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What is the most important skill
for a content strategist?






The art of the interview



e Tell me about your role.

« What are your primary pain points with content?
(SYMPTOMS)

« Why do you think that’s the case? (CAUSES)

 What do you think will make this project a success?



e BE QUIET.

e If you have to take notes, ask permission. Use body
language to assure them you're listening.

 Don't finish their sentences.
 Don't try to relate.
e Don’t offer solutions or insights on the spot.

e “Tell me more about that.”



What is content strategy?



WHAT IS CONTENT STRATEGY?

CONTENT STRATEGY

Kristina Halvorson
Content Strategy for the Web






Topics

Formats

Channels

Calendar


http://www.crescendocontent.com/blog/a-15-point-checklist-for-writing-excellent-engaging-digital-content/

CONTENT STRATEGY!




Content design

Experience * Define
* Prioritize
Content .
Strategy Integrate

- Systematize

* Measure

Systems design



Content designh uses data and evidence
to give the audience what they need,
at the time they need it,

and In a way they expect.



What is our editorial mission?
Who are our target audiences?

What is our point of view?

Editorial

What brand and language standards
do we need to comply with?

What is our voice and tone?

What is our publishing cadence?



Experience

What are our users’ needs and
preferences?

What does our content ecosystem
look like?

What are our customers’ journeys?
What formats will our content take?

How will design patterns shape our
content on mobile and beyond?

What metrics will we use to measure
performance?



Systems design is the process of defining
the architecture, modules, and data for a system

to satisfy specified requirements.



Structure

How will we organize content for
browse-and-find?

What tags are most intuitive for users?

How will we categorize content for
efficient management?

How will we structure our content for
future reuse?

What are the requirements for
personalization, dynamic delivery, Al?



How will content move through its
lifecycle?

What tools will we use to create,

Process deliver, and maintain content?

How and when do we care for our
existing content?

Who gets to say “no”?



Editorial mission
Style guide

Messaging architecture

Publishing calendar

Taxonomy

Content models
Authoring interface
Content reuse

Content design

Experience

Content

Strategy

Systems design

Needs-based
personas

Page templates and
tables

Microcopy

Workflow and roles
Tools
Governance plan



Content strategy prioritizes and
Integrates the different activities that
Impact content quality.
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Point of View: Content Strategy
by Kevin Nichols



The “strategy” in content.



Vision
Mission
Goal
Strategy
Objective
Tactic

Target



Vision |deal future state

Mission What we exist to do

Goal Long-term measurable outcome

Strategy Key initiative to create meaningful change
Objective Shorter-term measurable outcome

Tactic Activity to achieve objectives

Target Metric for success



Specific
Measurable
Attainable

Time-framed

A goal must be:



Specific

Measurable .. endpoint for your

Attainable Organizaticn,
website, or product.

Relevant

Time-framed



What's your VMGSOTT?



Name these for 1. Vision
your organization, 2 Mission

team, or client.
ent 3. 2018 goals



You need to know.

And you get to ask for
clarification.



WHAT IS A STRATEGY?

STRATEGY




Where we’ll play: The first part

of your strategy statement
identifies where you'll focus
your efforts (e.qg. a platform,
channel mix, product, service)

How we’ll win: The second

part defines what general
activities you'll take within the
constraints of “where to

play” (e.qg. redesign, build,
consolidate, connect)



WHERE WE’LL PLAY
Our Help content will
deliver a consistently
delightful, always
satistying experience.
HOW WE’LL WIN



. WHERE WFE’LL PL,.AY
With our new website

redesign, we will
HOW WE’LL WIN

o deliver user-centered
This Is a strategy — GoAL#1

and a goal. content that increases
GOAL #2

leads and improves

sitewide user

satisfaction.



WHERE WFE’LL PLAY
Our About Us section

s this a strategy? will tell our company

This is half a strategy. story with engaging,
compelling content.

THIS IS: 1) SUBJECTIVE, 2) FAR FROM A
DIFFERENTIATOR, AND 3) LAME.



WHAT IS A STRATEGIC OBJECTIVE?

OBJECTIVES







“We must prioritize and conduct research
on our website audiences. We must create
a website governance plan to ensure
ongoing adherence to audience needs.”

“MN.gov will answer the top
state-related guestions for all
Minnesota citizens.”

e.g. if the objective Is to obtain research

http://www.investorwords.com/article/goals-vs-objectives.html



WHAT IS A TACTIC?




NOW! NOW YOU MAY HAVE ALL THE TACTICS!



...except these because they are not on strategy.




WHAT IS A SUCCESS METRIC?

SUCCESS METRIC




Bringin’ it back to content.



Here’s where
content strategy
SIts.

Articulate it. Then
own It.

Goal
This is shared with the larger organization—
our work must ladder up to a common goal.

Content strategy

What direction the [website/product/
marketing] content will and will not take to

reach the goal.

Objectives

What measurable, content-related
outcomes the team must work to achieve.

Tactics
Activities and tools the team will use to
complete their objectives.



