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TODAY'S AGENDA

* Strategy
- What you need to know to edit

- Understanding needs
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WHAT IS CONTENT STRATEGY?

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

Kristina Halvorson, Brain Traffic



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

Brand voice
Goal
Target audience

Content path

GRS

Keyword research
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ELEMENTS TO DEFINE
A Brand’s Voice and Tone

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

MacBook

 Apple: innovative, cool,
easy

AirPods

Wireless. Effortless. Magical.

B

e
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Brand voice example

E S S E N c E REINEORCE OUR REASON otary brings together s from all continents, cultures,
an ideas and take action for
FOR BEING >

REFLECT OUR BELIEFS AND
VALUES BEHAVIOR

COMMUNICATE IN OUR VOICE




INSPIRING

We find las
at home

rld, we encour;

mmunications

BUT NOT...

Knowledgeable
Perceptive
Confident

Thoughtful
Sincere
Engaging

Bold
Purposeful
Courageous

Upbeat
Hopeful
Visionary

@tschmedding
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What you should do

« Ask forit

- 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?




Get specific information

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

« characteristics

goals
behavior
lifestyle
demographics
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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.

WHAT'S THE POIN

@tschmedding
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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?
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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.

cut 1t
ot/
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Words get in the way

e More words =
more information
to process

» Less focus on
what’s important




Words get in the way
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Every word not focused on those Qs targets is a barrier.

1. NO SCROLLING o

Keep all contert 2
about a subject O
on 1 handout page,
1 slide, or 1 screen.

2. BECLEAR
Confusing
presentations lead to
confused students.

R it

3. AVDID SLIDE SHOW
BELLS & WHISTLES
Students should
remamber the content,

not the fancy transitions.

4, ELIMINATE THE

Dcmradd text to & slide

5. FRONTLOAD VOCABLILARY
Provide definitions of

difficult vocabulary
before leamers begin
reading.

Y0

i HOW TO REDUCE COGNITIVE OVERLOAD

16. INTRODUCE
UB..ECTNES

Students should know
what they should
know.

17. CHUNK INTO
CATEGORIES
Break content into

E.MINIMIZE NOIS '5-{.?;

Durir

1hE-l:l o I %\
[ 'I_J-hlllllrlu lifmia, = M
r.

T. HIGHUGHT IMPORTANT COMTENT

10, INTRODUCE NEW CONTENT WI'I'H"-"IECI

Support kids' understanding

by giving an ovenview of what a
iz 1o be learned. Use videaos from
Youtube, BrainPOP, & Scholastic
Study Jams. (Source: Rachael Parlett)

e

11. DELIVER IT SLOW, CHOP IT DOWN H‘ "infio o
If the info Is complex, reduce the | irdkas Present “info. in 2 Walys—

m'.p- th.anT thing to remember.”

amount of content & slow your

for example, by showing

smaller categories. For
example,"The American
& French Revolutions
could have similariti
differences . .. Specific
-"-pirs could have

/TB_C hur?hl

B F’HEMDE AN WWE DFIMHE‘.ER

} 12. EASY-BAKE IT!
Ta ke complex info and

or analogy.

9. DEMOMSTRATE

animage and talking
about it." (Source: Petra J.

Lowis) ol
15. AVOID THE TYRANNY OF CONVERAGE

Don't think of filling up class time by
as much info as you can. Just focus

presenting
on key ideas.

13. TELL A STORY
Narratives
make lectures
maore sticky.

DMH‘LEN PFIDEILEMS

WHAT IS COGNITIVE

contentor

R

on working memory when we leam new o8
ddla—mmmmhﬂﬂmm \ﬁﬁ%
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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



What you should do

« Ask for it

- Edit content
to fit it

@tschmedding

The Smart Content Lifecycle

To feed the process, we use smart content

Content at th of
the funnel fac
AWARENESS

Content in the middle of
the funnel facil
EVALUATION

Dema
Customer Story Mew leads can now make

the funnet fac = ", Comparison/spec Sheet an informed purchase

CONVERSIO WREREE decision

— %

Unaware Problem aware Solution Aware Product Aware Most Aware
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supporting rians

Content path example o E=m—

Website is execution point, not \ e
where persuasion starts o

What your gift supports

$10 mosquito bed net

restin cou
concern.

$15 polio vaccines

$50 water filter

In rural Guau

Personal wate
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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™ KEYWORD
RESEARCH -




Search, keywords is nuanced

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

@tschmedding

“True masters of
search engine
optimization are
masters of listening

and empathy.”
- Jerod Morris



What you should do
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« Ask for it

« Research audience and
parrot words

(More on audience research

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

(\@ Buying Rationale

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

It is all very logical. Itis
‘buy




@tschmedding

All content must fulfill a need

' "
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Maslow's hierarchy of needs

Motivational ﬁ

theory in
comprising a e i
five-tier model

of human , rr— ,
e

Physiological needs

air, water, food, shelter, sleep, clothing, reproduction
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Maslow's hierarchy of needs

Words need

to fulfill basic
psychological
needs

Physiological needs

air, water, food, shelter, sleep clothing, reproduction




Example

You work for a
new restaurant.
How would you

tailor content to
fit needs?
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£

Physiological needs

air, water, food, shelter, sleep, clothing, reproduction
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Example

You work for a new
restaurant. How would

you tailor content to fit
needs?

Physiological needs

air, water, food, shelter, sleep, clothing, reproduction
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Example

You work for a new
restaurant. How would
you tailor content to fit

needs?
Safety n




Example

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

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

@tschmedding

respect,
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Example
You work for
restaurant.
How would
you tailor

content to fit
needs?



Need fulfillment

Why ‘lists, how, why,
you’ stories and
headlines draw traffic

M
ATi
SuF AC’W A0SR S
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i/[ STEEMNEEDS 453
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e | O




@tschmedding

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



@tschmedding

DO NOT FORGET

- Content marketing is the execution of your content strategy.

* You cannot edit without it.

"Editing without understanding content
strategy is like driving without a map."
- Teresa Schmedding



