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THE IMPORTANCE OF 
CONTENT
KEY BENEFITS OF A CONTENT STRATEGY: 

Strong content 
creates an 
emotional and 

intellectual connection 
between a company 
and its stakeholders, 
fostering trust and 
engagement.

Internet search 
algorithms 
favour relevant 

and regularly updated 
content, which can 
significantly improve 
a company’s search 
rankings.
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WHY DEVELOP A 
CONTENT STRATEGY?
CREATING CONSISTENT CONTENT
In Ten Steps to a Powerful Content Strategy, It’s Open consultant Lars Guthorm 
Kavli provides businesses with a simple, clear guide to creating a cohesive content 
strategy for all platforms: web, social media, email and offline.

Content creation is often fragmented, split across multiple departments such as 
PR, marketing, internal communications, and web. Access to content produced at 
the coal face — such as R&D reports, internal white papers or market analyses — 
is often unnecessarily restricted, even after any competitive advantage provided 
by such restrictions has been exhausted. Lack of co-ordination between teams 
can result in wasted effort as similar content is created twice, and the absence of 
forward planning can result in missed opportunities to engage with internal and 
external events. 

A powerful content strategy will unify the creation of content across the company 
and bring to light content that might not otherwise be used to its full potential. 
Content strategies also ensure that the needs of multiple platforms are met, for 
example that content created for the web is suitable for reuse on social media, or 
that pieces written for an email newsletter are suitable for republishing on the web. 
This will result in a consistent voice across all properties, improving customers’ 
brand experience and maximising value from content creation across the business.



TEN STEPS TO A  
POWERFUL CONTENT 
STRATEGY
A QUESTION OF ORGANISATION
For content to come across as authentic, and therefore trustworthy, and for it to 
achieve the desired impact, it has to be produced by people working in core roles 
at the company. At the very least, these people must share their knowledge and 
experience with content organisers, editors and publishers.

Most companies are not set up to produce useful, powerful content based on the 
experiences of key employees. Yet it is exactly that kind of content which creates the 
strongest intellectual and emotional connections with your audience. 

Content production must evolve to meet the needs of the digital age. This is a key 
organisational challenge facing communication professionals across sectors and 
industries, one that has to be overcome in order to build powerful content strategies.

The content producer of the future is an enabler 
and a curator of specific information and unique 
insights held by the company’s best people.



THE TEN STEPS TO A CONTENT STRATEGY
Here we present the key steps to building a successful and sustainable 
content strategy:

1.  THE ORGANISATION
 Assess how content is currently produced in your organisation. 

Is your PR or communications team structured in a way that helps you 
to find and publish the most pertinent and powerful information? Re-
organise to create a team that has access to all thought-leaders in the 
organisation. Base your organisational structure on the idea that: only 
original and authentic insights and experiences will create content of 
lasting value.

2.  THE COMMUNICATION GOAL
 One year from now what do you want to have achieved? 

Increased customer retention? Improved lead quantity and quality? 
Recognised thought leadership? Better employee engagement? Whatever 
your goal, make sure you define it clearly and early in your process. Create 
a set of matching metrics and KPIs. Then create an overall plan for your 
specific communication goal based on the following steps.

3.  DEFINE YOUR AUDIENCE
 Clearly map your audience(s) based on communication context and personal 

characteristics. Are they employees in other businesses, or individual customers? 
What is their average age? What’s their most common professional function or title? 
What are their Internet preferences? What patterns can you discern? Do you need a 
separate plan for each of your audience segments? 

4.  KNOW THE AUDIENCE’S INFORMATIONAL NEEDS
 Knowing your audience means knowing what information they need to do 

well and succeed in their context. What information is it often hard for them to get 
hold of? Make sure your research in this area is exhaustive. Build a database of 
insights using a mixture of online surveys, desktop research, social media listening 
tools and anecdotal evidence. Prioritise a list of key audience informational needs.

5.  WHAT IS UNIQUE ABOUT YOUR COMPANY AND PRODUCT?
 This point should be obvious, but is often neglected. Clearly define what is 

unique about your company, culture and product, and draw a matrix plotting your 
audience’s informational needs against your core expertise and qualities. Are you 
expert enough to meet the needs of your customers? Have you found a way to talk 
about your expertise publically, in a manner that doesn’t come across as arrogant, 
but as useful and carefully considered advice? 

Expertise or Want To Be An Expert Customers’ Informational Needs

One year from 
now what do 
you want to 
have achieved?



6.  WHERE IS THE CONTENT?
 This point relates directly back to the 

organisational challenges sketched out initially: Who in 
your organisation owns and produces the content that 
meets your customer’s informational needs? How can 
you get hold of, produce, or curate, this content? Are 
you allowed to publish it? How can you make sure there 
is a steady stream of this high-calibre content? 

