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Content strategists evolve into their roles

There’s no
college degree
In content
strategy
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Copywriter or investigative reporter?

In the newsroom, the copywriter writes compelling headlines but the investigative reporter discovers the facts,
interviews experts, connects the dots, and digs for truth to tell the complete story.






Where does UX content strategy sit on your team?

Front-End Content
Developer Development

Back-End Content Content
Developer Coding Creator

Content Content Editorial
Inventory Style Guide Strategy

Information Web Editor Content

Architect / in-chief Workflow

Audience Message Content

Interaction
Personas Map Analysis

Designer

Search
Engine
Marketer

Brand Competitive
Strategist Analysis

Advertising Gap Conversion
Models Analysis Tracking

Many teams influence
customer and brand
messaging. The UX
content strateqist sits in
the center of all teams.
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Deliverables

UX
Content
Strategist

Content Creation (bé ng'g Content Strategy

Migrations

Marketers
Developers

Structured

o Page Flows

Designers

SEQO Research Content Design

meta data governance controls, templates

Brand Team Messaging Framework Content Evaluation Research
tone and voice guidelines audits, heuristics, mapping & Analytics

Discovery & Information Architecture

stakeholder and customer interviews, tree testing, card sorting

The UX content strategist uses both technical and creative skills to deliver assets used by digital teams.




Example discovery exercises performed by UXCS
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« Capture customer pain and « Ask questions of
problems stakeholders, front-line

« Create messaging points support teams and
by sales journey and customers to uncover goals
channel and painpoints

« Help stakeholders to Synthesize answers to
think externally guide content experience
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« Quantitatively compare « Evaluate the content on
your website against your your current site to look for
competitors ROT (redundant,outdated,

e Involves multiple team trivial)
member participation « Capture current state in

advance of content
migrations
« Gap analysis






https://markboulton.co.uk/journal/structure-first-content-always/

task driven

Jisitors @ .

inherently
selfish

in a self-service
environment

participatory

vocal and
influential




UX Marketing
Microcopy Microcopy

Speaks to the user’s rational mind Speaks to the user's emotional mind

Contextual & Conversion Driven

Guiding D by Journey

ldentifies context and defines the next act a Focuses on pain points, benefits, and the
user must make to reach a chosen goal. value proposition.

Both require an empathetic understanding of the user's
real-world context to create content with clarity.




UX content helps users to quickly
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Find Understand Use

what they need what they found the information to
accomplish a task




Front load important info

Lead with content for your primary audience
then follow with additional details

Use headers for scanning

Users don't read every word - they skim and
scan - make your headers tell the story

Offer scent trails

Users want clues that they've landed in the right
place - use descriptive link text to set expectations




CUSTOMER PERSONAS

Competitive

® Curious

* Controlling

* Risk taker

* Highly motivated
Likes challenges

Methodical
* Analytical

* Conservative

* Well educated
* Organized

* Prepared to act
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Spontaneous

* Live in moment
* Sensitive

* Flexible

* Creative

®* Changes mind

Humanistic
* Warm/friendly
* Creative

* Open

* Entertaining

* Puts others first

Emotiona

Write highlights, fast facts
and key benefits on
homepage and section
headers...

.. then add more detailed
information on sub pages







Stop weeing
all over yourself!

If your content is about YOU
your product, your company

and not the USER

his problems, his life




Know and address all
Fear, Uncertainty § D oubts [

LISTEN and ANSWER the customer’s questions
Pretend the customer is sitting in front of you

Q: "How much will this cost me?”
A: "Our product is faster than theirs.”






https://markboulton.co.uk/journal/structure-first-content-always/

LEARN MORE

» https://uxdesign.cc/art-and-copy-bridging-the-gap-between-design-and-
content-4325b0939134

» https://www.celerity.com/content-first-why-loreum-ipsum-isnt-enough

» https://www.uxbooth.com/articles/complete-beginners-guide-to-content-strategy/

» https://markboulton.co.uk/journal/structure-first-content-always/

» https://gerrymcgovern.com/skills-of-a-great-digital-designer/

» https://www.toptal.com/designers/ux/ux-copy

» https://tinyletter.com/MelbourneWordSchool/archive
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