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IS ABOUT… 
• Importance of Attract, not 

Interrupt in marketing

• Common mistakes to avoid

• How Content Strategy [CS] 
drives Content Marketing 
(really ALL marketing)

• Let’s relook at good 
practices for CS 

IS NOT ABOUT … 
• Everything Content 

Marketing [CM] 

• How do develop personas

• Social media planning 

• SEO

• Details of creating content 

• Repurposing, recycling

• All the tech or the tools  
(Unusual for me, I know!)



How often do you get 
to think or plan vs. 
marketing 
‘emergencies’? 
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“Content marketing is a marketing 
technique of creating and 

distributing valuable, relevant and 
consistent content to attract and 

acquire a clearly defined audience 
– with the objective of driving 
profitable customer action.”

Content Marketing 
Institute







“Old School”

• Traditional marketing

• Outbound

• Push

• Interruption

• Aggressive 

• One-way

• Volume/Quantity 

“New School” 

• Content-based marketing

• Inbound

• Pull

• Attract, engage

• Permission

• Two-way conversations

• Quality 
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CMI (Content Marketing Institute) 2016 Benchmark research



• Not Doing Research - Making Assumptions

• Being Inconsistent 

• More Is NOT Better 

• Believing Your Content Will Go ‘Viral’ 

• No Voice for Your Brand

• Not Taking Advantage Of What’s Already Been Created

• Who’s in Charge Around Here?  “Bueller …. Bueller … Bueller?”

• Not Planning Content Promotion in Your Schedule

• Forgetting to Include a CTA

• NO Content Strategy! 
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CS is … 
• Substance – what is 

needed

• Structure – framework, the 
how

• Process – who does what, 
when, with what tools, what 
resources

• Governance – decisions 
and ownership  

CS is Not … 
• Your social media accounts 

and what to post there 
today

• A list of blog posts, topics, 
or articles to put on your 
website

• Series of how-to, 
educational videos or 
podcasts or blog posts

• Your newest service and 
how you’re promoting use 
of it 

Jennifer Burke @theinfohound #LMCC17



Substance

• Audience

• Message

• Voice, Tone

• Topics

• Source 

Structure

• Workflow

• Where

• Tools 

• Maintenance



Controlling voice, tone, style, format, for right mix of 
content (high quality, engaging, relevant) for each 
channel, for the purpose of meeting needs of your 
audience/community. 



• Do Less, Not More

• Know What You’ve 
Got 

• Listen More 

• Roles, 
Responsibilities

• Be Like Nike – Just 
DO IT





• Count = quantitative inventory, ‘what’s there (or everywhere)’

• Assess = qualitative, ‘Is it any good?’

• Audits also include talking and listening – with all 
stakeholder

• Keep a user/patron’s eye to content as you review

• Review for: 
• Readability

• Actionability 

• Intended audience

• Intended action

• Depth

• Age/currency of content

• Tone/voice



• Why? 

• For Whom?

• What?

• When?

• Where?

• How?

• With what? 

• How often? 

• What’s next? 
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Being responsible and 
‘owning’ content 

‘Doing’ all the content



Because we gotta start somewhere. 



Voice

Tone

Style



“Voice is the sum of all the strategies used by the author to 
create the illusion that the writer is speaking directly to the 
reader from the page.” 

-Don Fry, quoted by Roy Peter Clark in Writing Tools: 50 Essential Strategies for 
Every Writer 

“Think of a good conversation with a friend, leaning in for the 
drama, leaning back for a laugh. How does your content 
become that friend?” 

-Patti Wolter, Medill on Media Engagement, from Content Strategy for Professionals 
course 

Is your library the: Trusted Friend, or Helpful Authority, or
Innovative Changemaker, or Responsive Performer?





VS. 

Curt Casual

Lyrical Technical

Formal

Informal



Editorial Calendar Is Great … But It’s NOT Strategy



Free template CMI

CoSchedule



Word – my 
Facebook biz 
page in Oct

Excel



Modeled from 
schedule from 
Hubspot
-Pulls category info, 
content upgrade info 
from a different 
sheet







Story Relationships

Useful Findable

Current Engaging

Flexible Shareable



• Be clear, succinct

• State what content your org produces should accomplish 

• Clarify tone of all your content 

• State your org’s content voice 

• Define overall topics, types, formats of content

• Be clear about what channels, platforms for distribution are 
appropriate for your org, your community (and your limited 
resources)

• How does your content support, complement, or relate to 
your users’ experiences

• How does your content relate or fit your audience/user 
personas

• When scheduling, assign roles/responsibilities, CTAs, and 
metrics



But you’re ahead because you are HERE.
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• Kristina Halvorson’s Content 
Strategy for the Web

• Bailie & Urbina’s Content Strategy: 
Connecting the Dots Between 
Business, Brand and Benefits

• Colleen Jones Clout: The Art and 
Science of Influential Web Content

• Ann Handley Everybody Writes

• Ann Handley, CC Chapman 
Content Rules 

• Margot Bloomstein Content 
Strategy at Work 

• CMI website 
(contentmarketinginstitute.com) 
& their CCO print publication 
(free)

• Scott Abel, The Content Wrangler 
blog & twitter

• And more … 



Jburke@intellicraftresearch.com

Library Marketing Tips: 
www.intellicraftresearch.com/blog

Sign up for FREE monthly webinars: 
www.marketingtooltalk.com

@theinfohound
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