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Organizations that aren’t familiar with 
the term content strategy have a 
major blind spot – one that needs to 
be addressed as soon as possible. 
A website is more than just a collection of resources. It’s 
through an organization’s content that users and search 
engines can understand who they are, what they do, and 
what they can offer. The website – and the content on the 
site – is most likely going to be the first impression the 
organization makes on someone. Now, more than ever, an 
organization’s online presence is its brand. Content tells 
the story of a brand. How does an organization ensure it 
is telling the best version of its story?

A comprehensive content strategy is vital to 
ensure that content is relevant, timely, meaningful, 
and well-coordinated across an organization.

According to a 2020 Content Management and Strategy 
Survey completed by the Content Marketing Institute (CMI), 
the number one reason organizations don’t take a strategic 
approach to managing content is a lack of process. When 
lacking a universal content strategy, content can’t be used 
strategically to drive organizational goals. 

In this same study, 73% of marketers say they don’t 
have technology in place to manage their content. 
Organizations looking to utilize new technologies must 
always remember: you’ve got to walk before you can run. 
Machine learning recommendations and personalization 
won’t work without a foundation for clear browsing and 
search. Organizations can’t skip steps with content and 
expect success. 

Whether hoping to be more effective with content goals, 
or trying to prioritize content, a content strategy is a 
critical piece to sustainable success. In this guide, we will 
explain why organizations need a content strategy, what 
they include, when is the right time, and how to start.

Here are the four sections that we’ll cover:
1. Why You Need a Content Strategy
2. What is Included in a Content Strategy?
3. When is the Right Time to Address Content Strategy?
4. Where to Start When Creating a Content Strategy
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1. Why You Need a Content Strategy
The simplest way to put it: if an organization has an online 
presence, it needs a content strategy.
 
According to ASAE, content strategy encompasses all 
planning for the creation, publication, dissemination, 
and governance of useful, usable content across 
departments and functional areas. Executing a content 
model creates leverage with users by delivering what 
they actually want. After all, the ultimate goal of an 
organization’s content strategy is to better serve 
users. That said, content strategy greatly serves the 
organization itself. 

A content-centered approach drives conversion 
rate optimization. In fact, the number one tool in an 
organization’s conversion toolkit is their content. 

Content strategy, and a content-centered approach in 
general, allow organizations to:

• Help users connect to content
• Tell a consistent brand story across all channels
• Offer a robust search experience
• Create an accessible experience for all users
• Leverage content to build personas
• Understand the costs of creating content and the ROI

All of this is achieved through a deep understanding of 
audience combined with a full set of user data. 

Often, when content is produced, organizations skip the 
data piece. Data can be used to research topics before 
creating content and then later in evaluating content 
performance. Data allows for assumptions about user 

 
behavior to be tested and can help answer questions 
like: What is the current makeup of our website audience?  
Does our digital audience match our offline audience? 
Is our content being discovered? We outline additional 
questions like this and where to get started with content 
strategy data analytics in this blog.

All of these elements fit into a larger content strategy, 
defining what an organization needs to deliver to users, 
why users want it, how it can get done, when it should be 
published and who should write it. 

Not convinced? An organization needs a content 
strategy if any of the following apply. 

1. Content is the organization’s product.  
Associations fall into this category yet, according to ASAE “the 
management of a holistic, organization-wide content strategy 
is not yet common among associations.” Findability of content 
is one of the most common challenges facing content-heavy 
organizations, and when we see a problem with search, we know it’s 
actually starting with a content problem. Remember: if they can’t 
find it, it’s not usable. 

2. The organization is pivoting offerings during the pandemic era.  
Arts, Culture and Entertainment venues have had to shift from 
in-person programming to virtual offerings. These organizations 
have to be very exact about how they can deliver satisfaction now 
that their product has changed so dramatically. Content strategy 
could help by leveraging user profiles to offer suggestions for new 
offerings based on previously attended events.

3. The organization’s users expect personalized content.  
Users today want content curated for them – call it the Netflix-
ization of how we consume content. It’s clearly unreasonable to 
expect every organization to keep up with Netflix or Amazon, but, 
at the very least, evolution must be occurring. Technologies are 
changing and advancing quickly and organizations have to try to 
keep up with user and member expectations.
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2. What is Included in a Content Strategy?
“Content strategy is a large field with many facets,” says Adage’s VP 
of Strategy & Experience Design, Joe Post. “Like digital strategy, the 
content strategy umbrella covers a lot. Commonly, content strategy 
covers editorial vision, content goals and objectives, content governance, 
taxonomy, and classification. A typical content strategy will include search 
engine optimization, user-centered content, social media channels, and 
branding considerations like style, voice, and tone.” 

