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MAGGIE: Hey, everyone.  This week, we are kicking off the new copywriting series.  

I have all kinds of special guests coming on over the next few weeks to 
talk about copy.  But today, I'm talking about content strategy, what it is, 
and how to use it.  Let's do it. 

 
INTRO: Welcome to Marketing Moxie with your host, Maggie Patterson.  This 

show is dedicated to practical and proven, online and offline, marketing 
ideas that you can take away and apply to build your business, all with 
Maggie's signature, to the point, style and sass.  Let's go.   

 
MAGGIE: I am so excited to kick off this copywriting series.  I've been thinking about 

this for a while because here's the thing.  Whether you hire a copywriter 
or not, whether you're a good writer or not, every single one of us in our 
business has to deal with writing: blog posts, Web content, sales pages, 
emails, and the list goes on and on and on.   

 
 When it comes to writing this, there are so many different ways to go 

about it.  I don't necessarily know absolutely everything, so I went out, 
and I found some of my absolute favorite fellow copywriters.  I'm bringing 
them all to you here on the Marketing Moxie Show.  Before we get into 
the ins and outs of different types of copy--where we're going to talk about 
launch copy, putting personality into your copy, copywriting for B2B, and 
so much more--we want to talk about what's called content strategy.   

 
I did blog about this recently, but I don't think that we could ever talk 
about content strategy enough.  Here's the reason why.  Especially when 
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it comes to your website, the reaction of a lot of people, if they're newer to 
Web content, is to just think, "Oh, I just need an editorial calendar, and 
then I'm good to go."  They focus on what their blog topics are, and they 
don't really think about their Web content holistically.  That's a big mistake 
because it's like going on a road trip without having a map.   
 
I'm going to talk about what you need to have a really good content 
strategy.  Please note: This is a very simplified version of content 
strategy.  Consider it the "starters guide" because the reality of content 
strategy is, it's complicated.  It's its own discipline, and it probably could 
be its very own podcast in and of itself.   
 
Let's talk a little bit about what content strategy is and what it's not.  It's 
not an editorial calendar.  It's not just an idea of what you're going to write 
about.  It's really a framework.  It's much deeper.   
 
Look at it this way.  It's a way to guide your content development and do it 
in a way that matches up with your big "why" in business schools.  A lot of 
times people will blog from their heart without thinking about the actual 
reason they're doing, like: What are you actually trying to build people 
into?  What will you be selling?  What are your goals down the line?  Are 
you trying to get people on your list, or are you trying to make sales?   
 
Content strategy, at its very core, helps make sure your content is useful 
to your audience.  Instead of making assumptions about what you think 
they need or just what you want to be writing about, you get so much 
more clarity when you have a content strategy.  Let's run through some of 
the warning signs of the fact that you might need a content strategy.   
 
I will tell you a secret before I do that, though.  Most people don't have a 
really good content strategy.  They have kind of a vague idea and a plan, 
so this is going to really help you lock this down before we start talking 
about writing all those different types of copy.   
 
Warning signs you need a content strategy: Number one, you write your 
blog posts the night before, and you jump from topic-to-topic depending 
on what's kind of trending in your mind.  You're not really sure your 
content supports your big picture.  The customer journey: You don't even 
know what your customer journey is.  Heck, you don't even know who 
your customer really, truly is.  That kind of defeats the point because, 
ultimately, your content needs to be serving a purpose.  Usually the 
purpose it is serving is getting them to buy something at some point.   
 
Do you honestly feel sometimes like you're trying on new tones, voices, 
styles?  It's kind of like trying on your mom's clothes.  It's never going to fit 
because you shouldn't have to find your voice.  You already have your 
voice.  This idea of finding your voice is crazy.   
 
I talk more to Nikki Groom about this in one of the upcoming interviews 
because you don't have to find your voice.  You just need to tap into it.  
There's a big difference.   



 
If any of that made you uncomfortable, I mean I know, even me as a 
professional who does content strategy, I sometimes do those things 
myself.   
 
