway: insight, stat, or strategy.

& “One size fits all doesn’'t work when scaling outbound teams.”

X “The one size fits all approach isn’t going to work...”

4 )

’ , We should take care not to make the intellect our goal;
it has, of course, powerful muscles, but no personality.

— Albert Einstein

- J

Concrete content examples/playbooks:

Content that educates, inspires and engages.
Formats we use:
Ultimate Guide To...
7 Ways to Improve..
Everything You Should Know About...
How-to guides

What they deliver:
Real tools, cold calling scripts, templates
Expert-led tips and breakdowns
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Webpages and Landing pages

Do:

Use bullet points for clarity when listing features, steps, or benefits

Use sentence case for headings, subheadings, and navigation
(unless SEO best practice suggests otherwise)

Maintain parallel structure within lists

Don't:

X Use inconsistent structure or Title Case when sentence case
is preferred

A webpage example using sentence case and bullet points.

@ cognism Platform  Data

€ cognism

Integrations

Get faster workflows with
integrations from Sales Companion
to leading CRMs & sales tools

®  Seamless dataintegration

Easily set up integrations with key CRMs and Sales Engagement
tools.

Faster workflows
Keep contact data flowing smoothly across platforms and set your
sales reps up for efficient prospecting.

Enhanced Linkedin navigation
Export from Linkedin directly to your sales tools and action new
data quickly.

See our data in action, book a demo >

-

~

HUbSPAt = — .

-
~~ S salesforce Mg}
<~ g
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Writing a blog

Why blog style matters at Cognism

As our content scales, consistency matters. This guide ensures every

blog upholds our brand tone, structure, and reader expectations. From
sentence length to how we quote experts, these guidelines help us create
professional, trusted content—together.

Start with the right template

1. Always start with this blog template
2. Copy - Rename - Start writing

Sentences, paragraphs & readability

Dos:

@Max 20 words per sentence
Max 4 lines per paragraph
Use short, active phrases

Don'ts:

X Long-winded sentences
X Dense blocks of text

Numbers & dates

Rules Example
Zero to nine > words three days
10 and above > numerals 42 leads
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https://docs.google.com/document/d/1QoHyKkwykqVepxnlPJ9uvmV7VkqeY3COX2ifvTQx_0o/edit?tab=t.0

Range spans - use numerals 7 out of 20 reps
Avoid starting a sentence with a | €4'Out of 50... “ not “50 reps...”

number
Large numbers 1 million, 5 billion
Dates 17th April 2023 or 17/04/2023

Quotes and blockquotes

Quotes
Use full name + job title + context
Link to LinkedIn for credibility
Bold + “” for quotes in the main text
[talics for speech examples
‘Single quotes’ inside “double quotes” for speech within quotes

Blockquotes
Use for emphasis or templates
Don’t bold
Colour contrast: white text on dark background

(7]

Use “ ” or *  depending on context

Formatting - bold, italics & headings

Bold/Italics

Bold = Quotes or key points

[talics = Customer speech or nuance

Don’t overuse either

Use both only for CTAs (e.g., Watch the video here)

X888

Headings

H1: Title case, no links/emojis, <70 characters
H2: Section headers (based on keywords)
H3/H4: Subsections, use sparingly
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Lists, grammar & typos

Bullet points
For unordered items
Focused, scannable info

Numbered lists
When order matters
Introduce with a sentence

Typos & key spellings
British English only

Examples: “e-book”, “lead gen®, “kick-off”, “decision-maker”
Avoid X: “salesman” - Use “salesperson”

Acronyms, capitalisation, brackets

Acronyms
Spell out first use (e.g., ICP = Ideal Customer Profile)
Add helpful links
Avoid acronym-only sentences

Capitalisation
Capitalise: Titles, Names, Headings, Lists
Don't capitalise: Conjunctions in titles
X NEVER WRITE FULL SENTENCES IN CAPS

Brackets
(Parentheses) = Extra info

[Square brackets] = Clarity inside quotes
Punctuation inside only if it belongs

Embeds, research & CTAs

Embedding media
Podcasts »> Spotify
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https://open.spotify.com/show/49ZvhqZ57x2snXoyq4JyVt

- Videos -» YouTube
- Use “lazy load” setting
«  Centre-align all embeds

Research

- Link original source

- Consider diverse perspectives
«  Only cite reputable sources

CTAs
Direct readers: “Keep reading” or “Watch the video”
Buttons - Use best practice from this Asana guide

Images & alt text

Image Requests
- Always brief design team via Asana

Naming conventions: 4 )
blog-title-hero-banner .
blog-title-featured-banner o Clisexeliiie

blog for tips on

blog-title-card

keyword-infographic writing great alt text.