The main objective to content strategy is meeting users 
where they are. It starts with drawing them in and building 
trust, and ends with making an organization’s site the 
ultimate authority in its areas of expertise. Therefore, for 
a content strategy to be effective, it must include user 
needs and business goals; and for it to be successful 
user feedback, reviews, and data analytics are required. 
We’ve outline how to develop audience understanding in 
this blog.

With those goals in mind – and understanding there’s 
a lot of nuance here – for our purposes there are four 
overall deliverables that go into a content strategy effort.

1. Content Inventory
Taking inventory of content and documenting everything 
in an organization’s content universe is the backbone 
of content strategy. One must first know what they have 
before a process can be created to manage it. 

Content inventory is an accounting of every type of 
content living on a website. Like cleaning out a closet, the 
goal is to categorize content into keep, archive or update 
piles. Going page by page, the team working on an org’s

content strategy will capture and classify content into 
categories like this:

1. Page title
2. Section
3. Sub section
4. URL
5. Current template
6. Page blocks
7. Block level fields
8. Internal & external links
9. Download

We use a tool called Airtable that allows you to make 
linked records, creating a more realistic archive of 
content. Organizing content in this visual way allows 
people to see how they relate to each other. In doing 
so, the classifications of these pieces are dynamic, so 
organizations can bring content together in ways it hadn’t 
thought of before.

https://adagetechnologies.com/getting-started-with-content-strategy/
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During the content strategy process we also hold 
Content Collaboration Workshops which allow us to gain 
deeper insight into an organization’s existing processes, 
discussing things like:

• Content editorial flow
• Content scorecard
• Content mapping for personas
• Competitive landscape for content population

Reggie Smith, Director, Digital Products at AHIMA worked 
with Adage on content strategy for his company’s digital 
transformation, he said, “These workshops really just help 
to provide you and your team with time to think through 
some of these more complex problems that, to be quite 
honest with you, you’ll just never get the time to think 
through in your daily goings on. You’ll just never make that 
time. And while it seems like ‘oh this is a lot of time we’re 
devoting now,’ because it’s time boxed and goal oriented, it 
actually allows you to move faster than you would normally 
think. We actually implemented this workshop strategy 
across the rest of our website design and development 
process and it allowed us to move pretty quickly on 
spinning that up and getting everything launched.”

2. Content Governance Documentation 
Content governance is a documented process 
identifying every major touchstone in the content 
authoring workflow. When we talk to clients, we often find 
there is no consistent process for creating, publishing or 
tracking content. 

Content Governance:
• Creates a holistic view of content
• Defines roles and responsibilities
• Maps out a unified flow for all content production

Essentially, it ensures that when content is created 
considerations have been made for who will be 
interacting with the content, how it should be written 
and how it can be measured to confirm the content is 
performing well. 

Adage creates this documentation by rounding up all 
the content-producing teams into content governance 
sessions. We explore content governance flows with 
the digital product team, sales and marketing team, 
publications team, and subject matter experts – anyone 
contributing to published content for the organization. 
Working together with these groups is crucial to 
connecting all the different pieces of content and 
removing silos.

https://www.ahima.org/
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“These sessions can be challenging, but they really open your eyes to how 
some of your processes may be ineffective as it relates to making sure 
your content is unified through and through,” says Smith. “We discovered 
where things were disconnected, and where we could join content to 
departments. Those are some of the things you really start to tease out as 
you go through the process.”

Here’s an example output of a governance session:
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3. Content Guides
Content guides deliver a consistent approach to 
writing, which creates a consistent content experience. 
These are organizational guides to aid in the creation 
and display of content, providing the Who, What, 
Where, When and How of content creation inside the 
organization.

It can include things like:
• Content calendar
• Content gap analysis
• Voice and tone guide 
• Personalization strategy

Smith says the most important process for the AHIMA 
team was identifying the user they were writing for and 
identifying the need they were writing for. “We really 
wanted to be proactive, not reactive when creating 
our content. We wanted to make sure we could quickly 
spin up content for the right audience, test it with that 
audience and then confirm that we are producing the 
right things. This framework allows you to that in a 
consistent way that fits into your process and doesn’t 
disrupt things.”

Here is an example of a content guide:
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4. Taxonomy and Metadata  
Organizations need a strong taxonomy and metadata 
structure. They are the connective tissue that holds 
a website together, relating content to other content. 
Creating structure here means any content that’s 
created is considerate of who it’s for, how it’s written and 
how it connects to other, related content. 