Let's talk about the five essential elements of a content strategy.  Number 
one, you need to understand your customer and the customer's journey.  
This is so much more than an ideal customer exercise.  I think the ideal 
customer exercise is a great way to paint a picture of who they are, but 
we need to go deeper.  We need to understand their hopes, their dreams, 
their fears, and what they're thinking, what they're feeling, what they're 
sensing.  You need to know more that they like X show, or they might 
read Cosmo.  You want to understand how they get from finding your 
business to basically building that trusted relationship with your business, 
and then eventually purchasing.  
 
There's a lot of work that goes into this piece: messaging analysis, 
competitive positioning.  This is the kind of stuff I do with clients all the 
time in the Story Distillery.  It's a really important piece to setting your 
stake in the ground in terms of where you're actually going to sit in the 
market and understanding how your customer interacts with your brand 
what they truly need to hear from you.   
 
Getting really clear on your mission, vision, and values - this is something 
that very few of us actually have written out.  Do we actually know what 
the master plan is?  I don't mean the master plan of make $100,000 this 
year.  I mean the master plan of what this looks like five or ten years 
down the road and, what you're doing now, how does that actually tie to 
that?   
 
Number three is a big one: How do you communicate?  Now this is really 
where we get into voice and style.  What is your tone and manner? So 
your tone and manner.   
 
My tone and manner, I'll give you an example.  If you listen to the show, 
you probably will already know this.  I'm very direct.  I'm straightforward.  I 
don't make it very serious.  I'm also very practical about what I talk about 
and how I present information.  I really don't like fluff, and I'm very much 
no BS.  That would be my tone. 
 
Whereas, I can look at someone else and be like, their tone is much 
softer.  It's much more thoughtful.  Not that I'm not thoughtful, but you 
know what I'm saying.  Understand what your tone is, and don't rip off 
someone else's tone because you're just going to look like a cheap 
knockoff Coach purse, and people are going to know you're not the real 
deal because the C's are backwards or something.  If you've ever seen a 
knockoff Coach purse, you know exactly what I'm talking about. 
 
Also think about, when you think about kind of the Danielle LaPorte 
universe, and even if you're not woo-woo, this is a good thing.  How do 
you want your customers to feel when they're interacting with your brand?  



Are they happy?  Are they peaceful?  Are they relaxed?  That needs to 
come through in your copy.   
 
If you want people to feel relaxed, you probably shouldn't be dropping F-
bombs all the time.  If you want people to feel energized, your tone should 
be amped right up.  You should be using powerful words to get that 
energy level up. 
 
Also think about your writing style.  Do you write short and sweet?  Do 
you write long?  Really think about how that is going to best serve your 
audience.   
 
All right, so let's talk about number four now: Prioritization of presentation 
of information.  Not all information is created equal.  If you've ever had 
this experience where you land on a homepage and you're confused, you 
are so confused you have no idea what the flip you're supposed to do 
next because there's too many places to look, your eyes are all over the 
place, there's no patterning for your eyes, and you're just overwhelmed.  
Then what happens?  I've talked about this so many times on the show, 
but I really feel strongly about this.  This is, like, the number one mistake 
people are making on their websites.   
 
People need to know, be told what to do when they get to your website.  
They cannot be given too many options, or they get into what is choice 
paradox.  I talk a lot about choice paradox with Brittany Becher in that 
episode, and I will link that up in the show notes. 
 
Think about the information and structure and how to prioritize your 
information.  Is the most important thing they get to your services page, or 
is the most important thing that they hang out on your blog, or is it your 
email?  You can't send them to 86 places on your website.   
 
I was recently actually working with a client that had way too many places 
to click, and I actually counted there were like 16 places on the 
homepage that visitors could go.  That doesn't create for a really clear 
path.  Then people get lost, and they just leave.  You want people to hang 
out there as long as humanly possible, so get really clear on how you 
want them to get into your space. 
 