Alt Text

- Be descriptive and keyword-rich

- Support accessibility and SEO

- Allimage types must have alt text

Start creating your own account based marketing success stories with the help of Cogniy
2 leader in international sales intelligence.

Image Options Advanced ‘ ) )
GDPR-compliant data gives you the opportunity to.
Link to B
Calculate TAM and explore your ICP.
One of your pages -
Gain access to accurate business emails, mobile numbers, and social handles you car
Page action across different channels straight away.

https://www.cognism.com/demo v
is, @ whole lot more!

@Oom this link in a new window .
+ started today! Click § to book your demo.

[
Image Replace )

An example of
' ) how to add alt text
Connect with to your images in
Alttext @

your perfect match hitbSpot

-, s Book your demo now

@ hitps://hS.googleusercant...
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https://www.youtube.com/cognism
https://app.asana.com/1/1140674157954785/project/1202510290717065/task/1203227714243245?focus=true
https://app.asana.com/1/1140674157954785/project/1202510290717065/task/1202805860784535?focus=true
https://ahrefs.com/blog/alt-text/
https://ahrefs.com/blog/alt-text/

Emojis

(& = for use in the main text when a significant question is posed
% = for use in the main text to symbolise trust or co-operation

. = to signify success or achieving a goal

U = for use in the main text to show success or cheer someone on
'&rto use in the main text to symbolise confusion or being unsure

. = to signify a top tip or highlight a good idea

For direction:

- = for pointing the reader towards specific items/sections on the blog
or for highlighting CTAs

~= = for pointing towards a sticky menu or a link

~_lgfor encouraging the reader to play an embedded video or podcast
& = occasionally used to highlight an embedded video

#9 = occasionally used to highlight an embedded podcast/webinar link
#&ld= for use in the main text, highlighting an important point or link

= used to symbolise that something is right or correct

X = used to symbolise that something is wrong or incorrect

i = used in text to alert a reader to something important

For everything else:

% = to use in the main body of text to suggest something is amazing or
out of this world

*# = to use in the main body of text to symbolise looking at something
= used to symbolise something positive

@ = to use in the main text to signify something cheeky or funny

@ = to symbolise money (or use a specific currency)

% = to use in the main body of text to symbolise sales, cold calling etcw
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Inclusive language

Writing good content is about connecting and speaking to your reader.
One of the best ways to do this is to write inclusively and educate yourself
S0 you become aware of any biases you may have. One way to do this is to
take an Implicit Association Test.

Writers who want to learn more about how B2B and corporate writing
can still feature words and phrases rooted in colonial or racist language
should check out Intuit’s fantastic style guide. In particular, its sections on
inclusive, gender-neutral and antiracist language in business.

Below are some examples you can adopt:

« Avoid unnecessarily gendered language in blogs and internal
communication. You can use tools like Alex to catch any potentially
hurtful/gendered language in comms. For example:

- Swap “guys” for “team or “folks”.

- Swap “salesman” or “saleswoman” for “salesperson” /
“salespeople”.

- When writing about a theoretical person (like a customer), avoid
“he” or “she”; use “they”.

- Be aware of terms that put a positive connotation on words like
white/light and negative or ambiguous tone on black/dark. This
reinforces anti-black stereotypes. Instead, opt for more direct
language. Only use these words as literal visual descriptors (like dark
mode) instead of metaphors or value judgements.

