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EP 36 - How to Develop a Content Strategy 

Sasha 00:08 
Welcome to Strategy for Creatives: Business Minus the Bullshit. Whether you're new in business or find 
yourself in a season of change, get ready to build a strategy, create an action plan and crush those 
goals. I'm Sasha, host a strategy for creatives. And I help female led businesses grow their brands in 
authentic, measurable and meaningful ways, without the stress. There's no sugar coated here, I'm 
serving up real tips and actionable steps you can take to help get you organized, get off the path to 
burnout and grow your brand like a boss. So go ahead, pull up a chair, grab a notepad, and let's talk 
business. 
 
Sasha 00:46 
Welcome to Strategy for Creatives: Business Minus the Bullshit. I, of course, am your host Sasha. And 
today we are going to be talking content. Now I try to steer away from specific marketing type 
techniques, because marketing is an evolving tool. And it can change. The way that we market has 
changed a lot over the past few years. But I wanted to talk specifically about content creation, and not 
so much on the how-tos aka how to use Canva, or how to use tools like Later and Planoly. And things 
like that to plan out content, but rather how you come up with and develop content strategy. How you 
determine what type of content you should be creating, and then using those tools like Canva, for 
example, to create that content. Now, a lot of people when they are creating content, or they're trying to 
come up with how to create content, there is no strategy behind it. They don't know whether they 
should be pushing product, pushing services, whether they should be educating, they are just trying 
to... typically they will pick a topic that they think their target market is interested in, make a couple of 
graphics about it, and then throw it up on a content calendar and schedule it to post. But that's not 
really the best way to create strategy. When we are talking about strategy around content, we want to 
create content that is going to give value to the people who are reading it or consuming it, and are 
going to actually convert those people into people who are interested in our products and services. And 
so, you want to develop strategy that centers around certain components and then build your content 
from there.  
 
Sasha 02:33 
You may have heard some things like this in the past, but it really goes into and drives home that like, 
know, trust factor. And it helps build that with your potential clients. And so, you want to have certain 
types of buckets for your content strategy. The first one that you want to have is something called 
awareness content. This is things that focus on driving more visibility for your brand. While awareness 
content doesn't directly drive sales, it's not going to actually put money in your pocket, what it does do 
is create valuable resources for other websites, for other people to share. And to link to which is going 
to steer back to you and create you as an authority figure for whatever it is that you're trying to market. 
When you see advertisements for content marketing services, this is essentially what they specialize in. 
It's about creating those awareness topics. They tend to be data driven. They're SEO optimized, things 
like that. It's what when you Google, this is what's going to come up for your business. So, you can hire 
a lot of copywriters to do this. But this should only be something that's a part of your content strategy, 
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not the main content strategy. So, for example, it could be something as simple as you know, "What is 
a Chief Content Officer and why you need one" that's creating awareness if that's the type of brand that 
you have, that's going to create awareness around what you do. And you can either come up with a 
blog post about that, talk about it in an email, talk about in social media, but that's what awareness 
content is.  
 
Sasha 04:04 
You also want to have a pillar for thought leadership content. So, what does that look like? Thought 
leadership content puts you as an expert in your industry or niche and so it offers a unique perspective 
based on your experience, and all of the things that you've learned while being in your business. So 
that's everything from a step-by-step process, thoughts about where your industry is going, or even in-
depth breakdowns into something that's in your industry, that might be a little advance and you want to 
break it down for your consumers. So again, these types of content, the thought leadership content is 
going to position you as a leader in what you are doing. Thought leadership content helps increase that 
trust factor that others will have in you because it places you as an expert, and it gives this value that 
you have. That you know what you're talking about. So, while awareness content can increase visibility, 
thought leadership content show that you actually know what you're talking about. So, these are things, 
let's say that you're a marketer, it's "how to build a strategic marketing plan", or "the content framework 
that you're missing". Those types of things allow you to show off your expertise. And let people know 
that you know what you're talking about. So, it's going to start building that trust factor with you. And 
again, all of these that I'm going over can be used in any sort of medium, I encourage you to go back to 
the series that I did on beyond social media, where I talked about email marketing, and funnels, and 
blogs, because you can use any of these for those types of avenues and also social media as well.  
 
