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Do you question your content?

It’s good to have a series of tests 
against which you measure your 
content – otherwise you could just 
be creating expensive noise. 

This document contains a few 
questions, to get you thinking.



Who is this aimed at?

Is this aimed at your entire target 
audience, a segment of it, or 
someone else? Is it constructed 
in the right way to communicate 
effectively with that audience?



Would somebody pay for this?

Your content may be free, 
but a rigorous test of worth 

(and value) is whether it’s good 
enough for someone to pay for. 

Sure, not all content has to pass this 
test (examples: press releases and 

product specifications).



Would somebody share this?

People share things which they like: things 
which amuse them, interest them, surprise 
them, shock them and from 
which they learn – especially 
if they think it will do the 
same for friends and 
colleagues.



Does this content use the most 
effective medium?

Unless you have a strategy to use one 
specific medium, it’s worth 

asking whether your content 
could be more effective using 

another – text, image, video 
or audio. Or perhaps more than 

one, so you’re repurposing the 
same content in different ways, for 

different uses.



Is this explained in the best way?

There’s seldom a single right 
way to do something – and, 
often, the more effective ways 
to communicate take more 
planning and consideration.

Perhaps try to list five ways to communicate the 
same thing, then choose the one which works best – 
or combine ideas, if that works.



What problem does this solve?

Great content can be something which solves a 
problem, or helps people to do things better. 
Does your content help those who like to 
learn, or those who are stuck 
with something – and need 
help right now?



What do I want people to remember from this?

When instructional designers create training courses, 
they first establish the key teaching points. It can help 
content-marketing people to do the equivalent – to list 
what they want people 
to remember, and then 
work out how the content 
will achieve this.



Can this be simpler?

Time spent simplifying content, so that it can be 
absorbed faster, is time well-spent. People 
don’t have time to look at things twice, so 
make sure your content hits the mark on 
the first pass.



How does this fit in with 
everything else?

Content should be part of a bigger 
strategy. How does this piece of 
content work with (and link to) your 
other content, communications, 
marketing and 
campaigns? 



Is this a balanced part of your 
key messages?

Most organisations need to 
communicate many things 
– and it’s important to 
keep an eye on the ratio 
of each, to make sure 
that everything you do 
is equally represented, 
over time.



Is this produced to the right standard?

Production standards affect people’s perceptions of 
your organisation. Has the content been produced 
professionally enough, with adequate quality control? 
(Example: has text been professionally proofread, or 
offloaded to someone who ‘is good at English?’)



Has somebody already done this better?

There’s not much new under the sun (this 
document included) but that doesn’t mean 
your content can’t find its niche. It’s worth 
checking online to see what others are 
doing, to find what you can avoid, learn 
from and improve upon.



Is this overloaded?

If content is to be absorbed quickly and 
remembered well, then it’s best kept 
succinct. A review pass, specifically 
to look for ‘content baggage’ 
(anything that’s really not 
required) can be a big help.



Is this missing something?

Content should be lean, but it should also 
cover all of the most important bases. 
Getting stakeholder input early on is vital, as 
is asking them to review it later. Put yourself 
in the mind of the reader – does your 
content leave questions unanswered? 



What is the goal for this?

All content should have a 
goal. It doesn’t need to be 
a lofty goal, but it should 
justify its existence in some way. 
Sometimes that’s with a specific 
action and sometimes it’s 
more general – and 
that’s fine, so long 
as it’s considered.



How can people interact with this?

Great content can create shares, likes and 
conversations. Think about how these actions 
can be encouraged with your content.



Could this backfire?

Few things don’t have the potential to at 
least raise someone’s eyebrows – and 
great content can be both challenging 
and contentious. But review again, 
with others’ eyes, in case 
there’s something which 
could offend.



How is this optimised for search?

Content comes first, and search 
optimisation shouldn’t be a creative 
straightjacket. But it’s vital that it’s 
considered seriously and the 
content optimised accordingly. 
But use natural language 
and ethical techniques. Don’t 
let the tail wag the dog.



How will this be promoted?

Content needs promotion – and don’t 
expect the odd tweet to do the job 

for you. Create promotion checklists 
and establish which to use for each 

item of content.



What do others 
think of this?

If possible, get 
feedback from 
service users. Listen 
to this and act – but 
remember: you are 
the creator and you 
can seldom address every 
comment. Don’t get hung up on this 
as people-pleasing can water down impact.



What do 
stakeholders think?

You don’t have to act on all 
stakeholder feedback, but you 

should always at least ask for it and 
consider it. Keep an open mind.



What would your gran 
think of this?

While you might be creating 
for a specific audience, what 
happens if your content falls 

into someone else’s hands? Say, 
your gran? Would she understand it? 
Would your content be improved for 

others (including your target 
audience) if she could?



What should people do next?

Not all content requires a direct 
call to action, because it should 
encourage action on its own – but 
consider in all cases whether 
adding one would be a benefit or 
whether it would undermine the 
content’s integrity. 



How much time did you spend reviewing and polishing?

The real work isn’t the creative work: it’s the planning and the 
review cycle. The more you plan, the less you need to review. 
The more you review, the sharper the output. Planning and 
review should at least match the time spent in creation.



It’s OK to give yourself a break

Good questions are still just a 
checklist: to check something. 
They’re not inviolate rules which 
could hobble creativity. Let 
yourself be OK with breaking the 
rules when doing so just works.
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