NOW LET US DO THE
CONTENT STRATEGY




Four steps to awesome-r content

1. Kickoff: Right information, right team.

2. Situation analysis: Where are you going, and
where are you now?

3. Strategy: Where will you focus and integrate your
efforts ... and why?

4. Implementation: The planning, execution, and
evaluation of tools, tactics, and technology.



But first ... pre-kickoff.



Pre-kickoff meeting

1. Revisit project scope
2. Begin documentation dump

3. Review stakeholder participants



1. Revisit project scope

- informing goals, strategy
» Objectives

. timeframe

« budget

« Known risks and assumptions



2. Documentation dump

Strategy decks . Usability reports

Past redesign
. e Process maps
documentation

o Org charts
Site analytics 9

o JOb descriptions
Market research



3. Stakeholder participants

ROLES TYPES

* Project Owner * Strategic

e Decision-maker « Expert

e Champion * Implementer
* Influencer * User Proxy

e Deraller



TYPES

ROLES
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- How often should you update stakeholders?

- At what points do you anticipate needing their feedback?
- What’s the bare minimum they need to know?

- Do different stakeholders need to know different things?

- Can you provide updates through existing methods of
communication?

- Do different stakeholders need to be communicated with
differently?



1. Kickoff



During kickoff

“am ... my role is ... | expect this
project will solve/benefit/etc...”

Review project scope.

Clear up lexicon questions (e.g. “when
you say content ...”)

Explain document sharing system

Don’t try to answer questions you
don’t have answers to!



2. Situation Analysis



WHAT IS A SITUATION ANALYSIS?

SITUATION ANALYSIS




First: Situation
(or, “What’s happening?”)



You have many questions to answer.

. Mission, vision, related - Content audit
strategies . Technology audit

. Stakeholder interviews . Site analytics

. User research . SEO activities

. Competitor websites . Industry trends



You have many questions to answer.

Mission, vision, related - Content inventory

strategies . Technology audit

Stakeholder interviews . Site analytics
User research - SEQO activities
Competitor websites - Industry trends

Content ecosystem - Industry influencers



Audience (user) research






How do you find them?

o Individual interviews: an interviewer talks with one user (typically by phone)
for 30 minutes to an hour.

o Focus groups: moderated discussion (typically in person) that typically
involves 5 to 10 participants.

o« Customer feedback form: open-ended and/or close-ended information

provided by a self-selected sample of users, often through a feedback link,
button, form, or email.



How do you find them?

o True-intent studies: a method that asks random site visitors what their goal

or intention is upon entering the site; measures their subsequent behavior;
and asks whether they were successful in achieving their goal upon exiting
the site. This requires behavioral analytics capabilities on a website.

o Intercept surveys: a survey that is triggered during the use of a site or
application.

« Email surveys: a survey in which participants are recruited from an email
message.



Designing the research

We wonder ...This is the question you hope to answer
through user research.

We care because ... This is why the information is
Important to your project.

We assume ... This is what you assume to be true
based on your discovery work.

We know ... This is anything you feel confident you
actually know about users.



Do prospective
students
graduating from
high school care
as much about
money as their
parents do?

It affects who we
write financing
and financial aid
messages for
and where we
house that
information.

Parents who are
paying for
college care
more than their
children.

Kids who are
paying their
own way need
this information
to even consider
our school.



Design your research



We wonder ... We care because ... We assume ... We know ...

In this column, list the In this column describe how the In this column, list the In this column, list any related
questions you’d like to answer  answers to your research assumptions you’ve made data or conclusions you’ve
through user research questions will inform the related to each research drawn based on data and user

activities. strategy and recommendations. question. research




To make the best use of your time
and truly do just enough
research, try to identify your
highest-priority questions—your

assumptions that carry the
biggest risk.

- Erika Hall




Content ecosystem map


















Sketch your ecosystem



Content inventory



Reasons to do an inventory

Build a business case for content strategy
Prepare for re-architecting the website
Prepare for content migration

Determine content ownership

ROT analysis















ANALYSIS
(or, “What does it all MEAN?")



A findings report is a record of all the
information you learned during discovery.

A situation analysis summarizes your
thinking about your findings, highlighting
what’s important and why.



Now you must

. 1. Goals that will inform the strategy
COI"IfII"m, 2. Prioritized audiences

decide, and/or 3. Which inputs will inform strategy
. (and which will not)
align on ...



Let’s try this framework!












WEAKNESS THREAT (or, risks)



3 weaknesses = many opportunities



What content is currently performing . What content is underperforming or

well (analytics, user feedback, ROTting? Why?
competition)? Why?

- How is the content failing to meet user
Where are things optimized for the needs or business/team objectives?
current environment (content, tools, .
workflow)? How do you know? - Where are there disconnects among

stakeholders? Why?
Where is the organization aligned on

content purpose and priority?
STRENGTHS  WEAKNESSES

OPPORTUNITIES | THREATS

Where are the key areas of content-
focused efforts you see providing the
most value to your users? Why?

. If you don’t take action on these key
opportunities, what are the risks?