Sasha 05:36 
The next kind of content pillar that you want to have in your content strategy is a sales centric content. 
So, this is where you're actually going to sell to potential people. It's about converting leads into 
customers. And it's about providing a better customer experience to existing customers, encouraging 
them to buy from you in the future, or recommend your business or what your services and products 
are to their friends and families. And so, this type of content shouldn't be the main content for your site. 
It shouldn't be the main content for your business, because remember, nobody really wants to be sold 
to. People want to feel like they know you, feel like they trust you before they buy from you. So sales 
content, like this, any type of sales centric content is not, it's probably not going to drive new people to 
your site. But what instead is going to help convert those people who have taken in that awareness 
content, who have taken in that thought leadership content, who are already primed to be interested in 
what you're offering, and help them decide whether or not you're the right person for them. So, there's a 
couple of different types of sales centric content. But you can do things like comparison, where you 
show how you and what you offer works for them, you're comparing something like "should I hire a 
digital marketing agency or an in-house marketer", one of those would be what you are and why that's 
better for them. Another type of sales, centric content are success stories, or sharing those testimonials 
that you have, so like "how I helped my client grow her business from 430%", or "the 13, proven 
benefits of working with a business strategist", right. Those are types of success stories that are sales 
centric content, which can help take people who are already interested in your business, and help push 
them into becoming clients or purchasers from your business.  
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Sasha 07:24 
Another pillar that you can think about using is culture content, which focuses on showcasing you, or if 
you have a team is going to show off your business. And this just helps again, build that like, know, 
trust factor. This is where you can share things about your business. So, if you've won awards, or if 
you've had podcasts, interviews that you've been on, or if you've been featured on websites and things 
like that, this is where you get to show that off, and it helps promote you and your brand. And it just 
gives an inside look into what your business is doing. And just makes people feel like they can again, 
trust your business more and it becomes more of an authority.  
 
Sasha 08:03 
So those are the four types of content that you want to think about creating for your business. They 
should be included in your strategy for your business. Again, awareness content, thought leadership 
content, sales centric content, and then culture content. That should be a part of your content strategy. 
And you want to make sure that you're doing an even mixture of all of those things. You don't want to 
be salesy all the time. You also don't want to provide too much information or have too much of like, for 
example, thought leadership content, where you're providing all of this value, and you're giving too 
much away, because then that can discourage people from actually using your services. You want to 
give enough away where people feel like they know what you're talking about, that you know what 
you're talking about, and that they see the value in working with you. And it entices them to sign up for 
your services or to purchase products from you. And so, you want to make sure that you're having a 
balance of what all of those are within your content strategy, though, while also having those content 
categories.  
 
Sasha 09:06 
You also should have basic content pillars, and this is what you talk about on a day-to-day basis. So, 
content pillars for me, for example, I talk a lot about authenticity, I talk a lot about self-care. I talk a lot 
about organization and structure in my business. Those are my content pillars. So, within each of those 
three categories authenticity, self-care, and organization in business, I can create content pieces that 
fall into those broader categories - that fall into awareness, or thought leadership or sales centric or 
culture, I should be able to create content from those three pillars that can serve in any of those 
categories. And that's how you start to build out what your content should be. You want to create a list 
of three, five, no more than I would say probably eight content pillars. Again, those are the things that 
you talk about on a regular basis. So, if you're a photographer, for example, a content pillar might be 
how to structure your photography business. Or it might be why you need to have certain family photos, 
or you know, family memories or things that you don't think about with weddings, things like that, you 
want to have certain categories, certain pillars that you are always going to be talking about in your 
business. And then you want to be able to divide those up into those categories - that awareness, that 
thought leadership, culture and sales centric - that will help you build out and create a content calendar. 
Content calendars are different from content strategy. If you don't have the strategy behind creating 
content calendars, all you're doing for the most part is creating pretty images, and blog posts that are 
going into the ether and aren't really going to help push your brand forward, because there isn't strategy 
behind it. So, you want to make sure you're utilizing those categories and content pillars in order to 
create that content.  
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Sasha 11:12 
And again, you want to make sure that this is tying all to your goals. So, for example, if I know that I 
have spaces open for August clients that I'm trying to book, I'm going to start pushing content that 
shows me as an authority in working with business strategists. Why I know what I'm talking about and 
can help you organize your business. I'm going to start telling you more about how I got into business 
strategy so you get to know my business. I'm going to start pushing out why you should book with me 
and comparing where you might be right now in your business to where you could be from working with 
me. And then ultimately say, "Hey, I have this number of slots open, make sure you grab your seat 
now". That is how you tie content strategy into a marketing strategy to help push your goals forward.  
 
Sasha 12:03 
So, I encourage you to take the time, take a step back from the content that you're creating for your 
business and think about the purpose that it's serving. Do you have a strategy in place to help push 
your business forward? Do you have a cohesive strategy for your content? That is giving people value; 
that is serving you and putting you as an authority for what you are doing in your business; that's selling 
to your people in a way that doesn't feel salesy, but it's still letting them know what you offer? And are 
you including yourself in a way that makes it seem for new people to come in that they know what your 
business is about and they have an idea and can get to know you and your business a little better? 
Again, business when it comes to sales is all about that like, know, trust factor. And one of the ways 
that we can continue to build those like, know, and trust factors is by having a content strategy that 
makes sense for our business. 
 
Sasha 13:03 
Are you ready to uplevel your business? Join the five day be your own CEO challenge. All the details 
are available on the website at www.by-sasha.com. If you liked what you heard, make sure you rate 
and review. It really helps other people find the show. And of course, following subscribe on your 
favorite podcast platforms. Want to follow me on social? I'm on Instagram and Facebook at Strategy By 
Sasha. Make sure you tune in next Tuesday for more business tips. 
 
Sasha  13:40 
Part of the Boundless Audio Podcast Network 
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