The other thing with the prioritization and presentation of information is, 
do you do written content?  Do you do audio content like this?  Do you do 
videos?  Do you do show notes?  Really figuring out a plan for that so 
you're very, very consistent in how you present information. 
 
I don't think we ever really grow out of that thing where we're a kid and we 
want to be told what's next.  My son wakes up almost every weekend day 
and says, "Hey, mom, what are we doing today?"  You want people to 
know that when they visit your website, there's going to be an audio.  Not 
to say you want to be boring, but if you create too many things, and you 
create friction there, there's dissonance, and everyone goes, "Eh, I don't 
know what I'm doing," and clicks away.  So many micro decisions are 



being made in someone's head as their processing visual information, as 
they're reading your copy, as they're trying to figure out what to do that 
you will not have a fighting chance if you aren't really clear on what is 
expected and what you want them to actually be doing.   
 
Finally, this is a big part of content strategy that's easy to get overlooked.  
It's kind of the systematic part.  What is the workflow and the schedule?  
How do you create content?  What are the steps involved?  Who's 
involved?  For every single piece of content in my business, we know who 
touches it when.  
 
The perfect example is the podcast.  I record the podcast.  Lizzie then 
does the show notes.  Then RJ gets the finals.  And then Tina, our 
transcriptionist, gets it.  There's a very clear flow in order of all the steps.  
Even if you were a show of one, you want to understand all the little 
pieces along the way.   
 
Finally, you want to think about our content schedule.  When do you 
actually publish?  Now, I have seen lots of people who say, "I just publish 
whenever I feel like."  Well, let me tell you about the "publish when I feel 
like" people.  Usually they have an already established audience that is 
very happy to read their content.   
 
You know, there's a reason Scandal is on Thursday nights at the same 
time.  It doesn't jump around the schedule.  You want your content to be 
the same way.  Part of content strategy is having a plan and being a little 
bit predictable so that users feel comfortable.  If they're uncomfortable, 
they will not know, like, and trust you in the same way.   
 
Now, some of this you probably have figured out.  Some of this, you might 
actually need to dig into a little bit.  It's really important that you don't get 
overwhelmed, so maybe pick one of those five areas.  We'll have them all 
called out in the show notes at www.MaggiePatterson.com/episode51.  
I'm not going to do takeaways because those will be your five takeaways 
from this show.   
 
It's really important that you do take the time to have a plan and to go 
deeper than an editorial calendar to understand what you want your 
customers to actually do.   
 
Part of this is to not get lost in the design.  I think a lot of times we think a 
brand new Web design is going to fix our business.  Pretty will only get 
you so far.  If it's not practical and tells people what to do and creates a 
clear experience, you're not getting any further ahead.  You're going to 
have a really nice website that people like to look at, and then they leave.   
 
Really think about how you can mash up this idea of creating copy that's 
really clear and not getting stuck in trying to be too clever.  Then, on the 
website side, how you can be really practical and not get swept up by 
pretty.  I'm not saying there's not space for being pretty or for being 
clever, but if you are always doing those things, you're missing the point, 



and you're not getting the most bang for your buck, if you will, with all of 
your content, and the messages and stories you want to get across.   
 
Thank you for bearing with me with my really sad voice.  I got through this 
with only coughing a few times, and you will thankfully not hear it.  Here's 
hoping next time I sit down to record, my voice is back to normal because 
I currently sound like I've been smoking--which I've never done in my 
entire life--or drinking, or something equally as scandalous.   
 
Thank you so much for listening.  If you want to join us over in our group, 
you can go to www.MaggiePatterson.com/group.  I know, really profound.  
The show notes, everything we talked about today, will be over at 
www.MaggiePatterson.com/episode51.  Thank you so much.  We'll catch 
you again soon. 
 

OUTRO: Thank you so much for listening.  Hop on over to our home base at 
www.MaggiePatterson.com for the show notes and more episodes.  And 
you can join the Marketing Moxie Facebook group at 
www.MaggiePatterson.com/group.  And remember, as Yoda says, "Do or 
do not.  There is no try."  That's what having moxie is all about. 
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