
Content Strategy



Block Editor Alert



Wordpress - Block Editor

Westliberty.edu uses the wordpress “classic” editor. In December 2018, wordpress 
launched the “Gutenberg” block editor. 

Learn more about the block editor

I’ll try to describe some of the pros and cons of the block editor and the classic 
editor that we’re currently using.

https://kinsta.com/blog/gutenberg-wordpress-editor/#:~:text=Gutenberg%2C%20alternatively%20known%20as%20the,released%20on%20December%206%2C%202018.&text=The%20Gutenberg%20WordPress%20editor.


Classic Editor

Attempts to create a 
layout with 
“shortcodes 
ultimate” plugin.



Block Editor Objective is to create a WYSIWYG layout.
3 Column layout



Content Strategy



“Online, you don’t have a captive audience. You have a 

multitasking, distracted, ready-to-leave-your-site-at-any-time 

audience who has very specific goals in mind. If your content 

doesn’t meet those goals, and quickly, they will leave.”

Content Strategy for the Web, Kristina Halvorson



Content strategy plans for the creation, publication, and governance of useful, usable 

content. Necessarily, the content strategist must work to define not only which content will 

be published, but why we’re publishing it in the first place. Otherwise, content strategy isn’t 

strategy at all: it’s just a glorified production line for content nobody really needs or wants. 

(See: your company’s CMS.)

Content Strategy

A List Apart - Kristina Halvorson

http://alistapart.com/article/thedisciplineofcontentstrategy/


“If it doesn't move the story forward, cut it.”

Great writing quote

Paul Simon Woodward (attributed to)

https://www.goodreads.com/author/7756581.Simon_Paul_Woodward/questions


“If it doesn't move the story forward, cut it.”

Great writing quote

Paul Simon Woodward (attributed to)

● Extraneous content
● Unorganized content
● Outdated PDFs
● Communication misfires
● Because (name) wanted it there
● “Fun” doodads that create barriers to goal
● Grammatical SNAFUs

https://www.goodreads.com/author/7756581.Simon_Paul_Woodward/questions


What is a Content Audit

A content audit is the process of systematically analyzing and assessing all the content on your 
website. The final objective is to reveal strengths and weaknesses in your content strategy and 
content development workflow, and adapt your content plan to your current marketing goals.

● Step 1: Define Your Goals and Metrics
● Step 2: Take an Inventory of Your Content
● Step 3: Collect and Analyze Data
● Step 4: Draw Up an Action Plan
● Step 5: Adjust Your Content Marketing Strategy

SEMRush

https://www.semrush.com/blog/content-marketing-strategy-guide/?utm_source=auditpost&utm_medium=link&utm_campaign=Content_Marketers2
https://www.semrush.com/blog/content-development-guide/
https://www.semrush.com/blog/content-audit-for-content-marketing-strategy/


Content Audit

Content Audit Matrix (sample) - There are many kinds of templates

Page description Audience Goal Tone Brand character assessment plan

https://www.google.com/search?q=content+audit+template&rlz=1C1GCEA_enUS993US993&tbm=isch&source=iu&ictx=1&vet=1&fir=dCjNqXkA9xs2mM%252CEiAbC67mBvOgPM%252C_%253BAde_JQFGkKQuEM%252C1yYGXIDs_yKvtM%252C_%253B4GP1HtjuyPgEaM%252C1yYGXIDs_yKvtM%252C_%253BHSKrwt8LgB7o9M%252CoDd2_PLYfiRbNM%252C_%253B3hAxQSM7HILR6M%252C3L4hUVgnTyHr6M%252C_%253BlDDnZlGN9PzXJM%252CoDd2_PLYfiRbNM%252C_%253Bt9EIjZELOYUW0M%252CIxyWIuGFFHdBzM%252C_%253BYQjaV3ganFBeFM%252CIL6m0ftzI1JfTM%252C_%253B9PeVExsO2vyhFM%252CYp_T8JUHPCsZQM%252C_%253B6zSPhHQi83ri6M%252CMvt5QrZEOfnFBM%252C_%253BLd48Fd273LARwM%252Cfup9OXgmpO7eGM%252C_%253Bsibri-f8O2qEOM%252Cjl6HsiIOOqoQSM%252C_&usg=AI4_-kQPkMr6NNDdkQzinu3BCKxtmYy5Lw&sa=X&ved=2ahUKEwjcrOeUx-v2AhVNl3IEHU9ADDoQ9QF6BAgREAE#imgrc=lDDnZlGN9PzXJM


Content Audit

Content Audit Matrix (sample) - There are many kinds of templates

Page description Audience Goal Tone (0-5) Brand character (0-5) assessment plan

westliberty
.edu/

Home page
Content blocks 
(strong majors, 
grad programs, 
student life) - 
banner with 
different weather 
and buildings.

