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It’s not always easy to understand the role that content strategy plays in content  

marketing. Approaches vary between companies, and the two disciplines are still working  

out their relationship and who owns what. But progress in this area has been swift as  

of late, and companies who can define their approach in detail — and are prepared to 

document and socialize the business benefits that come from it — will be best positioned  

to reap the rewards. In this paper, we lay out Pace’s approach to these two disciplines, 

as well as the way in which they work together to achieve common goals. You’ll also 

get an inside look at our quantifiable approach to content planning and development. 

While content marketing now lies somewhere between trendy and ubiquitous, most 

organizations find that ongoing content development is increasingly complex. Building  

a holistic, multichannel content ecosystem that provides useful, usable content to  

targeted segmented audiences? Well, that can be even more daunting.

Content marketing agencies take on this challenge every day and with slightly different 

approaches. What is the Pace approach? We focus on high-quality content, and we  

do more than simply create it. We’ve built an entire strategic practice to support it.

While content marketing now lies somewhere between  

trendy and ubiquitous, most organizations find that ongoing  

content development is increasingly complex.
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Our Recipe 
There’s a secret sauce in our recipe for great content: high-caliber content creators. 

Any chef will tell you that the quality of your ingredients matters — and high-quality 

content creators beget high-caliber content. Google has modified its approach to 

quality content, and its impact on the industry is profound. That’s not to say that 

some organizations don’t mistakenly spend a lot of money on high-minded noise. 

The trouble is that one cannot make a silk purse out of a sow’s ear. 

The other part of our recipe combines these high-quality/caliber creators with 

content strategists. The key here is close collaboration between creative thinking 

and strategic planning to elicit behavior. Our methodology puts content strategy 

(processes, structures and technology) in the service of content marketing (great 

storytelling), rather than the other way around. Why? Our experiences — and the 

numbers — show that it’s still the story that matters. The digital, multichannel  

context simply offers more opportunities to tell it. In this way, content strategy is 

the “stickum” that adheres our world-class editorial expertise to the latest practices 

in channel management, experience design, analytics and the technologies  

that enable them.
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One powerful example from the Pace portfolio is the Four Seasons content  

program. What began as a print-only magazine relationship has evolved into an 

extensive content grid that maps audiences to a preferred content format, channel 

and language. Every day we produce thousands of pieces of content that deliver 

billions of impressions. Content created by Pace for Four Seasons can be found 

throughout the print, digital, social and mobile universe: 

• Four Seasons Magazine in print and on Zinio 

• FourSeasonsMagazine.com (also on Flipboard) 

• @FSMagazine on Twitter

• FSFotog on Instagram 

• The World of Four Seasons, which expanded around the affinities of the following: 

 • Food (Taste by Four Seasons)

 • Weddings (Four Seasons Weddings) 

 • Family (Have Family Will Travel)

 • Plus editions in Spanish, Portuguese and Russian 

F OU R S E A S ON S M AG A Z I N E   /    I S S U E 4   /    2 01 3

Expand your style options this season with sleek menswear-inspired pieces—their clean lines  
and sharp tailoring look easy and elegant on feminine forms. To keep things ladylike, bring on the diamonds.   
Lots of diamonds.   Photography by Yuval Hen   Styling by Kay Korsh

DIGITAL & MOBILE
INSPIRING TRAVEL WITH ACTIONABLE CONTENT

SOCIAL
ONGOING CONVERSATIONS

SEGMENTED  
CONTENT CHANNELS

WEDDINGS, FOOD & FAMILY

VIDEO
STORIES COMING TO LIFE

MAGAZINE
ENHANCING BRAND EXPERIENCE

EMERGING MARKETS
NEW PLACES

FOUR SEASONS HOTELS & RESORTS CONTENT ECOSYSTEM
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Our longtime Four Seasons client maintains that “luxury must have a narrative,”  

meaning that in order to capture and serve the needs of discerning and desirable  

consumers, you must present them with a compelling reason to engage with the  

brand. And that can only be manifested by relaying truly authentic experiences  

through stories. “Don’t tell me what it’s like to be a Four Seasons bride, don’t show  

me ... take me there and prove to me that you know me very well.” This mandate fuels 

every creative and strategic decision the team makes around content development  

and syndication to achieve complete brand emersion and eventually conversion.  