For more tips, check out this blog on inclusive language from HubSpot.
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https://implicit.harvard.edu/implicit/takeatest.html
https://contentdesign.intuit.com/accessibility-and-inclusion/inclusive-content-principles/
https://contentdesign.intuit.com/accessibility-and-inclusion/abolish-racist-language/
https://alexjs.com/
https://blog.hubspot.com/marketing/inclusive-language

SEO

Follow these steps to optimise every Cognism blog for search engines
and readers alike.

Blog titles

Write your blog titles/H1s in title case; this is better for SEO. Use this
tool to convert your titles - select “Title case”.

Your title should be no more than 70 characters long.

Don't use full caps or emojis in headings.

Check the Emotional Marketing Value of your blog title by using this
tool. The higher the score, the better!

Use this tool to check your titles are the right length for SERPs.

Alt Text

Alt text describes images and is read by Google’s search crawlers when
indexing a page. It’s also vital for visually-impaired readers who access
web pages using screen readers (these don’t process images; instead,
they read out the alt text).

You should write alt text as a sentence instead of just a keyword. For
example, change cold calls to, An SDR is sitting at a desk making cold
calls.

If your blog has more than one image, don’t reuse the same alt text.
The alt text needs to describe the image. If it has the potential to rank
on Google Images, include a keyword. Use the main one or a long tail
keyword.

c Cognlsm The Cognism Content Playbook / 17


https://convertcase.net/
https://www.aminstitute.com/headline/index.html
https://www.aminstitute.com/headline/index.html
https://mangools.com/free-seo-tools/serp-simulator
https://contentdesign.intuit.com/accessibility-and-inclusion/write-meaningful-alt-text/

LS Good Example

The alt text says:
An eye-catching SaaS marketing campaign on LinkedIn from Cognism.

Text reads:
Gated lead gen boring you to death? Spend less time on lead gen and
more time on real marketing.

A X BadExample

This alt text personal branding doesn’t describe the image in any detail.
The best practice is to write a full sentence explaining each image.

About

s personal branding

Finally, you need to sort out your "About” section and there are two
ways you can approach it. Chris Walker, for example, focuses on the
ambitions his company, Refine Labs, can help peopla reach. This makes
sense as he's the figurehead of the Refine Labs brand. He also includes
a brief summary of his specific areas of expertise there too

».personal branding

An example of bad alt text for your images and CTAs.
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Meta descriptions
A good meta description should:

- Be no more than 155 characters long.

- Use the active voice and be as compelling as possible — the goal of
a meta description is to entice the Google browser to click on your
page!

+ Include a call to action.

- Include your keyword/title phrase somewhere in the copy.

- Match the content of the page - don't mislead people.

Take note!
Google often rewrites the descriptions on SERPs depending
on the search query. It will sometimes pull text from your article
to include there. It usually turns out ok, but it's worth checking
the live result for important keywords.

- J

“See the example below. The resulting meta description was likely not
Lusha’s intention!

https://www.lusha.com » Lusha Alternatives

Lusha vs Zoominfo

Irlg_cl?siwlnner here is Zoominfo, with more robust and expansive company information. Yet,
Lusha is quickly gaining on Zoominfo, with more data and data types ...

Which is better Lusha or... - ZoomInfo vs. Lusha's Data... - Lusha Data Type

An example of a bad meta description.

“Below is an example of what not to do when writing meta descriptions
based on this blog:

A CTO is building product and executing. Ryan Reisert explains how
to build a champion, what makes them tick, and how to get them on
your side.
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https://www.cognism.com/blog/the-ultimate-cold-calling-script-for-ctos

This meta description is vague; it doesn’t explain what the blog is about or
what the reader can expect from it. It's missing a call to action. What you
want the reader to do is click the link on the SERP, so encourage them to
do that!

Improved version:

How should you speak to a CTO? How should you engage with them?
What works best - relevance or personalisation? Read our cold calling
script to find out!

For more resources on writing great meta descriptions, check out the
following links.

https:/yoast.com/meta-descriptions/

https:/blog.hubspot.com/marketing/how-to-write-a-meta-description
https:/ahrefs.com/blog/meta-description/

Keywords

Prior to publishing, go through your blog and add relevant internal links
from the keyword sheet.

Remember to spread them throughout your blog (5-10 per every 2,000
words) and only add ones which fit your topic.