Prospective 
students

Move 
prospective 
students 
into other 
primary 
areas of site

Inspire 
curiosity 
and 
enthusiasm 
about going 
to college. 
(3)

Uses brand colors, 
mostly. Question 
raised about 
“affordability claim”. 

Banner is a 
video, with no 
images of 
students and is a 
bit much to 
download. 
Questioning 
relevancy of 
content blocks.

Change 
banner 
image to 
include 
images of 
current 
students.

/academic
s/

https://www.google.com/search?q=content+audit+template&rlz=1C1GCEA_enUS993US993&tbm=isch&source=iu&ictx=1&vet=1&fir=dCjNqXkA9xs2mM%252CEiAbC67mBvOgPM%252C_%253BAde_JQFGkKQuEM%252C1yYGXIDs_yKvtM%252C_%253B4GP1HtjuyPgEaM%252C1yYGXIDs_yKvtM%252C_%253BHSKrwt8LgB7o9M%252CoDd2_PLYfiRbNM%252C_%253B3hAxQSM7HILR6M%252C3L4hUVgnTyHr6M%252C_%253BlDDnZlGN9PzXJM%252CoDd2_PLYfiRbNM%252C_%253Bt9EIjZELOYUW0M%252CIxyWIuGFFHdBzM%252C_%253BYQjaV3ganFBeFM%252CIL6m0ftzI1JfTM%252C_%253B9PeVExsO2vyhFM%252CYp_T8JUHPCsZQM%252C_%253B6zSPhHQi83ri6M%252CMvt5QrZEOfnFBM%252C_%253BLd48Fd273LARwM%252Cfup9OXgmpO7eGM%252C_%253Bsibri-f8O2qEOM%252Cjl6HsiIOOqoQSM%252C_&usg=AI4_-kQPkMr6NNDdkQzinu3BCKxtmYy5Lw&sa=X&ved=2ahUKEwjcrOeUx-v2AhVNl3IEHU9ADDoQ9QF6BAgREAE#imgrc=lDDnZlGN9PzXJM


Content Audit

Content Audit Matrix (sample) - There are many kinds of templates

Page description Audience Goal Tone (0-5) Brand character (0-5) assessment plan

westliberty
.edu/

Home page
Content blocks 
(strong majors, 
grad programs, 
student life) - 
banner with 
different weather 
and buildings.

Prospective 
students

Move 
prospective 
students 
into other 
primary 
areas of site

Inspire 
curiosity 
and 
enthusiasm 
about going 
to college. 
(3)

Uses brand colors, 
mostly. Question 
raised about 
“affordability claim”. 

Banner is a 
video, with no 
images of 
students and is a 
bit much to 
download. 
Questioning 
relevancy of 
content blocks.

Change 
banner 
image to 
include 
images of 
current 
students.

/academic
s/

Possible features
Demographics
Psychographics
Culture
Undergrad
Graduate
Could have ADA needs
DEI perspectives
Can’t assume too much

https://www.google.com/search?q=content+audit+template&rlz=1C1GCEA_enUS993US993&tbm=isch&source=iu&ictx=1&vet=1&fir=dCjNqXkA9xs2mM%252CEiAbC67mBvOgPM%252C_%253BAde_JQFGkKQuEM%252C1yYGXIDs_yKvtM%252C_%253B4GP1HtjuyPgEaM%252C1yYGXIDs_yKvtM%252C_%253BHSKrwt8LgB7o9M%252CoDd2_PLYfiRbNM%252C_%253B3hAxQSM7HILR6M%252C3L4hUVgnTyHr6M%252C_%253BlDDnZlGN9PzXJM%252CoDd2_PLYfiRbNM%252C_%253Bt9EIjZELOYUW0M%252CIxyWIuGFFHdBzM%252C_%253BYQjaV3ganFBeFM%252CIL6m0ftzI1JfTM%252C_%253B9PeVExsO2vyhFM%252CYp_T8JUHPCsZQM%252C_%253B6zSPhHQi83ri6M%252CMvt5QrZEOfnFBM%252C_%253BLd48Fd273LARwM%252Cfup9OXgmpO7eGM%252C_%253Bsibri-f8O2qEOM%252Cjl6HsiIOOqoQSM%252C_&usg=AI4_-kQPkMr6NNDdkQzinu3BCKxtmYy5Lw&sa=X&ved=2ahUKEwjcrOeUx-v2AhVNl3IEHU9ADDoQ9QF6BAgREAE#imgrc=lDDnZlGN9PzXJM


Content Calendar - plan some time to work on a content audit/making edits or creating 
new content. Give yourself enough time. It’s better to do it right, than to do it quickly (  
those 2 never get along anyway #amiright  ). 

Audience - Think about who the primary audience is (prospective undergraduate or 
graduate students is usually the case) - what will they respond to?

Channels - Are you writing for westliberty.edu or another aspect of a WLU branded 
web presence (social media, PR release).

Collaborators - Do you need assistance with content, subject matter, key terms?

