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Hello. It’s me.  
I’m here to 
tell you all 
about content 
strategy.
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A refresher …
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Content strategy helps organizations provide 
the right content, to the right people, at the 
right times, and for the right reasons. 
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• Functional strategy and goals

• Priority user needs and preferences

• Governance framework

• Measurement 



• How will content move through its 
lifecycle?

• What tools will we use to create, 
deliver, and maintain content?

• How and when do we care for our 
existing content?

• Who gets to say “no”?



• What is our editorial mission?

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

• What are our voice and tone?

• What is our publishing cadence?



• How do our users’ needs inform 
content requirements?

• How do words shape the user 
experience?

• What formats will our content take?

• How will users move through our 
content ecosystem?



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

• How will we categorize content for 
efficient management?

• How will we structure and tag our 
content for future reuse?

• What are the requirements for 
personalization, dynamic delivery, AI?
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What happens when 
you don’t build in 
content strategy
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A LOT OF REALLY 
ORGANIZED CONTENT 

NO ONE NEEDS OR 
CARES ABOUT

AMAZING FLOWS AND 
INTERACTIONS FOR 

CONTENT AND TASKS 
THAT DON’T MATTER

CONTENT FEATURES 
THAT CANNOT BE 
MAINTAINED AFTER 

LAUNCH

NO FRAMEWORK FOR 
SAYING NO TO IDEAS 
THAT DON’T MAKE 

SENSE
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7 tools and templates
1. Content audit 

2. The stakeholder matrix 

3. Strategic alignment workshop 

4. Insights engine 

5. Hero’s journey 

6. Capabilities and roles assessment 

7. Measurement framework
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#1: Content audit
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Content audit
Use to validate 
assumptions about 
what’s going on with 
your content 
quantitatively.
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Hypothesize what’s wrong

The majority of the content on your site is 
for <audience a>, but you’re really trying 
to increase sales with <audience b>.
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There’s a disparity between the content 
people actually use and the content we 
spend time and resources creating. 
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Hypothesize what’s wrong
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The content doesn’t reflect your voice 
and tone.
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Hypothesize what’s wrong
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You think there’s a problem with your 
meta descriptions—your content ranks 
pretty high, but people don’t click.
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Hypothesize what’s wrong



Great Plains IABC#

Your calls to action are weak or missing 
altogether.
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Hypothesize what’s wrong
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Your content is out of date.
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Hypothesize what’s wrong
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Your content is hard to read and use. It’s 
long, overly complicated, unstructured, 
and unorganized. 
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Hypothesize what’s wrong
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Your customers can’t find self-service 
information and customer support is 
overwhelmed with calls and emails.
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Hypothesize what’s wrong
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Look at the content itself
Examples of things you can review 
objectively: 

• Who is the content for? 

• Is it written inclusively? 

• What is the purpose of the content? 

• Is the content up to date? 

• Is it optimized for SEO 

• Are there broken links or links that go to 
the wrong place? 

• Is there a call to action? 

• Is it following our voice and tone? 

• Are standard web content best 
practices, including accessibility, being 
followed?
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Define your criteria.
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Look at data about the content
Collect and analyze data like: 

• How do people arrive at our site? 

• What pages are viewed the most? 

• What do people search for on the site? 

• Are our users more likely to use navigation or 
search to find information? 

• What paths to people take through our site? 

• Do people click on our calls to action? 

• How do visitors get to our site?
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Define what you hope to learn.
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Document what you learned, 
why it matters, and what you 
could do next.
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#2: Stakeholder matrix
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Engaged stakeholders
The key to a successful content strategy project

BLOG.WINSPIREME.COM
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http://blog.winspireme.com
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Who are they?
ROLES

• Project Owner 

• Decision-maker 

• Champion 

• Influencer 

• Derailer 

TYPES

• Strategic 

• Expert 

• Implementer 

• User Proxy 
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#3: Strategic alignment 
workshop
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Get the right people in the room
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THIS IS LESS AND LESS 
TRUE. WHICH IS 

FANTASTIC.
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Make a plan
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Alignment can be hard

FACILITATORS’ GUIDE TO PARTICIPATORY DECISION MAKING
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#4: User understanding  
matrix
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What do we hope to learn?
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ATTITUDES AND BELIEFS

CONCERNS

EXPERIENCES

BEHAVIORS

MOTIVATIONS
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Put it on paper
• 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.
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User understanding matrix
40
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Add in risk when you need to prioritize …



Great Plains IABC# 42

We wonder We care because We assume We know Risk

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 that 
information lives and 
is linked to on our 
website.

Parents who are 
paying for college 
care more than their 
children and kids 
paying for their own 
need that information 
to even consider our 
school.