Adding schema

Writers must add schema to their blogs once they’ve been published.
Follow the process explained in the video on Asana.

Sticky menus
In HubSpot, we use sticky menus to help readers navigate blogs easily.

Watch this video on Asana, which explains how to add one.
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This is what a well-crafted sticky menu looks like:

6 minute read

By: Monika Kisielewska In B2B sales, it's easier to take a relationship with existing customers to video than to create

one virtually with new prospects.
oY O
It's simple—
Many companies transitioning to remote work deepen their relationship with trusted
- suppliers. For sellers, the virtual-only connection makes approaching prospective customers
In this article: e U i SR

challenging.
Want to know how to pass the first checkpoint?
Long story short—

The trick to virtual prospecting is using intent data.

This article offers tips on how to do that.

What is virtual prospecting and
intent data?

FE Virtual prospecting is identifying potential buyers and outreaching to them through outbound
Bockes Derio sales activities. The aim is to qualify them in our out without ever meeting them face-to-face.

An example of a new style sticky menu in HubSpot.

This is an example of an older-style sticky menu. If you're updating a post
and see the menu laid out like this, please amend it to the newer style.

1

The benefits of paid search are endless...

° o Not only does it increase your brand awareness, but buyers are 50% more likely to make a
v 4 purchase because of a paid ad.

And because 73% of the paid search market share belongs to Google, it makes sense to start
your PPC campaigns there, right?

In this article, we speak to Richard Tank, Head of Global Performance Marketing at Cognism,
to find out everything you need to know about Google Ads, including:

The benefits of using PPC for B2B lead generation | Starting a pay per click ad strategy |
Choosing and using the right keywordsl Making the most of Google Ads with Ad Extensions |
Avoiding bots and unqualified clicks | Do paid better with intent data

Click & to jump to your desired topic or scroll ' to start reading.

An example of an old-style sticky menu in HubSpot. Please change to the new style.

Links in text

Using links in text is a great way to give your reader more information and
build trust.

We use links to refer to other professionals, companies, research
and reports. As well as linking internally to our own content where it’s

appropriate.

When adding links, only highlight the relevant keywords and sprinkle
them throughout your text. Use the Keywords List to find relevant links
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that you can add to your article.

Don't keyword stuff! 5 to 10 internal links per every 2,000-word blog is a
good number to aim for.

In HubSpot, set links to open in a new window; this helps to stop readers
from leaving the page so quickly.

Epik8, a business passionate about using data and technology to help businesse
Cognism’s B2E data to:

More
Edit Link Advanced ! from 7 days to 45 minutes

Link text 26% and mobile numbers by 54%
B2B data fto 9%

Link to and data confidence
Cre of your pages - =t

Page

https://www.cognism.com/b2...

@Open this link in a new window

Apply Cancel

An example of how to set a link to open in a new window in HubSpot.

Sometimes, you might have internal links you'd like to add to your blog,
but they don’t fit the flow.

Don’'t worry! Use the . emoji and suggest a “pro tip” for your reader on a
new line.
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What is the best type of intent data for virtual
prospecting?

Co-op data is considered the best type of intent data for virtual prospecting. For example,
Bombora, Cognism’s partner, offers data collected from a highly trafficked network of B2B
sites, user groups, and product review websites. What's more important they record visitors’
behavior with their consent.

. Learn the difference between co-op and bidstream data.

An example of how to write a 'pro tip' using the lightbulb emoji.

1. Reach prospects early in the buying process

In prospecting virtually, intent data helps you reach out to new clients at the right stage of
their buyers' journey. It helps to get a proactive approach and get in front of buyers before
they start considering your competitors.

You can also find prospects who aren’t aware of their problem and offer your product or
service as their solution.

. Find out how to use video prospecting for outreach and stand out amongst your
competitors.

An example of how to write a 'pro tip' using the lightbulb emoji.

If you're linking to a competitor or someone’s company or personal
LinkedIn page, set the link as a no follow link. Follow the same process on
HubSpot but click the Advanced button and select ‘No follow’ link.

