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Three elements

1. Build a strong foundation  
2. Foster champions and allies 
3. Keep content practices top of mind



1. Build from the foundation
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You’ve 
done 
the 
work
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Content strategy roadmap
1. Understand the organization and project business goals (stakeholder 

interviews, document review)
2. Understand the dynamics and goals of top-priority audiences 

(audience survey, personas and audience journey mapping)
3. Audit and assess existing website content
4. Analyze content from comparative/competitive organizations
5. Develop guidelines for content creation and publishing
6. Identify roles, lifecycles, workflow, and governance models
7. Facilitate the creation of a single, organization-wide taxonomy
8. Plan for content transformation and migration
9. Create a framework for content planning and marketing/promotions



However.....



Content strategy documents are 
aspirational
• They articulate what WILL be
• Just because you’ve written them down.... 
• Not everyone knows about them
• Not everyone remembers them
• Not everyone uses them



Putting content strategy 
into action

is about 
more than documents



Extending the roadmap
1. Understand the organization and project business goals (stakeholder interviews, document 

review)
2. Understand the dynamics and goals of top-priority audiences (audience survey, personas 

and audience journey mapping)
3. Audit and assess existing website content
4. Analyze content from comparative/competitive organizations
5. Develop guidelines for content creation and publishing
6. Identify roles, lifecycles, workflow, and governance models
7. Facilitate the creation of a single, organization-wide taxonomy
8. Plan for content transformation and migration
9. Create a framework for content planning and marketing/promotions

10.Determine staffing needs
11.Plan for training and communications



2. Fostering 
champions 
& allies



Why content 
strategy? 
What is 
content?



Products
Services
Programs
Research
Events
Advocacy
Information
Tools



Content is 
the way our work 

is manifested in the world



My Products
My Services

My Programs
My Research

My Events
My Advocacy

My Information
My Tools
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It’s about the people
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Effective content



Success before buy-in 

Find your 
champions Pilot Executive 

buy-in Policies



Find 
your 
allies
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Time for 
learning
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Then, executive buy-in

• “We have a problem”
• “I know how to fix it”
• “I know it will work”
• “I’d like your approval to move forward”



It’s OUR content
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Invite SMEs into the process

• “With you, not to you”
• Listen to their concerns, understand their goals
• Reinforce what they’re doing well now—and why it’s good
• Extend their good work with education
• Help them see/empathize with the audience
• Help see that collaboration and content reuse is a win-win



3. Keep content practices alive
or, how to help good content practices go viral



This book is 112 pages long!



• Chapter 1: Illinois Driver’s License  
• Chapter 2: Driver’s License Exams  
• Chapter 3: Drivers Under Age 21  
• Chapter 4: Traffic Laws 
• Chapter 5: Sharing the Road  
• Chapter 6: Driving Under the Influence (DUI)
• Chapter 7: Traffic Violations/Crashes  
• Chapter 8: Driver’s License Revocation, 

Suspension, Denial and Cancellation  
• Chapter 9: Roadway Signs 
• Chapter 10: Traffic Signals and Pavement 

Markings  
• Chapter 11: Safe Driving Tips 
• Chapter 12: Equipment for Safe Driving  
• Chapter 13: Owning a Vehicle 
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Fortunately, we 
don’t just hand 
out keys to a car 
along with this 
book













Content governance topics

1. Content lifecycle
2. Team structure and staffing
3. Oversight
4. Review processes
5. Authority
6. Success metrics
7. Content access levels
8. Taxonomy and Best Bets governance
9. Implementation plan



#WOCinTech Chat

Content 
strategy 

is an HR issue



Content work 
needs to be 
part of people’s jobs



Communications and training

• Provide regular reminders and updates
• Share successes
• Establish communities of practice (online + in person)
• Include content training in employee on-boarding
•Make content training part of employees’ professional 

development program



Make it easy to succeed



Make it impossible hard to do it wrong

• Create content request forms with required information 
about audience, measurable goals, and expiration dates
• CMS: headline length limits, automatic expiration dates
• Build in a review process that can’t be skipped
• Include the work in people’s job descriptions and what 

they are measured on



Use motivation science

1. Social incentives to change (peer pressure)
2. Immediate rewards (form habits)
3. Progress monitoring (highlight progress)



The first group of ComEd customers to 
get the reports, in 2009, reduced their 
electricity use by 2 percent.

https://www.chicagotribune.com/lifestyles/ct-xpm-2014-03-03-ct-energy-
comparisons-brotman-talk-0303-20140303-story.html

Social incentives 



Real-time 
feedback

By Dwernertl at the English Wikipedia, CC BY-SA 3.0, 
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Reward successes
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Bring the artifacts of your work to life

• Involve stakeholders in the solution
• Choose artifacts that brought the most insights

Bring the artifacts of your work to life

• Involve stakeholders in the solution
• Choose artifacts that brought the most insights

Our content strategy statement



Experience

Empathy



They can give an 
orga new purpose

49





YouTube Video



Make it fun

• Laminated card-size versions of your personas
• Scavenger hunts to find content ROT
• Jargon bingo
• Offer swag prizes – pens, stickers, etc. ßsneaky reinforcement
• Memes





People 
can be 
proud 

of their 
content 

successes
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Content strategy becomes 
part of how things work



Resources I mentioned
• How to sell content strategy to management: http://bit.ly/selling-cs-to-mgmt
• How does your CEO know your content strategy is successful: 
http://bit.ly/ceo-cs-success
• Content strategy roadmap: bit.ly/cs-roadmap2020
• Content governance topics: bit.ly/content-governance
• How to motivate yourself to change your behavior: Tali Sharot, 

TEDxCambridge: https://www.youtube.com/watch?v=xp0O2vi8DX4
• Content maturity assessment tool:
bit.ly/contentstrategy-maturity-assessment
• Content strategy study: bit.ly/assn-content-strategy-report
• Content staffing: https://bit.ly/content-staffing



Thanks, and please stay in touch!

• Contact me via email: hilary@contentcompany.biz

• Follow me on Twitter: @hilarymarsh

• Connect on LinkedIn: https://linkedin.com/in/hilarymarsh

• Subscribe to my newsletter: https://contentcompany.biz/newsletter/

• Join the content strategy community: https://content-strategy.com