- What information are you missing that
you should have prior to making
decisions on strategy?

Where are the key areas of content-
focused efforts you see providing the
most value to your business? Why?



Here Is your
analysis outline!

1. Project scope and purpose
2.Business/team goals
3. Priority audience needs

4.Themes (e.g. outdated CMS, lack of
resources, no user research, competing
priorities), to include:

«S,W,Oo0rT
« Proof points
 Risk of not addressing

5. Recommended next steps (e.qg. get
research, complete full content audit,
move forward with setting strategy)

6. Sign off
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3. Setting Strategy



Here’s where
content strateqgy
SItS.

Goal

This is shared with the larger organization—
our work must ladder up to a common goal.

Content strategy

What direction the [website/product/
marketing] content will and will not take to
reach the goal.

Objectives

What measurable, content-related
outcomes the team must work to achieve.

Tactics

Activities and tools the team will use to
complete their objectives.



WHAT IS AN OBJECTIVE?

OBJECTIVES

*And they MUST align with strategy. BOOM.



Example:

Strategy: We will build a new

. . website from the ground up,
ObjeCtIVQS dlre putting user satisfaction at the

milestones i your center of our efforts.

strategy that mark
Progress towards Objective #2: Audit content
yOour goal. across all properties.

Objective #3: Define CMS
business requirements.

Objective #1: Conduct rigorous
user research.



First: In x timeframe, we’ll:

a. |address weakness or pursue
opportunity

Strategy b. by following this path, so that
statement. c. we’ll achieve this (or these) goals

Create your



Based on strategy, priority projects and/
Then: or activity outcomes during x timeframe
will be:

Create your a. project/activity

Strategy b. project/activity
ObjeCtiveS. C. project/activity



Example

Goal: By 2020, we will rank in the top 3 of car insurance
companies as rated by [whatever institution does that].

Strategy: In 2018, we will improve brand perception by
rebuilding our website, putting user satisfaction at the center of

our efforts.

Objective #1: Conduct rigorous user research.
Objective #2: Audit content across all properties.

Objective #3: Define new platform business requirements.



Now you.



4. Implementation and evaluation



Project prioritization
scorecard



WHAT IS A TACTIC?




NOW! NOW YOU MAY HAVE ALL THE TACTICS!



...except these because they are not on strategy.







Messaging framework









Voice and tone












Before you write for MailChimp, it's important to think about our
readers. Though our voice doesn’t change much, our tone adapts
to our users’ feelings. This guide will show you how that works.

© 2016 The Rocket Science Group







Documenting content
requirements



Extension of the content wireframe to provide more
specific details for SMEs, stakeholders, and writers.

In addition to directional content and messaging,
can include any items that are helpful to your
writers, stakeholders and SMEs, publishers, etc.

Use to get alignment on page contents from
stakeholders and SMEs before writing begins.

Gives writers the context they need to create on-
strategy content.

Lets stakeholders let go of the words and focus on
completeness, accuracy, and overarching
messages.

Can be built to fit your process — from a Word
document, to a tool like Gather Content, to right
there in the CMS.

Page Title

Template

Meta Description

Primary User Story

User Questions

Proof Points

Priority 1

Component:

Priority 2

Component:

Priority 3

Component:

Content Owner/SME

Maintenance Schedule

Questions/Considerations




Annotated
wireframe

We're in <Location>

Location landing page

Objective: Introduce prospective clients in the <location>
area to the services offered, industries served and give them
confidence we can help them with their needs.

1 - Short introduction to the location that’s focused on how
we help companies attract and retain clients for long-term
engagements.

2 - Overview of the services offered through the location.
Each service includes a straightforward headline and a one-
to-two sentence client benefit-focused summary of the
service. Headings are linked to the service detail pages.

Only services available through the location should appear.

3 - Listing of the industries this location has specific
expertise in. Each industry item includes a straightforward
name like Healthcare and a one-sentence description of our
expertise. Items are linked to the industry expertise pages.

Only industries for which this location has expertise should
appeatr.

4 - Up to two case study teasers for clients who do
business with this location. Each teaser should contain the
company name and logo and a short value-proposition-
focused description of the results we helped them achieve.

Only case studies for this location should appear.
5 - CTA to get in touch with the solutions manager to

discuss their specific needs and determine whether it makes
sense to partner.



Content review tools






FOR SMES

FOR WRITERS AND EDITORS



Measuring success



WHAT IS A TARGET?

TARGETS




CONTENT PRIORITIES



Business KPI

Content Objectives

List a KPI or business goal you
can influence with content:

Metric

List up to three content objectives that will help you influence the goal or KPI you listed:

List things you can measure to
determine whether content is

influencing the KPI.

Type Method(s) Frequency

Indicate whether this is a List the method(s) you'll use to | Note how often you’ll collect
quantitative or qualitative gather data on this metric. this data.

measurement?




Congratulations!

You can do content
strategy now.



GO DO IT!

KRISTINA@BRAINTRAFFIC.COM


mailto:KRISTINA@braintraffic.com?subject=