When it comes to addressing buyer behaviour in uncertain times, Cognism’s CMO, Alice de
Courcy, has some wise words about incorporating the latest trends in B2B marketing into next
year's strategy:

“You need to acceptafe < B¢k
Advanced
®  The buying journey i
Link type ©
B  No one individual or DRegu:ar ; they will move

themselves.

@No follow

®  Most of your buyers DSponso'ed

B Budgets will be getti DUser generated content (UGC) ate.
“This means CMOs that Sonce and gen will find things
getting harder and hard

An example of how to create a no-follow link in HubSpot.

Optimising URLs/ Making URLs SEO Friendly

URL structure isn't a ranking factor but can be a signal to Google. Best
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practice is to keep the URLs short and include the main keyword.

4 )

Take note!
HubSpot has an automatic function where it turns your entire
title into a URL. This is bad! Use common sense when it comes
to making your URL SEO-friendly.

- J

X Don't do this:
cognism.com/blog/every-marketing-metric-you-need-to-track @)

Instead, do this:
cognism.com/blog/marketing-metrics @)

More good examples are:
https:/www.cognism.com/blog/b2b-marketing-strategies
https:/www.cognism.com/blog/mq|
https:/www.cognism.com/blog/voicemail-scripts
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Writing newsletters

Start with strategy

Before writing, ask yourself:

1. What newsletters do you read? What inspires you?

2. What's your “why” for this newsletter?

3. Keep it value-led: 90% educational, 10% promotional

4. Make your purpose clear. Include easy-to-find subscribe/unsubscribe
links.

For deeper tips, check out this blog and explore these examples.

Tips from Joe (writing from your perspective)

Voice & tone:
Use first-person voice - keep it personal and engaging.
Be authentic and direct.

Structure & format:
|deal length: 600-800 words. Max: 1,000 words
Use short paragraphs (max 3-4 lines)
Break content with subheadings
Use bullets or numbered lists for clarity
Add images, screenshots, GlIFs or infographics for visual engagement
Use emoijis sparingly - & in body text, X not in headings

Subject Line:

Best practice: 21-40 characters / 4-6 words
Test it with a Subject Line Tester - higher score = better!
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Links & Sources:
Link to relevant stats, sources, tools

CTA & Community Building:
End with a call to action
Ask readers to reply — you can feature their responses in future
editions
- This builds a sense of community
-> See example here

Proofing:
Always run copy through Grammarly
You can’t edit a newsletter once it’s sent — no room for mistakes!

Tips from Amy (Ghostwriting for Sales Digest)

Interviewing:
Interview your subject matter expert (currently Morgan)
Capture any interesting stories/anecdotes

Content Type:
Great for small ideas that dont merit full blogs
Ideal for bold or controversial takes (Ryan’s style was often
provocative)

Timing:
Write your copy ahead of the send date
The Demand Gen team needs time to build, review, and test the
newsletter.
When writing for socials, always adhere to Cognism'’s tone of voice:
Confident, clear, helpful
X Corporate, boring, or outdated
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Writing for social

Our social platforms
LinkedIn is our primary social media channel. But we also have Tik Tok,
YouTube, Instagram, Facebook and Twitter.

These guidelines are primarily for writing LinkedIn posts, either for
Cognism or for building your personal brand. Over time we may add more
best practices for the other platforms we use.

LinkedIn: Our primary channel
LinkedIn is where we engage with our industry.
Engagement is key — our goal is to spark conversation.

We do this by:
Celebrating success & promoting Cognism’s values
Sharing content in an entertaining, digestible way
Adding value with actionable insights and tips
Keeping a tone that is light, positive, and respectful

We do not:

X Post corporate or generic content
X Engage in negativity, insults, or reactive drama
XK Use cheap tricks, misinformation, or outdated takes
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https://www.linkedin.com/company/cognism/mycompany/
https://www.tiktok.com/@cognism?lang=en
https://www.youtube.com/cognism
https://www.instagram.com/cognism/?hl=en
https://www.facebook.com/cognism
https://twitter.com/Cognism

What Cognism is not:

Here's what we avoid on LinkedIn and other platforms:

X Corporate
X Boring

X Reactionary
X Offensive

X Cheap

X Out-of-date
X Uncaring

X Inaccurate
X Complacent
X Unreliable

@ cognism

7 Tips

For Successful
LinkedIn
Messaqging

>

An example of a Cognism LinkedIn post.

