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The report Association Content Strategies for a Changing World <bit.ly/assn-content-strategy-report> identified 17 tactics, or activities, that comprise content strategy. These activities don’t themselves add up to “content strategy” – they are building blocks to a more strategic approach.

As a next step, this article organizes the activities into seven groups, listed in order from most strategic to most tactical:
1. Strategy
2. Content operations
3. Content quality
4. Audience understanding
5. Content planning and marketing
6. Taxonomy/metadata
7. Content structure

This plan addresses the fact that there are different degrees of depth to each tactic. It also includes a few more activities not explicitly mentioned in the research study.

There are several ways to use this plan:

· Identify which group interests you most, start at the beginning, and move on to another one. 
· If more than one group interests you, start at the “crawl” level with one and then move on to the “crawl” level for the next.
· If you’ve already done some of the activities, feel free to choose others that seem to address pain points your organization is experiencing.

The key here is to keep in mind that content strategy is a journey, and every organization’s journey is different. There’s a lot to do – and a lot of progress to be made. The more you do, the more you’ll see the organization change through the activities, and the more effective your content will become.

Strategy
(Activities: content strategy statement, stakeholder interviews, success metrics*)

Crawl
· Create a content strategy statement that serves as an organization-wide mission statement for content.
· Conduct stakeholder interviews with staff or volunteers to better understand individual internal groups’ business and content needs, objectives, and challenges.
· Help the people in charge of every offering (program, product, service, event, publication, etc.) understand that content is the way their work is manifested in the world – and that content expertise is the critical partner to their subject matter expertise in their offering’s success.
Walk
· Create success metrics for every content type or topic.
· Ensure that every piece of content has a clearly articulated audience and goal.
· Ensure that subject-matter experts and content experts work in partnership to publish content.
Run
· Evaluate content’s performance against its stated goals and desired success metrics, and understand how to improve the effectiveness of similar content in the future.
· Don’t publish any piece of content unless it meets the strategy 

Content operations
(Activities: governance, job descriptions, training, internal communications*, peer-to-peer support*, ongoing oversight*, gathering and using analytics)

Crawl
· Establish clear roles, processes, and lifecycles for each type of content your organization produces.
· Establish cross-departmental teams to create or vet requests for new content or content policies, as well as to serve as escalation path in case of conflict.
· Collect digital analytics.
· Define measurable outcomes/goals for each piece of content
Walk
· If someone is responsible for creating or managing content, include accountability standards for content responsibilities in their job description, and build it into their performance reviews.
· Enable all content creators to share success stories, learnings, and plans on a regular basis. These can be through meetings, conference calls, in-person or online groups, emails, etc.
· Analyze and regularly refer to digital analytics to measure content effectiveness and usage.
Run
· Follow established processes, roles, and standards for content at each stage of the lifecycle (conception, creation, review, promotion, retention, retirement)
· Provide regular education about content policies and standards.
· Provide regular training on how to create digital content.
· Recognize exceptional content work and share it throughout the organization.
· Use digital analytics to help inform decisions about future content creation.

Content quality
(Activities: content audits, voice and tone*, editorial guidelines)

Crawl
· Articulate the organization’s voice and tone.
· Develop an editorial style guide or content writing guidelines for the content the organization produces across the organization.
· Conduct regular content audits to catalog and evaluate the content you produce.

Walk
· Review all potential new content to determine whether it uses the organization’s voice and tone and follows the editorial guidelines, and adjust accordingly.
Run
· Don’t publish any piece of content unless it uses the organization’s voice and follows the editorial guidelines.

Audience understanding 
(Activities: member surveys*, personas, customer journeys, usability testing, competitive audit*)

Crawl
· Conduct a member survey to determine what topics members are interested in and what communication vehicles and formats they prefer to get their information.
Walk
· Assemble a cross-departmental team to create personas, or profiles, that outline your top-priority audiences’ needs and motivations.
· Create customer journey maps to detail what those personas want from your organization, and how to deliver that through your offerings (programs, products, services, tools, resources, etc.).
· Conduct regular usability testing or audience surveys to measure satisfaction with content.
Run
· Use the personas and journey maps as a lens to decide what content to produce and how to publish each piece of content in a way that is likely to resonate with the audience it’s intended for.
· Compare analytics with survey results to identify what content people really use vs. what they say they want.

Content planning and marketing
(Activities: content calendar, social media strategy*, e-newsletter strategy*, content marketing plan*, search engine optimization)

Crawl
· Develop a central content planning calendar that all content creators contribute to. Use the calendar to document topics and sources, identify areas of commonality and collaboration opportunities, and spot content gaps.
· Create marketing strategies for promoting content throughout your website, as well as on social media channels, e-newsletter(s), and search engines.
Walk
· Ensure that marketing efforts are tied to clear business goals (event registration, program usage, etc.)
Run
· Evaluate the success of content marketing efforts in driving business goals.

Taxonomy/metadata
(Activities: controlled vocabulary, metadata)

Crawl
· Assess how content is categorized in all repositories and databases (CMS, AMS, LMS, e-commerce system, event database, etc.)
Walk
· Establish a single controlled vocabulary to categorize content by topic, type, source, author, etc. in a common way across all repositories and databases.
Run
· Use the taxonomy to automatically add related links to content – “more on this topic,” “more by this author,” “more of this type,” etc.
· Use the taxonomy to enable users to filter content in a search

Content structure
(Activities: structured content, content model)

Crawl
· Use content models to plan for and document definitions of the elements of each content type you produce.
Walk
· Adopt a structured content approach to ensure that content can be connected or referenced in any interface, print or digital.
· Create a metadata strategy that describes content so it can be reused across platforms and systems.
Run
· Use content models to ensure that content is highlighted automatically, rather than manually being retyped multiple times.


* Not explicitly called out in the initial list of content strategy tactics in the research study
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