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Sustainable, Scalable 
and Sale-able

As the web weaves into every aspect of your customers’ lives, 

they expect the right content in the right place at the right time. 

Content as an afterthought or even as a one-time campaign no 

longer works. Today, marketing is digital, so content is critical. 

Learn how developing a content strategy can help you reach 

your marketing goals and beyond.



THE VALUE 
OF CONTENT 
TO MARKETING
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Today, business is digitizing.
And, of all business functions affected by digital, marketing has transformed 
the most. McKinsey notes in the article Mastering Digital Marketing:
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“Few business functions have been as profoundly 
disrupted by digitization as marketing. The era of 
expensive campaigns pushing products through mass 
media has been upended, as consumers, empowered by 
information, are demanding more and more from  
the companies they choose to form relationships with.”

“Web content is a public conversation between your 
company’s people and your users [customers]. Your 
content speaks for your organization. Your content can 
even take on a personality through voice or tone. If your 
content speaks well, it grows a relationship between 
your company and your customers or users. Then, in the 
context of that relationship, your content can persuade.”

With marketing going digital, content—the text, images, podcasts, video, whitepapers, and 
more that comprise a digital experience—becomes critical. Colleen Jones observes in her 
book Clout: The Art and Science of Influential Web Content (New Riders):
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In 2026 

$3.4
TRILLION

Just how important is content 
to marketing today?
Here’s a sample of the overwhelming evidence:
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Content is the

Global digital 
transformation 
spending will reach

report that their 
teams lack the 
capabilities needed 
to execute on their 
strategy

expect content 
budgets to increase

say content marketing increases 
engagement and the number of 
leads they generate

Even over Social Media 
and other trends

#1 Priorirty
of client-side
Marketers

MARKETERS ARE INVESTING MORE IN CONTENT EFFORTS THAN EVER BEFORE.
You might have invested in content in some way already. Or, you might be starting to make 
that investment. How do you ensure you’re getting the most return on that investment? 
Enter content strategy.
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39%

42% 72%

58%

31-50%
of Marketers

of Marketers
of B2B Marketers

of CMOs

Allocate
of their total marketing 
budget to content marketing

- Hubspot

- Gartner

- eMarketer

- IDC

- Statista - Mailchimp



CONTENT
STRATEGY:
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Taking Your Content 
to the Next Level



If you’re like many marketing executives, 
you started small with your content efforts.
You saw some benefits. Now, you might be wondering, “How do I get these benefits all the time? How do we 
scale our approach to content? How do we operationalize our content approach well? How do we make the 
most of our investment in content?” That’s the challenge that content strategy can help you overcome.

More specifically, content strategy helps bring your vision as a content-focused marketing organization to life. 
At Content Science, we’ve identified four basic levels of content marketing maturity.
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Piloting
One of your teams successfully released a 
blog or changed your product content or 
planned a content-focused campaign or 
launched a similar small content effort.

Scaling
You’re taking lessons learned from 
your pilot and extending them to 
other products, brands, channels, and 
teams. You’re investing more budget in 
content related efforts and developing 
a broader vision for what content can 
do for your organization.

Thriving 
You’re experimenting with specialized 
content campaigns, new formats, 
and advanced techniques such as 
personalization. You’re evaluating 
results, so you see boosts to your sales, 
satisfaction, and more. Your teams 
have the agility to respond to content 
problems and opportunities quickly.

Sustaining
You’re solidifying your content scaling 
into a sustainable content foundation. 
You’re automating and streamlining 
content processes, governing your 
content voice and quality standards, 
and implementing an evaluation plan.

A content strategy is a plan to take you from your current level to a new level. Use the content marketing 
maturity checklist on the next page to gauge in more detail where you are now and where you aspire to go.
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Content Marketing Maturity Checklist™
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Where are you now? Where do you want to be?

My Current Level:                   My Target Next Level:

1.  Have you successfully launched a small content effort?

2.  Are you seeing results, such as a boost in sales or sales leads,
 from your small content effort?

1.  Are you developing a broader vision for content at your
 organization?

2.  Have you won more budget to invest in content efforts?

3.  Are you applying lessons learned from your piloting phase
 to other brands, channels, products, teams, or areas of the
 customer experience?

1.  Are you investigating how marketing and content automation
 can make your approach more efficient?

2.  Are you establishing content guidelines and tools to make your
 content approach easy and efficient to repeat?

3.  Are you developing a plan to evaluate your content approach in
 terms of big goals and small indicators that you’re progressing
 toward those goals?

1.  Is your approach to sustaining running smoothly, so you’re
 free to experiment with new content approaches, formats, 
 and techniques?

2.  Do your teams have the right processes and technology in
 place to support agility? Can they respond to problems, such
 as customer concerns, and opportunities, such as tweeting a
 clever response during the SuperBowl, quickly?

3.  Is your evaluation showing progress toward your goals or
 achievement of your goals? Are you seeing boosts to your
 reputation, earned media, sales or sales leads, and customer
 satisfaction?

Piloting

Scaling

Sustaining

Thriving

CONTENT MARKETING
MATURITY LEVEL INDICATORS

1

2

3

4
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You might wonder, “Why is selling in level 
4? Shouldn’t we sell all the time?” Of course. 
But, we find organizations who reach level 4 
see the most benefits to their sales.

Why? Three reasons:
1.  Their content has had enough time to  
 influence current customers and new 
 prospects.

2.  They are able to nurture the customer 
 relationship with content before, during, 
 and after the sale.

3.  They are able to cross-sell and up-sell 
 effectively. 

 
With your self-assessment in mind, let’s 
take a closer look at how to develop a 

content strategy for your marketing efforts.
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Marketing content isn’t
just about selling to new 
customers. It’s about serving 
your current customers well 
and making them repeat or 
loyal customers. Consider these 
statistics.