@ cognism

W Cognism
B 25,085 followers
2w ®

Guess what time it is...

It's time 1o retire those tired and outdated message templates for Linkedin!

Because they're making you miss out on some of the best opportunities in
your industry.

And before you say:
"Oh, no big deal”

According to HubSpot's State of Marketing report, 65% of sales reps rely on
LinkedIn to fill their pipelines.

And when there's so much noise in sales outreach, it's important to stand out
AND reach quota.

Don't focus on one without the other.

You'll be able to grab 8 Linkedin messaging templates our sales team use, in
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Personal branding

Creating a personal brand on social can be powerful—especially in B2B
marketing and sales. Just remember: everything you share should reflect
Cognism'’s values.

Tips from the team

At Cognism, we're big fans of developing personal brands. And below are
some tips:

Understand your audience and who you're targeting.

Think about what you're good at.

Make content that helps to solve problems for your audience.
Engage with posts (and people) often.

DM people that have around the same audience as you.

Post regularly. Start by committing to post 3x a week. Then you can
build it up to 5x if you have something meaningful to contribute.
Find creators who you want to be like. Study their content and learn
from what they’re doing.

Whenever you get an idea, make a note of it somewhere.
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Helpful apps & tools

Here are some tools the content team reqularly uses to research, write,

and polish their work—plus a few favourites for SEO and optimisation.

Writing tools

App

Hemingway

Descript

Otter.ai

Grammarly blog

LinkedIn Post Inspector

Headline Analyzer

Subject Line Tester

Convert Case

€ cognism

Great for:

Simplifying and tightening up your
writing

Transcribing and editing audio/
video content fast

Recording meetings, interviews, or
voice notes on the go

Tips, inspo, and real-time editing

help (don't forget to activate your
business subscription!)

Seeing how your posts will preview
before publishing

Testing your headlines for clarity
and impact

Your email subject lines

Quick fixes for title case, sentence
case, etc.
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https://hemingwayapp.com/
https://www.descript.com/home-3
https://otter.ai/
https://www.grammarly.com/blog/
https://www.linkedin.com/post-inspector/
https://www.aminstitute.com/headline/index.html
https://www.omnisend.com/subject-line-tester/
https://convertcase.net/

SEO tools

App

Google Doc SEO Assistant

Google SERP Simulator

Schema Markup Generator

Video Schema Generator

€ cognism

Great for:

Combining writing and SEO
suggestions in one place

Real-time SEO tips while you write

Adding rich data to your content
easily

Optimising video content

Ahrefs beginner’s guide A must-read for SEO fundamentals
4 )
. Pro tip: Bookmark these tools or create a shared folder
with quick links to save time across the team.
- J

The Cognism Content Playbook / 31


https://workspace.google.com/marketplace/app/gdoc_seo_assistant/655840236660
https://mangools.com/free-seo-tools/serp-simulator
https://technicalseo.com/tools/schema-markup-generator/
https://videoschema.com/
https://ahrefs.com/seo

Appendix

Jargon Buster

X Jargony words

Preferred words

Leverage Use / Apply

Seamless Smooth / Easy

Synergy Collaboration / Working together
Scalable Grows with you / Flexible

Robust Strong / Reliable

End-to-end Complete / Comprehensive

Best-in-class

Trusted / Industry-leading

Cutting-edge

Advanced / Innovative

Game-changer

Significant / Transformative

Holistic

Complete / All-in-one

Revolutionary

New / Improved

Disruptive Innovative / Forward-thinking
Turnkey Ready-to-use / Simple setup
Ecosystem Network / System
Granular Detailed / Specific

Monetization

Earning revenue / Payments

Actionable insights

Useful data / Key takeaways

Unparalleled

Unique / Distinctive

Drive engagement

Encourage interaction

Optimize

Improve / Make better

Agile

Fast / Adaptable

Hyper-growth

Rapid growth

Omnichannel

Multiple channels / Integrated

Customer-centric

Focused on customers

Thought leadership

Expertise / Industry insights

€ cognism
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