Perform a company-wide internal content audit, listing 
what parts of the organisation produce what content 
when. Where are the gaps? Do you need to commission 
content from recognised company ‘gurus’? At what 
events do you need to be capturing keynotes and Q&A 
sessions?

7.  WHERE IS YOUR AUDIENCE?
 You need to carefully research and map where 

your customers and audience congregate, both online 
and offline. What are the top ten websites they go to 
for their daily reading? The top ten blogs? The best ten 
Youtube videos? The fifteen key tweeters? Who currently 
provides the best content in your business sector? 
What are the key characteristics of their audience 
engagement? Who has the most influence? Is there a 
network of influencers communicating with each other? 
Where do they meet in real life? What conferences? 

You will ultimately need to fashion your content so that 
these key industry influencers notice it.

8.  CHOOSE THE TACTICS
 Having stated your communication goal, mapped your audience, defined 

your unique selling point, understood your audience’s informational needs, as well 
as their ‘hangouts’ online and offline, and finally located your content internally; you 
need to choose your tactics.

Content can be classified as ‘small’ or ‘big’, ‘small’ being consistent everyday advice 
and ‘big’ being pieces of research and substantial pieces of information that people 
will notice, talk about and pass on. 

Your tactics should be based on the ratio you choose between 
‘small’ and ‘big’ content. You need to ask yourself what content 
production schedule you can sustain. Crucially: what can you create 
that is remarkable? What online platforms are currently used by your 
organisation? Which ones can be culled and which new ones started 
up? Are you going to create a once a week video interview with a key 
person in your organisation? Where will you publish this? Will you 
focus everything around a new company blog where ‘small’ pieces 
of information can sit comfortably next to ‘big’ white-papers? Will 
this blog be supported by a Twitter channel? Can your organisation 
publish large amounts of data on a regular basis? 

Whatever your tactic it needs to relate directly back to your 
communication goal and the subsequent points listed above. 

What can you 
create that is 
remarkable?

Who in your 
organisation 
owns and 
produces the 
content that 
meets your 
customer’s 
informational 
needs?



9.  DEVELOP THE CONTENT CALENDAR
 Developing a realistic content calendar means that you will actually carry 

out your plan and deliver results. If you have worked through the steps above you 
should be in a strong place to produce a workable content calendar. You need to 
pay specific attention to company-wide activities and the whereabouts and actions 
of your key content providers. Ask yourself what additional information you need 
to access to plot a realistic calendar. Who do you need to talk to in order to sync 
diaries? Who is responsible for a specific action point? Is the production schedule 
realistic? 
 

10.  EXECUTE BACK TO OBJECTIVES
To run a successful content strategy it is important that you work to your 

team’s strengths and the boundaries set by your current organisational structure 
and technological set-up. Developing your content calendar, you might realise that 

your new structure does not allow you sufficient 
access to key people in your organisation. Go back 
then, to the key objective and goal for your content 
strategy and reshape the team and its roles to find 
the flexibility you need. Ask yourself what content 
you have to produce internally? What can be 
outsourced? What can be done internally to create 
an even better structure for your team? How can 
your company’s really important insights surface 
and change the game? Use the content strategy as 
a document to win trust, support and approval for 
your ambitious overall communication objectives.  

Mon Tues Wed Thu Fri Sat/Sun

Content Area 1  
(Blog, white paper, 
press release) X X

Content Area 2 X X

Content Area 3 X

Quote, joke, random X

... reshape the 
team and its 
roles to find 
the flexibility 
you need



It’s Open helps businesses understand and 
harness social media. Our consultants work 
collaboratively with clients to provide  
end-to-end solutions:  From research to 
strategy writing, implementation, training, 
adoption and review, It’s Open can help you 
make the most of social media.

We’ll work with you every step of the way, 
from pilot project to full roll-out across your 
company, locally, nationally or internationally. 
We’ll help you understand which tools are best 
of breed, how to promote adoption, and how 
to collect the data essential for measuring 
social media success. 

If social media is terra nova for you, we can act 
as your interpreter, helping you understand its 
cultures and norms. If it is familiar territory, we 
can help you develop a long-term game plan 
that will help your business meet key goals.
 
Our consultants are amongst the best in 
Europe, with an unparalleled breadth and 
depth of experience. Whether you want to 
use social media for internal communications 
and collaboration, developing communities of 
customers or clients, or creating cross-platform 
marketing campaigns,  
It’s Open can help you define 
and meet your goals.

IT’S OPEN CONSULTING
Founders of the Social Media Leadership Forum

It’s Open Consulting 
If you would like to find out more about It’s Open and how we can help 
your organisation change for the future, please contact Justin Hunt 
(justin.hunt@itsopen.co.uk).
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0845 054 2299

www.itsopen.co.uk

@ItsOpen
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