
CONTENT STRATEGY FOR EDITORS

Teresa Schmedding • Rotary International • managing editor
@tschmedding

ACES • 2018



TODAY’S  AGENDA

• Strategy

• What you need to know to edit

• Understanding needs

@tschmedding



WHAT IS CONTENT STRATEGY?

“Planning for the creation, delivery, and 
governance of useful, usable content.”

Kristina Halvorson, Brain Traffic

@tschmedding

https://twitter.com/halvorson
http://braintraffic.com/


EDITOR’S ROLE IN CONTENT STRATEGY?

You need to balance editing art and science 
to strategically deliver words that get 

people to take some form of action.



WHAT EDITORS NEED TO KNOW

1. Brand voice

2. Goal

3. Target audience

4. Content path

5. Keyword research



1. BRAND VOICE

• is the personality of an
organization

• how you talk about
yourself

• what your mission is

Salesforce
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Brand voice example

• Apple: innovative, cool, 
easy
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Brand voice example
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What you should do

• Ask for it

• Research on your own
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2. GOAL OF CONTENT

• Attract a larger audience

• Awareness

• Action

• Allies
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3. TARGET AUDIENCE

• Who do you 
want to draw?

• Who needs
your content?
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Get specific information

Your audience can’t be everyone or 
it likely will be no one. Find out:

• characteristics

• goals

• behavior

• lifestyle

• demographics

@tschmedding

Alysha is 25, single, 
lives in metro area, 
wants to be a better 
editor, likes to hike, 
worries about the 

environment



What you should do

Require content creators to write 
one or two sentences at the top of 
the content to explain why the 
content was created and who the
audience is.
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Edit with two critical questions

1. What are your goals for this piece 
of content?

2. What one thing should your 
audience take away?

@tschmedding



Edit with two critical questions

• Every story should answer one or both of those questions.

• Every paragraph should serve one or both of those questions.

• Every word should reflect one or both of those questions.
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Words get in the way

• More words = 
more information 
to process

• Less focus on 
what’s important
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Words get in the way

Every word not focused on those Qs targets is a barrier.
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4. NEED TO UNDERSTAND CONTENT PATH

• Blog post > free ebook > email subscription > smart 
autoresponder > relevant offer

• YouTube video > email subscription > content library > 
inexpensive product > more expensive service

• Facebook ad > Messenger chatbot > white paper > email 
subscription > webinar > appointment > client contract
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What you should do

• Ask for it

• Edit content
to fit it
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Content path example
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Website is execution point, not 
where persuasion starts



5. KEYWORD RESEARCH

Think critically about how people searching for your content will 
react to it. Not all keywords are created equal.

• Target a specific audience 

• Answer their needs*
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Search, keywords is nuanced
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Listen (carefully) to your audience

When you learn how your 
audience talks and what their 
needs are, can you create/edit 
content, headlines, subject lines, 
social posts that will rise to the 
top

“True masters of
search engine 

optimization are 
masters of listening 

and empathy.”
- Jerod Morris
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What you should do

• Ask for it

• Research audience and
parrot words

(More on audience research

at http://bit.ly/TMSaudience)
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*NEEDS

You cannot be a 
communicator without 
understanding 
behavioral psychology, 
human emotions

@tschmedding @tschmedding



All content must fulfill a need
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Maslow’s hierarchy of needs

Motivational 
theory in 
psychology 
comprising a 
five-tier model 
of human 
needs
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Maslow’s hierarchy of needs

Words need 
to fulfill basic 
psychological 
needs
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Example

You work for a 
new restaurant. 
How would you 
tailor content to 
fit needs?
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Need fulfillment

Why ‘lists, how, why, 
you’ stories and 
headlines draw traffic
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Bonus round: Formula for persuasive copy

1. What I’ve got for you

2. What it’s going to do for you

3. Expand on #1

3. Who am I?

4. What you need to do next
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DO NOT FORGET

• Content marketing is the execution of your content strategy. 

• You cannot edit without it.
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