Taxonomy and metadata is not just for humans to 
process and understand a website’s content, but 
machines as well.

Creating an interconnected model of content types, 
attributes and relationships lays the groundwork for 
enhanced content features – things like site search and 
SEO, rich snippets on SERPs, user personalization and a 
powerful recommendation engine. “You can’t get to some 
of the more advanced tactics you want to use – whether 
AI or machine learning – if you don’t do this work,” says 
Smith, “It’s one of those foundational steps that allow your 
organization to be scalable as it relates to content.” 

Building a solid foundation for site search and SEO allows site content to be 
ready for things like robust site search or to show up on Google knowledge 
cards. Organizations that fail to deliver taxonomy, ultimately fail to produce 
usable content for its users. 

Here is an example of Google’s Knowledge Graph:
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3. When is the Right Time to Address Content 
Strategy?
The short answer: big changes are the right time to 
address content strategy. Obviously that could mean a 
lot of things, so here are some examples of times we’ve 
worked with clients on their content strategy. 

Redesign
The most obvious time to create a content strategy. 
Redesigns require content migrations – a.k.a. moving 
all the content from an organization’s old site and CMS 
to a new location. The golden rule? Never complete a 
migration without thinking critically about every piece 
that’s coming with. Failure to do so is like moving an 
unpacked box from apartment to apartment, never 
opening it up to see what’s actually in there. We want to 
make sure we’re going through and understanding what 
we have. Especially when updating or redesigning a site, 
we need to know where and how to house content in the 
new CMS templates being developed. 

We also want to leverage the redesign as a pivot point. It’s 
an opportunity for organizations to actually change how 
they present themselves online and not just say “we’re 
going to take stock of what’s good and bring that with.” 

Site updates
Any time an organization is updating content templates 
in a meaningful way, it’s a good opportunity to address 
content strategy. Smaller updates, especially those 
looking for efficiencies or taking on new technology, are 
ripe for content strategy. 

New Revenue Goals
Organizations with new goals for converting users or 
selling more product absolutely should address content 
strategy. It can actually help to reach those goals faster. 
Remember! The number one tool in your conversion 
toolkit is your content. Content should be supporting 
commerce. 

Pandemic 
Any major event, like a global pandemic, might cause 
organizations to take stock in offerings, assets and 
strategy. Reaching customers becomes more critical 
during these difficult times, with all hands on deck it’s a 
good time for organizations to ensure their strategy is 
working for them not against them.
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4. Where to Start When Creating a Content
Strategy
Readers that have made it this far (and didn’t skip this 
section) understand the different pieces that make up 
a content strategy. With all those pieces of an effective 
content strategy laid bare, one might wonder, “Great, but 
where do I start?” 

1. Understand the audience.
“For a content strategy to be effective, it must include user 

needs and business goals,” says Post. As this is a vast 
undertaking, we’ve already written a blog about where to 
begin on these components. Here’s the cliff notes version:

• Map user journeys to understand what goals your
audience is trying to achieve

• Gather and review analytics to inform content strategy
• Create goal funnels and match content to these goals
• Don’t interrupt the user experience

2. Understand what content exists.
According the CMI 2020 survey, 71% of respondents 
reported their organization has undertaken a content audit 
and a content inventory. Organizations in that 29% percent 
minority: it’s time to catch up. Knowing what content the 
organization has is the quickest win available. Writing a list 
of types of content is a simple way to get the team started. 

3. Understand organizational goals.
Content strategy is not empty time, it’s all about efficiently 
offering content to users that will meet organizational 
goals, providing value on both ends of the transaction. 

Take time to gather and communicate the goals 
the organization is driving at. Here’s a few goals we 
frequently see associated with content:

• Increase upsells
• Improve member retention
• Generate membership leads
• Capture contact information

4. Gather the right people.
The content team is arguably the most important 
part of a content strategy. In some form anyone in the 
organization that produces content should be included 
in this work. This is critical to break down silos and form a 
unified content governance. Once the internal team has 
gathered, and the goals have been clarified, it might be 
time to bring in some help. 

Content strategy may not be an in house activity, 
especially for content-heavy organizations. It’s important 
to understand what the organization can take on and 
what activities require outside assistance. Contact a 
third party for partnership during this process. 

5. Dig in. 
Once the team has a shared understanding and vision, 
it’s time for the content inventory, content governance, 
content guides, and taxonomy and metadata. Refer back to 
these sections in this whitepaper, or reach out to Adage for 
help, an effective content strategy is within reach.

Have questions? Reach out to discuss your content strategy needs.
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