The Content Triangle In Practice

Version A (Misaligned) vs Version B (Aligned) — Baby Bath Kneeler

The product is identical in both versions. The price is the same. The keyword set is broadly the same. What changes is
whether Content, Creative, and Visibility are working together — or pulling in different directions.

VERSION A — The Misaligned Triangle

Each element is doing something. None of them are doing the same thing.

amazon.co.uk baby bath kneeler

Baby > Bath > Bath Support & Seats > Baby Bath Kneeler

Baby Bath Kneeler Foam Pad Waterproof
Non Slip Thick Cushion Bathtub Knee
Mat Elbow Rest Support Bath
Accessories

m CONTENT: Title targets broad budget searches while pricing is premium.
Wrong buyer attracted from line one.

O0000Om 4.1 1,243 ratings

£24.99

In Stock

CREATIVE Main image is plain product-on-white. No lifestyle context, no parent, no baby. Buyers cannot picture themselves using
it. Looks identical to every other kneeler in the category.

BULLET POINTS

Bullet 1 THICK FOAM PADDING — Extra thick 3cm foam provides comfort during bath time. Non-slip base
keeps mat in place. Suitable for all standard bathtubs.
m |SSUE

CONTENT Describes physical attributes only. Does not address the parent's actual concern — protecting their knees during a

stressful task with a slippery baby.



Bullet 2

Bullet 3

CONTENT

Bullet 4

VISIBILITY

Bullet 5

WATERPROOF MATERIAL — Made from high quality EVA foam. Easy to clean, simply wipe down
after use. Dries quickly. Available in multiple colours.

UNIVERSAL FIT — Compatible with most bathtub styles. Compact design for easy storage.
Lightweight and portable.
m ISSUE

'Universal fit' and ‘compact design' are filler phrases. No real buyer concern is being answered. Space wasted.

GREAT GIFT IDEA — Perfect for new parents, baby showers, or as a thoughtful present for
expecting mums. Makes a lovely gift.
m ISSUE

Targeting gift-buyers contradicts the premium self-purchase positioning. Confuses Amazon's systems — including Rufus
— about who this product is for.

INCLUDES STORAGE BAG — Comes with a handy mesh storage bag for easy drying and
bathroom organisation.

A+ CONTENT

Headline

Module 1

Module 2

Module 3

A+
CONTENT

Premium Baby Bath Kneeler — Quality You Can Trust
m ISSUE

Premium Materials — High density EVA foam. BPA free and safe for the whole family.
m ISSUE

Modern Design — Contemporary styling to complement any bathroom. Available in grey, navy, and
mint green.
m ISSUE

Customer Favourite — Over 1,000 five star reviews. Trusted by parents across the UK.

Modules focus on materials, aesthetics, and social proof. None address the emotional purchase driver. Tells a
completely different story to the title copy.

The title targets broad, budget-conscious search terms while the product is priced at the premium end.
Keywords attract the wrong buyer from the first line. Bullets describe physical specs rather than the real
purchase motivation: making bath time safer and less painful for a tired parent with a slippery baby. The
words are not speaking to anyone specific.

Plain product-on-white shot. No lifestyle context, no parent, no baby, no bathroom setting. The buyer
cannot picture themselves using it. For a product that sells on emotion and reassurance, the image is
doing none of that work.

The keyword strategy is inconsistent. The title targets value-led searches. One bullet targets gift-buyers.
A+ Content targets design-conscious consumers. Amazon's systems — including Rufus — receive three
different signals about who this product is for.




Traffic arrives from the wrong searches. The image does not stop the scroll. The bullets do not answer
the real question. The A+ Content adds length but not persuasion. Each element is doing something.

None of them are doing the same thing.




VERSION B — The Alignhed Triangle

Content, Creative, and Visibility telling the same story to the same buyer.

.co.uk baby bath kneeler

Baby > Bath > Bath Support & Seats > Baby Bath Kneeler

Baby Bath Kneeler with Elbow Rest —
Extra Thick Knee Pad for Parents,
Non-Slip, Waterproof, Fits All Baths

[0 CONTENT: Title leads with parent benefit and identifies the buyer immediately.
Keywords target parent-comfort searches, not generic budget terms.

0000w 4.1 1,243 ratings

£24.99

In Stock

CREATIVE Lifestyle main image shows the product in use. Parent, baby, real bathroom setting. The buyer sees themselves
immediately. Stops the scroll and communicates premium positioning before a single word is read.

BULLET POINTS

Bullet 1 KINDER ON YOUR KNEES AND ELBOWS — Extra thick 3cm memory foam means bath time does
not have to hurt. Parents report significantly less discomfort during longer baths.
0 ALIGNED

CONTENT Opens with the parent's actual pain point — not the product spec, but the problem it solves. This is the question the
buyer was asking when they typed the search.

Bullet 2 STAY FOCUSED ON WHAT MATTERS — Non-slip base grips wet surfaces so you can concentrate
on your baby, not on shifting to find a comfortable position.
0 ALIGNED

CONTENT Speaks directly to the anxiety of bathing a young baby. Reassurance, not product attributes. The buyer feels

understood.
Bullet 3 EASY TO KEEP CLEAN — Waterproof EVA foam wipes down in seconds. Includes mesh storage
bag for quick-drying. No mould, no hassle.
0 ALIGNED
Bullet 4 FITS ALL STANDARD UK BATHS — Designed to UK bathtub dimensions. Non-slip base works on

enamel, acrylic, and steel surfaces.
0 ALIGNED



Bullet 5 TRUSTED BY UK PARENTS — Over 1,200 verified reviews from UK buyers. Recommended by
parents of newborns through to toddlers.

0 ALIGNED
Headline Bath time should be a pleasure. Not an ordeal.
0 ALIGNED
Sub-head Most parents do not think about their own comfort until their knees are already aching. This kneeler

was designed for the bath you give every single night.
0 ALIGNED

Module 1 Designed for real bath times — Extra thick foam built for the length of a proper baby bath. Your knees
will notice the difference.
0 ALIGNED

Module 2 Stays put on wet surfaces — Non-slip base tested on enamel and acrylic baths. Grips even when wet
and soapy. One less thing to worry about.
0 ALIGNED

Module 3 Clean in seconds — Waterproof surface wipes clean after every bath. Mesh bag included for drying.
Ready again by bedtime.

O ALIGNED
A+ Every module speaks to the same parent who read the title and bullets. Headline mirrors the emotional positioning.
CONTENT Three modules answer the three questions a parent actually has. The story is consistent from title through to A+

Content.

Title identifies the buyer immediately and leads with benefit rather than specification. Keyword set
targets parent-comfort searches. Every bullet addresses a real concern in the order a parent thinks

about it: will it hurt less, will | feel safer, is it practical, does it fit, can | trust it.

Lifestyle main image — parent and baby in a real bathroom. The buyer sees themselves in the image
within the first second. Secondary images build confidence progressively rather than showing a product
on a white background with no context.

Keyword strategy targets a single clearly defined buyer: a parent looking for comfort and reassurance.
The same positioning runs through title, bullets, and A+ Content. Amazon's systems — including Rufus
— receive a consistent signal throughout.

The product has not changed. The price has not changed. The keyword set is broadly the same. What
has changed is that every element is now telling the same story to the same buyer. Content, Creative,
and Visibility are pointing in the same direction.
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