
Content design 
for impact & 
influence

Erica Jorgensen
Content Strategy Seattle Meetup
4/12/2023

© 2023 Erica Jorgensen



AKA
Managing conflict 
within product 
teams =)

Erica Jorgensen
Content Strategy Seattle Meetup
4/12/2023

© 2023 Erica Jorgensen



AKA
Go buy a book =)

© 2023 Erica Jorgensen



CS Meetup on 
social media:

@ContentSeattle

© 2023 Erica Jorgensen



What we’ll cover

THE BASICS

• What is content research? Why do it?

• What content should you run research on?

HOW TO DO IT

• Finding time

• Working with stakeholders 

• Sharing results & business impact
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Hold it right there
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GOHIO: Getting Our House in Order
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Get your content house in order
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• How do you define high-quality or effective content?

• How are you analyzing or evaluating content effectiveness?

• Do you have content standards or heuristics? Do your partners & 

stakeholders know about them?
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Get your content house in order
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In praise of plain language
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Sarah Richards
ContentDesign.London



In praise of plain language
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Readability
Guidelines.
co.uk
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In praise of plain language
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In praise of plain language
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Plain language is communication your audience
can understand the first time they read or hear it. 



Pro tip!
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If you use plain language, you may not need to 
run content research. 



Create clarity
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Yellowlees Douglas, Ph.D.



Check yourself
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David Dylan Thomas 



Check yourself
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• Confirmation bias

• Stakeholder bias

• Recency bias 



What is content 
research?
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What is content research?
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The process of obtaining direct feedback about your 
content from your audience (or a proxy audience) while
keeping your own biases in check as much as you can. 



What 
content 
could or 
should you 
research?
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• Terminology 

Validate your style guide or design 

system guidance

• Voice & tone 

Make sure it’s working

• Component library/content design 

guidelines

How were they developed?
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What 
content 
could or 
should you 
research?
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Specific user experiences

• Calls to action

• Product & feature names

• Product descriptions

• Your most important content that’s 

tied to revenue, customer acquisition, 

or customer retention or loyalty
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What is your most 
important content?
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Yep, it’s that can of worms again



So…how do you do 
content research?
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A. The scrappy way
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How do you do it?

Talk to your customer experience team!
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Customer experience data
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• Transcripts of customer service calls

• Chatbot analysis

• Voice of Customer surveys, interviews & dashboards

• Net Promoter Score* results

• Industry reports—Gartner, Forrester, Mintel
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Customer 
experience + 
content 
design
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https://www.nngroup.com/articles/customer-service-omnichannel-ux/
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How do you do it?

Customer interviews
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• Best for evaluating longer content
• Time consuming but very revealing! 
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How do you do it?

Comprehension: Cloze testing

32© 2023 Erica Jorgensen



B. Using an online 
research platform
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How do you do it?

UserZoom
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How do you do it?

UserTesting
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Prioritize the “why”
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Intuit.com tested “receipt capture” vs. “receipt snap” 
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= a preference test



Prioritize the “why”

37

Intuit.com tested “receipt capture” vs. “receipt snap” 
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Feedback:
Formal
Professional

Feedback:
Easy
Understandable
Friendly



Types of content 
research questions
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Types of research questions
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• Preference
• Naming
• Audience-specific
• Clarity/comprehension
• Actionability
• Completeness/Gap analysis
• Hedonic/emotional response
• Competitive analysis

Email me for quick guide about these: Erica@EricaJorgensen.com



Participant diversity
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Participant 
diversity: DEI 
& content 
research
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UserTesting’s current geographic reach
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Participant 
diversity: 
DEI & content 
research
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Sample content test
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Sample 
content test:
Zipline.com
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Tracey Vantyghem of Zipline.com



Sample 
content 
test setup
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Source: Tracey Vantyghem of Zipline.com, using UserTesting
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The “one-
two punch”
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1. Start with a quantitative question
(multiple choice, or scale question)

= the “what”

2. Follow it with an open-ended 
question to get qualitative feedback

= the “why”
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Quantitative results 
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1 qualitative response (yep, it’s long!)
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Content test results: Zipline.com
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Summary: 
This customer was so confused by the term “upper field” that they 
thought it referred to the top-most part of a computer screen or phone. 



Content test results: Zipline.com

© 2023 Erica Jorgensen 50



But wait, there’s more
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Some customers expressed concern that “upper field” was classist.

From Tracey:  
“To say these findings took the team by surprise would be an 
understatement. I posted the findings report to the company, 
and watched the head-exploding emoji reactions roll in.”