•  The probability of selling to an
 existing customer is 60–70%.
 The probability of selling to a
 new prospect is 5-20%.
  - Marketing Metrics

•  83% of consumers require 
 some degree of customer 
 support while making an online 
 purchase.
  – eConsultancy

•  81% of companies with strong
 capabilities and competencies  
 for delivering customer    
 experience excellence 
 are outperforming their  
 competition.
  - Peppers & Rogers Group

•  A 10% increase in customer
 retention levels result in a
 30% increase in the value of
 the company.
  – Bain & Co.

As you consider your content 
budget, invest not only in 
campaigns but also service 
and  support content.
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HOW TO DEVELOP 
CONTENT 
STRATEGY FOR 
MARKETING
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Integrated Content 
Strategy for Marketing

For marketing, your success 
depends on two types of 
content strategy: 

1. Overarching content strategy 
This strategy envisions the “big picture” for your 
content. It aligns your major content decisions with 
your business and marketing goals. It takes you 
from your current level of content maturity to your 

next level.

2. Content strategy for a
campaign, brand, service 
or other initiative 
This effort plans how to apply your enterpirse 
content strategy to specific needs, such as a 
campaign or technical support. It’s like a nesting 
doll within your content strategy—a small, focused 

replication.

You might find defining your content strategy 
yourself or with only your internal team to be a 
daunting task and bring in an outside firm to help. 
That approach has worked well for companies 
ranging from Dell to The Coca-Cola Company to 
InterContinental Hotels Group to Equifax.
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Content Strategy for Marketing 
is like a set of nesting dolls

Content 
Strategy for 

Service or 
Support

Content Strategy 
for Campaign

Content Strategy for 
Brand or Product

Content Strategy 
for Marketing
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Our approach and experience will help you develop or refine 
your enterprise content strategy as well as content strategies for specific brands, 
products, campaigns, and more. Allow us to explain our approach.

OUR METHODOLOGY 
Our proven process, quality services, and one-of-a-kind products 
combine to deliver world-class content strategies for marketing.
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ANALYSIS

Content
Experience

(CX/UX)

Content
OperationsSTRATEGY

IMPLEMENTATION
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ANALYZE 
You would not want your doctor to prescribe 
a treatment without first examining you and 
making a diagnosis. In the same way, we do not 
offer recommendations without first conducting 
indepth analysis of your content situation. In this 
phase, we gather the right data to assess your 
current state and your goals for the future. If 
you have content to start with, our ContentWRX 
product helps benchmark its effectiveness.
 

STRATEGIZE 
In this phase, we crystallize your goals into a 
vision forthe future state of your content. We 
synthesize insights from our analysis with best 
practices and industry trends. And we draw on 
our own independent research published in 
our award-winning online magazine Content 
Science Review. We also form a cohesive set of 
recommendations that, together, will take your 
content from where it is now to where you want it 
to be. To help you prioritize implementing those 
recommendations, we offer a roadmap.

Our engagement can stop at this phase, or we 
can further help you in implementation.

 

IMPLEMENT
We can “jump start” execution of your content 
strategy in several ways. We can help you 
develop the content experience or create the 
content. We can architect the content delivery 
for maximum SEO, reuse across channels, and 
multidevice display. And we can advise on 
your content operations, such as defining roles, 
establishing a center of excellence, or selecting 
content technology.
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ContentWRX assesses content effectiveness

Recommendations set a strategy to achieve your 
content vision

We can train your team or implement for you
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ContentWRX assesses content effectiveness

About Content Science
We’re an end-to-end content company that partners with the world’s leading brands to close 
the content gap in digital business. We bring together the complete capabilities you need to 
transform or scale your content approach. 

Consulting and research 
on content strategy and 

operations

Our studio dedicated to 
crafting effective content 

Content experimentation, 
measurement and 

optimization 

Each solution combines our services and products to make your content make a difference. 

SOLUTIONS

CONTENT WRX 
Software that takes the hassle  

out of evaluating content 
effectiveness

CONTENT SCIENCE ACADEMY 
Online certifications, virtual 

events, and options to customize 
for large organizations

PRODUCTS

8
of the

Fortune 50

6
of the top

50 U.S. web 
properties

4
of the 50 

largest nonprofit
organizations

3
of the most trusted 

government 
agencies

CONTENT SCIENCE CUSTOMERS INCLUDE
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What Others Say About Working 
with Content Science

“Content Science collaborated with us to update our voice and bring 
it to life across a range of content. The Sharecare voice now reflects 
who we are today no matter the customer touchpoint.”

 - Dermot Waters, Vice President, Sharecare

“I appreciate that there’s a method to the madness, so to 
speak. Colleen [principal at Content Science] doesn’t present 
recommendations for content because the content sounds or 
reads better. There’s research behind the recommendations.”

 - Ray Killebrew, Vice President

“I found Colleen very approachable and very much willing to spend 
the time it took to get in and understand the complexities of the 
company. One of the things we were really impressed by was that 
she focused on measurable results, and measurable results as they 
were relevant to our business.”

 - Aaron Burgess, Senior Strategist

“The analysis and recommendations from Content Science were 
helpful in meeting our goals. Content Science provided a variety of 
ideas – including different features, approaches, and elements – 
that drove a lot of our decision making.”

 - David Nusspickel, Director

“If not for the additional data, we might have been solving the 
wrong problem. The data enabled me to talk with the team and get 
everyone on the same page, so we could agree on which problems 
to solve.”

 - Melinda Baker, Director
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