We don’t have any 
definitive data. High
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#5: Hero’s journey
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Learn your 
users’ stories
• What prompts them? 

• Who or what do they look to for help or information? 

• What stands in their way? 

• What do they learn or do? 

• How is their situation changed? 

• What do they do next? JOSEPH CAMPBELL, THE HERO WITH A THOUSAND FACES
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1
2 Caleb headed to Google to 

do some research. He found 
a lot of organizations that 
worked with homeless 
youth, but wasn’t sure what 
one(s) he wanted to give to.

Caleb was shocked to learn 
from a story on the news that 
there are more than 6,000 
homeless youth in Los 
Angeles. He decided he 
wanted to donate some of his 
graduation money to help.

He found two organizations, My Friend’s Place and Covenant 
House, that focused on serving homeless kids. He asked his 
mom, who volunteers at a food shelf and clothing donation 
center, what she knew about the organizations he found. She 
had heard of both of them, and was partial to Covenant House 
because of its religious affiliation. That wasn’t as important to 
Caleb, but he valued his mom’s opinion.
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Caleb decides to give some of his graduation money to My 
Friend’s Place and goes back to their site. There’s a pretty clear 
link to donate, so that part is easy. But, he’s never made a 
charitable donation before and he’s not really sure about some of 
the logistics and has some other questions. What does it mean 
to make a designation? Can he just make a one-time donation or 
will they keep charging his card? Will they keep him informed 
about how his gift is making a difference? 

Caleb decided to take a closer look at Covenant House and My Friend’s 
Place before he decided. So, he went to their website to find out more. He 
really liked that My Friend’s Place partnered with a vet to help homeless 
youth take care of their pets. It was also cool that one of their counselors 
used to be a client and now works there full time. And they do really 
awesome things like help kids develop musical talents and make money 
off their art. Covenant House was a good organization, too, but My 
Friend’s Place inspired Caleb … he thinks he might also want to volunteer.
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Caleb finally gets through 
the online donation form 
and decides to make a one-
time donation to the general 
fund. He also signs up for 
the donor newsletter and 
follows My Friend’s Place 
on twitter to keep up on 
what they are doing with his 
donation.

7Caleb starts the online donation process, 
but needs to stop it and start it a few 
times to get the answers to the questions 
he has about one-time or recurring 
donations and donations to a specific 
program vs. the general fund. He does 
find all the information on the website, but 
it’s pretty frustrating. He almost gives up, 
but is worried he won’t ever go back and 
do it and will spend the money on 
something else.
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Caleb didn't really believe his mom when she 
told him about that givers’ high some people 
get, but making a donation felt great. The 
next week, he saw on Twitter that My 
Friend’s Place was looking for volunteers to 
help out with the annual Count the Homeless 
night in LA. Caleb signed up and got a 
couple of his friends to join him. When Caleb 
is home from college on breaks, he plans to 
volunteer at My Friend’s Place, too.
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Boil it down
48

As a                                 
I need                               
so that I can                  .   
       

young person new to charitable giving looking for 
ways to make an impact on youth homelessness in 
my community

to know how My Friend’s Place 
programming makes a difference in the 
lives of homeless youth

decide whether to make a 
gift to My Friend’s Place or 
another organization.
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#6: Capabilities and 
roles assessment

49



Great Plains IABC#

Characteristics of optimized processes 

50

• You have documented processes with associated standards, guidance, training, and 
enablement easily accessible for the entire content lifecycle. 

• You have the right people, with the right capabilities are empowered and enabled to do the 
right work.

• Everyone involved with content understands their role and responsibilities and there are 
mechanisms of accountability for those responsibilities.

• You have just enough process to efficiently plan, create, measure, and maintain on-strategy 
content.

• You have built experimentation, iteration, and collaboration into your processes.
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Characteristics of optimized processes 
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• You have documented processes with associated standards, guidance, training, and 
enablement easily accessible for the entire content lifecycle. 

• You have the right people, with the right capabilities are empowered and enabled to 
do the right work.

• Everyone involved with content understands their role and responsibilities and there 
are mechanisms of accountability for those responsibilities.

• You have just enough process to efficiently plan, create, measure, and maintain on-strategy 
content.

• You have built experimentation, iteration, and collaboration into your processes.
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#6: Measurement 
framework
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Measurement definitions
• KPIs: How an organization determines, with data, whether it’s meeting its goals. 

• Objective: How a tactic should influence a KPI. 

• Metric: How you determine whether an objective influenced a KPI.

54

ENGAGEMENT IS NONE OF THESE THINGS.
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Repeat after me …
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I am so freaking smart.
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Questions 
before I 
go?

60