52© 2023 Erica Jorgensen



53

The change from “upper field” to “field 

leader” was rolled out across:

• The website

• Training documents

• Onboarding materials

• Help center articles
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$ $ $

Measuring impact

© 2023 Erica Jorgensen



Finding time
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Finding 
time

• Pace yourself! 

• Divide & conquer

• Create a backlog of test ideas

• Incorporate content research into 
your sprints or work planning

• Skip the office hours
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Stakeholder 
management
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Stakeholder management

• Map research to company & content team goals (KPIs)

• Loop in UX-adjacent teams—marketing, PR, social media—if your study’s 

results may affect them

• Use a RACI framework, it’s is your friend!
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RACI is not racy, it’s just helpful
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Your VIP stakeholder: UXR

• Make best friends with your user researcher(s)

• Bounce test plans off them

• Make sure they’re aware you’re doing research
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• YOU may be the person who created 

the content that’s being evaluated via 

research. 

So, BE KIND as you share test results.
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Stakeholder boundaries
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Showing impact
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Showing 
impact
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Showing 
impact
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Use content research to determine A/B test variables
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Sharing 
test 
results & 
impact
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https://articles.uie.com/three_hund_million_button/
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Math for 
content 
design 
impact

67

(Average cost per customer service contact)
X

(# of customer service calls prevented or reduced) 
X

Extrapolated time frame

= Impact your CEO will want to hear about
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Math for 
content 
design 
impact

68

$75 per customer service call
X
100 fewer calls/month thanks to improved content
= 
$7,500/month

Extrapolate:
X 12 months
= $90,000/year

= Impact your CEO will want to know about
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RosenfeldMedia
.com/books

Email me for the discount code good 
through May 31, 2023.
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Thank you!

© 2023 Erica Jorgensen


	Introduction
	Slide 1: Content design for impact & influence
	Slide 2: AKA Managing conflict within product teams =)
	Slide 3: AKA Go buy a book =)
	Slide 4: CS Meetup on social media:  @ContentSeattle
	Slide 5: What we’ll cover
	Slide 6: Hold it right there
	Slide 7: GOHIO: Getting Our House in Order
	Slide 8: Get your content house in order
	Slide 9: Get your content house in order
	Slide 10: In praise of plain language
	Slide 11: In praise of plain language
	Slide 12: ReadabilityGuidelines.co.uk
	Slide 13: In praise of plain language
	Slide 14: In praise of plain language
	Slide 15: Pro tip!
	Slide 16: Create clarity
	Slide 17: Check yourself
	Slide 18: Check yourself

	What Is Content Research
	Slide 19: What is content research? 
	Slide 20: What is content research? 
	Slide 21: What content could or should you research?  
	Slide 22: What content could or should you research?  

	Most Important Content
	Slide 23: What is your most important content? 
	Slide 24
	Slide 25

	How do you do content research
	Slide 26: So…how do you do content research? 
	Slide 27: A. The scrappy way 
	Slide 28: How do you do it?
	Slide 29: Customer experience data
	Slide 30: Customer experience + content design
	Slide 31: How do you do it?
	Slide 32: How do you do it?
	Slide 33: B. Using an online research platform 
	Slide 34: How do you do it?
	Slide 35: How do you do it?
	Slide 36: Prioritize the “why”
	Slide 37: Prioritize the “why”
	Slide 38: Types of content research questions 
	Slide 39: Types of research questions

	Participant diversity
	Slide 40: Participant diversity 
	Slide 41: Participant diversity: DEI & content research
	Slide 42: Participant diversity:  DEI & content research

	Quick example of a content test
	Slide 43: Sample content test 
	Slide 44: Sample content test: Zipline.com
	Slide 45: Sample content test setup
	Slide 46: The “one-two punch”
	Slide 47: Quantitative results 
	Slide 48: 1 qualitative response (yep, it’s long!)
	Slide 49: Content test results: Zipline.com
	Slide 50: Content test results: Zipline.com
	Slide 51: But wait, there’s more
	Slide 52
	Slide 53
	Slide 54

	Finding time
	Slide 55: Finding time 
	Slide 56: Finding time

	Stakeholder management
	Slide 57: Stakeholder management 
	Slide 58: Stakeholder management
	Slide 59: RACI is not racy, it’s just helpful
	Slide 60: Your VIP stakeholder: UXR
	Slide 61
	Slide 62: Stakeholder boundaries

	Calculating results and showing impact
	Slide 63: Showing impact 
	Slide 64: Showing impact  
	Slide 65: Showing  impact  
	Slide 66: Sharing test results & impact  
	Slide 67: Math for content design impact    
	Slide 68: Math for content design impact    
	Slide 69: RosenfeldMedia.com/books
	Slide 70: Thank you!


