




Guide

There’s so much information out there about how to build a content strategy. Before we dive 

into what content strategy actually is, it’s worth understanding what we mean when we say 

“content.” 













That’s why it might be best to think of content along several different lines. In the realm of 

digital marketing, content encompasses four core elements:



Information – What are the actual contents of your message? It can be factual, practical, 

entertaining, informative, or some combination of the three. 


Context – What is the content supposed to help you and the reader accomplish? Who is the 

target audience for this content? Why is it being published?


Medium – What channel are you publishing the content on, and how does that influence the 

overall message?


Form – Is the content text, graphic, audio, video, interactive, virtual/augmented reality, etc.?



Content is information that is relevant in a given context and has a form shaped by the medium 

through which it’s transmitted. Many definitions of content focus too much on the information 

and not on the rest of the elements. Information without context is just noise. Information that 

isn’t presented with the form and medium in mind risks being lost on the recipient. For example, 

you could write out the steps of changing a tire, but including images would make it a lot 

clearer.


“Content” is a single word loaded with different connotations and meanings 

that depend on its context. Yet, a single concise definition is elusive – most of 

us would simply say we know it when we see it. It applies to technical 

whitepapers and in-depth blog posts as much it does to TikTok videos and 

memes. 
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