Visits that interact with Four Seasons content have a higher revenue per booking for 

both urban destinations and resorts — typically an 18-30% lift in revenue per booking, 

according to Pace’s Director of Analytics, Andrew Harris, who references the program’s 

ROI in his strategy paper, “Measuring the Value of Custom Content”.

What Is a Content Strategist  
and What Do They Do?
Three years ago, hardly anyone referred to himself  

or herself as a content strategist. Now, it’s a discrete  

discipline. Clients want to know if our beautifully crafted  

content actually worked — if it sold or retained, convinced  

and converted, turned nonbelievers into believers.  

Content strategists make it possible to provide those answers. 

Visits that interact with Four Seasons content  

have a higher revenue per booking for both  

urban destinations and resorts
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Content strategy as a practice is still rapidly evolving. While it remains focused on  

strategic planning for content, it’s also becoming a broader discipline with different 

(though often overlapping) specialties — brand story vision, technical, structural/ 

architectural, analytics and process-related specialties, to name a few — that reflect the 

many types of business needs and contexts where content strategy is now applied. 

At Pace, content strategists research and design content plans for marketing programs 

built around compelling stories for the appropriate channels, where targeted audiences 

are likely to find it. They define the strategic vision, content requirements, channel  

vision and relevant content planning deliverables, which then provide direction for  

the teams of writers, designers, videographers and social media specialists. Having  

content strategists take the helm in this manner ensures that content is planned,  

developed and distributed in a way that enables clients to get the maximum value  

from their content investment.

Our content planning is based on a menu of our Core Set of Deliverables, which  

we have found to be most useful in creating great content that gets maximum value  

in the shortest possible time. Do all clients need all of these deliverables? No, not  

always. Some organizations have been creating content long enough to have made 

mistakes and fixed them. Some are well on their way to holistic content ecosystems  

and that’s good. Some organizations just need fine-tuning — structure and process,  

or creative ideas, or frameworks for measurement and analysis. These distinctive parts 

of content strategy can be achieved separately and don’t require a comprehensive  

content strategy to be executed effectively.

At Pace, content strategists research and design content plans for 

marketing programs built around compelling stories for the appropriate  

channels, where targeted audiences are likely to find it.
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Tone/voice and  
style guidelines

Messaging guidelines

Topic list  
OR  

topic map

Content planning 
matrix

Content formats list

Copy deck template 
OR 

page table template

Assessment of  
current content

 (WITH IA) Taxonomy 
definition

Define measurement  
and performance 

parameters

Editorial strategy

CONTENT

Content Creation

Content workflow 
planning

Migration plans

Editorial calendars

CORE SET OF DELIVERABLES

Governance

ENGAGEMENT RESULTS

Distribution  
& Reuse

Findability Optimization

Structured content 
model

Tagging structure/list

Metadata definitions

Plan for integration  
with multichannel  

content marketing/  
engagement strategy

Content types list

Keyword list

SEO metadata

SEO strategy

Link building  
strategy

Keyword ranking 
analysis

Ongoing  
assessment of  
performance  
against KPI  
objectives

Real-time content  
updates based  

on results

Targeted strategy  
updates based on 

results

Content ROI  
analysis

Persona development

Audience definition

This approach helps Pace:  

•   Break through marketing “clutter” with creative, compelling branded messaging  

that consistently informs, engages and converts defined target audiences

•   Build brand familiarity, trust and loyalty among target audiences

•   Communicate effectively across multiple channels and formats

•   Improve the ROI of their content investment through planned reuse and  

process efficiencies

•   Maximize the performance of their content investment through strategic  

targeting and optimization

•   Design a content strategy scoped specifically to their needs and budget

•   Continuously measure and optimize the content mix 
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What Is a Content Director  
and What Do They Do?
Content directors are content creators, journalists  

by trade. Here at Pace, we love our journos. 