Stakeholders - Contact other invested parties the content needs to be reviewed by.

Planning



Glengarry Glen Ross - Newline Cinema

Content Strategy

https://en.wikipedia.org/wiki/Glengarry_Glen_Ross_(film)


Lynn Zelevansky - Former Director, Carnegie Museum of Art

Content Strategy
Always be curating



Stanley Kunitz - Poet Laureate

Content Strategy
Always be gardening



Chris Becker - Product Designer/Sr. UX Designer/Educator/Author

NOT WLU Student Journey Map



NOT WLU Student Journey Map

Chris Becker - Product Designer/Sr. UX Designer/Educator/Author

Page Goals

Prospective Student Candidate Current Student Alumni



Elements
(used to direct user)

Value proposition
Article
CTA

Conversion
Learn more
Explore

Form
Media
Infographic
Other media

Various Page Structures
(defined by goals)

Awareness
Home pages

Interest
Archive pages
Program List
College List

Education
Program
About
Athletics
Student Life

Consideration
Scholarships
Financial aid
admissions

Action
Application
Events
contact



Page Structures - (Journey Step: interest)

Blah Blah Blah Blah Blah Blah Blah Blah 
Blah Blah Blah Blah Blah Blah Blah Blah 
Blah Blah Blah Blah Blah Blah Blah Blah 
Blah Blah Blah Blah Blah 

Blah Blah Blah Blah Blah Blah Blah Blah 
Blah Blah Blah Blah Blah Blah Blah Blah 
Blah Blah Blah Blah Blah Blah Blah Blah 
Blah Blah Blah Blah Blah 

😀 other media

Blah Blah Blah Blah Blah Blah Blah Blah 
Blah Blah Blah Blah Blah Blah Blah Blah 
Blah Blah Blah Blah Blah Blah Blah Blah 
Blah Blah Blah Blah Blah 

Goals

1 - educate

2 - drive a conversion

Value Proposition - short (fits on phone)

CTA (call to action) - conversion based - very bright 
color to signify purchase, contact or commitment-driven 
action step.

Content body

Other media - too much of same media creates 
attention fatigue

Other ways to convert if CTA is not cutting it (contact).

Chat - Apply - Up

Contact Form



Page Structures - (Journey Step: interest) Example

Download 
Program guide

Download 
Concentration 
guide

https://westliberty.edu/brand/files/2022/06/site-component-program.pdf
https://westliberty.edu/brand/files/2022/06/site-component-program.pdf
https://westliberty.edu/brand/files/2022/06/site-component-concentration.pdf
https://westliberty.edu/brand/files/2022/06/site-component-concentration.pdf
https://westliberty.edu/brand/files/2022/06/site-component-concentration.pdf


Page Structures - (Journey Step: interest) Example

Attention Fatigue about here

Reading the 
words…



Page Structures - (Journey Step: interest) Example

Attempted relief with button or 
other media

Break it up 
with snazzy
infographic

Something 
to do 
“Apply”

Or Contact this 
super cool 
person!



Page Structures - (Journey Step: Action)

Blah Blah Blah Blah Blah Blah Blah Blah 
Blah Blah Blah Blah Blah Blah Blah Blah 
Blah Blah Blah Blah Blah Blah Blah Blah 
Blah Blah Blah Blah Blah 

Goal

1 - drive a conversion

Value Proposition - Basic pitch - Welcome “You’ve 
made a great decision” etc. Sign up here.

CTA (call to action) - conversion based - very bright 
color to signify purchase, contact or commitment-driven 
action step.

Almost all other distractions are eliminated. Potential 
student has all information they need to make an 
informed decision. 

Contact Form



Page Structures - (Journey Step: action) Example



Don’t

Bury relevant content in a PDF (unless it’s unavoidable)

Place text in an image (humans might be able to read it, but machines can’t)

Invent acronyms

Use internal/organizational slang or terms

Try to be clever with phrasing or headlines



Do

Write like it’s for a grade

Use grammar and spell check

Use a 3 part structure (intro, main body, conclusion)

Use a friendly/encouraging tone

Focus on WLU brand characteristics

Think about your audience

Focus on clarity

Find out if you’re not sure



Do

Contact the marketing department if you need help!

😀

https://westliberty.edu/brand/services/


Yoast Readability Checker



Yoast Readability Checker



Yoast Readability Checker



Yoast Readability Checker - Where is this in elementor?

Click the 
gear

Click the 
Yoast

Readability 
helper



Shortcodes Ultimate alert

This plugin interferes with the Flesch readability scores in 
Yoast - Another reason it’s going away.



Resources



Tools

Keywords
WordStream
AHrefs Keyword Explorer
Google Ads Keyword Planner

AI Writing Assistance
Grammarly

https://www.wordstream.com/
https://ahrefs.com/keywords-explorer
https://ads.google.com/home/tools/keyword-planner/
https://www.grammarly.com/





