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Aligning Content with Customer Needs and Search Intent 

Creating great content in the right formats is only part of the strategy. Equally important is 
what your content says and how it aligns with the needs, pain points, and search intent 
of your target customers. In other words, the best SaaS content meets the audience where 
they are: it addresses the exact questions they’re asking, in the moments they’re asking 
them. Let’s take a look at practical steps you can take. 

 

Start by clearly defining your ideal customer profiles and buyer personas. What roles do 
they have? What daily challenges or goals drive them? For instance, if you offer a project 
management tool, one persona might be a project manager struggling to coordinate a 
remote team; another might be an executive concerned with big-picture productivity 
metrics. Each persona has different pain points. Your content should speak to each of these. 
In fact, SaaS content often needs to educate multiple stakeholders. Make interviews with 
customers, talk to your sales team about common prospect questions, and monitor forums 
or communities in your niche. The insights will directly inform your content topics. 

 

Once you know the pain points, ensure every piece of content addresses one of them. If 
your customers often struggle with something, create content that helps solve that problem 
- or at least makes it easier. This approach is sometimes called “helpful content” or 
“solution content”.  

Let’s say your SaaS product is a customer support platform. A major pain point for your 
target readers - which are support managers - might be reducing ticket backlog or 
improving response times. So, you could produce blog posts like “10 Techniques to handle 
customer support backlogs”. Or you could create a webinar on “How to use automation to 
speed up customer support.” By thoroughly addressing the problem and offering practical 
advice, you build credibility. Prospects start to associate your brand with expertise in this 
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domain. Also one content study found that 66% of B2B marketers focus on providing 
useful information for their audience rather than pushing a direct sales message. 
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Next, match content to search intent. “Search intent” refers to the underlying goal a user 
has when they type a query into Google. Aligning your content to search intent is critical 
for SEO success which we’ll talk more about later. But it’s also about satisfying the reader.  

Search intent generally falls into four main categories:  

 

Informational intent refers to users who are looking for answers or general information. 
Navigational intent means they’re trying to find a specific website or page. Next, there is 
Commercial investigation which involves researching products or services before making a 
decision. And transactional intent indicates that the user is ready to make a purchase or 
take a specific action. 

At the attract stage, we are mostly dealing with informational intent. Users might search 
things like “how to organize team projects”. These indicate they want guidance or 
knowledge, not a product demo (yet). Your content’s tone and format should match that. 
For example, if someone searches “How to improve email open rates,” an informational 
blog post with a list of proven techniques will meet their intent. A page that is just a 
product sign-up for an email tool would not match: and would likely not rank well, nor 
satisfy the visitor. 

 

While we focus on the attract stage, it’s worth noting how content flows into later stages.  
So at the attract stage, your potential customer has just realized they have a problem or a 
need but they’re not looking for specific tools yet. They’re asking questions like “Why is my 
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team communication so messy?” Your job here is to create helpful, educational content 
that explains the problem and offers general solutions. If the customer becomes more 
interested, they move into the next phase: they now know what types of solutions exist and 
begin exploring specific options. At this point, content like case studies, product 
comparisons, or solution breakdowns becomes relevant. This helps them see how your 
product stacks up. 

Finally, once they’re nearly ready to make a decision, they’ll be looking for practical 
information like free trials, demos, or pricing: content that helps them feel ready enough to 
buy. 

By mapping content to this journey, you ensure you have relevant material for each step. 
For attract stage specifically, stick to awareness. You can mention your product as an 
example, but the content should stand on its own and be genuinely useful — even to 
someone who never becomes a customer. 

In summary, put yourself in your audience’s shoes, figure out what they’re trying to learn or 
solve, and create content that fulfills that need in a format that matches how they search. It 
sounds straightforward, but it requires research and continuous tuning. When you achieve 
this alignment, your content doesn’t feel like marketing at all to the audience – it feels like 
help.  

Now that we have covered the content side let’s turn to SEO essentials for SaaS. We’ll see 
how to ensure all this great content actually gets found by the people it's intended for. 
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