The content director is a descendent of the magazine or  

newspaper editor. Storytelling is in their DNA. Back in the day,  

the editor was responsible for strategic content planning, targeting,  

distribution and ongoing adjustments based on audience feedback  

(which trickled in three to five months after the publication date). 

Then came the Internet and social media, whereupon four things happened:

Consumers wrestled away control of content and stories from  

editors. They took content development — writing, photography,  

videography, reviews, and even rush-hour traffic reports — into  

their own hands.

Brands and their marketing teams saw that they had the potential to  

do the same thing: to own the conversation about their products and 

engage with consumers on new applications on the Internet and  

through social media.

Editors (and the writers they hired) began receiving something  

that freaked them out: real-time feedback from their audiences.  

Yikes. Marketing teams were freaked out, too, but they also saw  

the opportunity in real-time responses.

Writers and editors had to fill a rapidly growing channel universe —  

not just write the article, but post and respond to tweets, update  

constantly, think about how the story would play out visually and  

follow performance.  

1

2

3

4
#
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As a result, editors could no longer know everything they needed to know on every channel 

all the time. Content directors had to be different than editors. They kept that journo instinct 

and honed their talent for telling stories that move audiences to action. At the same time, 

content directors realized that truly compelling and effective stories needed to find their 

audience, wherever they were. And they needed an additional set of skills to be able to do it 

well. They also needed the help of content strategists.

Relating Content Strategy  
to Content Marketing
Now, it’s true that the relationship between content strategy and content marketing has 

always been a bit fuzzy, although more and more articles have been coming out to  

clarify it. (Robert Rose, chief strategist at the Content Marketing Institute, recently provided  

an excellent synopsis in “How Content Strategy and Content Marketing Are Separate But 

Connected.”) At this point, we believe that what businesses really need to understand is 

how these disciplines can work together toward measurable business results. We need 

to know, and be able to show our clients, how and where content strategy adds value  

in the type of work we do. How does it fit into the content marketing campaigns or  

programs we run and into the already existing marketing work that they do? How does  

it relate to the digital strategy? How does it improve our world-class storytelling and 

contribute to measurable results? And how much time and money do we need to 

spend on content strategy to get real value from it?

CONTENT 
STRATEGIST

CONTENT 
DIRECTOR
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Our approach provides answers to these questions as well. Let’s “show and tell” by  

taking a look at how content directors and content strategists work together at Pace.

GUIDING INSIGHTS

USER  
NEEDS

BUSINESS 
REQUIREMENTS

CURRENT-STATE 
ASSESSMENT

PACE’S INSIGHTS ON 
CLIENT BUSINESSS

CONTENT STRATEGY VISION
Guided by a set of content requirements  
that addresses target audiences and  
KPIs, topic areas, content structure and  
governance needs, this team defines and 
oversees the content strategy deliverables 
that are most relevant to a project.

EDITORIAL/CREATIVE VISION
Liberated by a “tight brief” that  
has been informed by our Guiding  
Insights, this team has the freedom  
to craft, innovate, create and build  
outstanding content.

Creation
Attract and  

engage  
customers with 

top-quality 
content that 

is consistently 
interesting and 

useful to the 
relevant target 

audience(s)

Governance
Ensure  

continued 
 quality over  

time with  
processes  
for regular  

maintenance  
and updates

Distribution  
& Reuse
Maximize  

content reach 
and ROI by  

planning and 
structuring  
content for  

efficient  
promotion 

across multiple 
channels

Findability
Increase  

customers’  
ability to find 

digital content, 
as well as a 

search engine’s 
ability to rank it, 
by implementing 

SEO best  
practices and 
link building

Optimization
Maximize  

content results 
and improve 
user value  

over time, with 
regular reviews 

and updates 
based on  

analytics data 
and testing  

results 

CONTENT RESULTSENGAGEMENT

STRATEGIC FOUNDATION

CONTENT PLANNING PILLARS
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Content programs, and each content campaign within, are initiated after a discovery 

phase that includes an assessment of user needs, business requirements and a current-

state content assessment all overlaid with Pace’s insight based on our experience of 

each client’s business. 

Big ideas (or the big idea) are crafted and shaped by our creative team, in collaboration 

with our content and digital strategists, into content and content tools that effectively 

deliver your message(s) to your audience(s). Audiences who consume Pace content  

are more likely to convert.

Conclusion
So, what’s the point? It’s that telling a compelling story — a truly persuasive story that is 

strategic, useful and measurably effective, while unfolding in full view on the world stage 

— takes more than just a good writer. It takes thoughtful planning, world-class creative 

skills and careful execution to really come together. In other words, it takes both content 

strategy and content marketing. 

Audiences who consume Pace content are more likely to convert.
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Kerry Carnahan Ellis Senior Content Strategist and Marketer 

About the Authors

Kerry has over 18 years of experience helping Fortune 500 brands and ambitious 

startups delight customers with smart, relevant content experiences. She’s worked 

on websites, multichannel marketing campaigns, and enterprise field and partner 

enablement programs for some of the world’s most respected brands as well as 

a variety of nimble startups. She loves helping people imagine, plan for and create 

effective digital content that achieves results — including increased conversions, 

improved site performance, better lead generation, improved search rankings  

and increased customer engagement. Kerry holds a B.S. in Communications from 

Northwestern University and an M.A. in Media Communications from the  

University of Washington. 

Heather Keets Wright Group Director of Content Strategy 

Heather leads the editorial vision and content strategy on key accounts at 

Pace. Heather is a journalist, with more than 20 years of experience creating 

print and digital content and developing content for large media companies, 

including Time Inc. and Scripps Networks Interactive. She has served as the 

managing editor for MarthaStewart.com and TeenPeople.com. As a writer,  

her work has appeared in Essence, Redbook, BusinessWeek, The Washington 

Post, Vibe, Parenting, Black Enterprise, Glamour and Martha Stewart  

Weddings magazines, among others. She is the winner of a 2008 Salute to 

Excellence Award by the National Association of Black Journalists. Heather  

is a graduate of the S.I. Newhouse School of Public Communications at  

Syracuse University, where she was inducted into the Professional Gallery  

for Outstanding Alumni in 2000. 
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About Pace
Pace is North America’s leading independent content agency, specializing in

multichannel branded content solutions that fuel loyalty, CRM, marketing, digital

and social programs for many of the world’s largest brands. We have a staff of  

more than 300 professionals that are located in five offices across the U.S. –  

Greensboro, NC, New York, NY, Dallas, TX, San Antonio, TX and Rogers, AR. We  

help our clients navigate the complex marketing landscape to develop programs  

that suit their needs to deliver targeted outcomes. In 2013 Pace was named  

Content Agency of the Year by the Content Marketing Institute.

Contact:

Emily Wright

emily.wright@paceco.com

336.383.5783

Content strategy vs. content marketing articles:
How Content Strategy and Content Marketing are Separate But Connected (Content Marketing Institute)

Ask an Expert: Content Strategy vs. Content Marketing — What’s The Difference? (iAcquire)
 
Content Marketing. Content Strategy. What’s the difference? (Altimiter Group)
 
What’s the difference between content strategy & content marketing? (Colleen Jones, Content Science)
 
Relevant books:
Colleen Jones, Clout: The Art & Science of Influential Web Content (New Riders, 2011)


