
Content Strategy Report

Walerysiak Page 1

Content Strategy 
Report

By Gabe Walerysiak


December 12, 2020

Source: https://www.vipmagsc.com/south-carolina-governors-school-for-science-mathematics/


https://www.vipmagsc.com/south-carolina-governors-school-for-science-mathematics/


Content Strategy Report

Table of Contents
Executive Summary—————————————————03 

Introduction—————————————————————03 

Business Objectives—————————————————04 

 Audience———-————————————————————-05 

Current Content———————————————————05 

Comparing Competing Sites—————————————06 

The Strategy————————————————————-08 

 Strategic Alignment Summary———-——————————08 

 Core Strategy Statement———-————————————-09 

 Messaging Frameworks———-—————————————-09 

Writing Style Guidelines———————————————10 

Content Redesign——————————————————-11 

 Prioritization———-———————————————————11 

 Organization———-———————————————————12 

 Presentation———-———————————————————13 

Key Performance Indicators—————————————-17 

References——————————————————————18 

Walerysiak Page 2



Content Strategy Report

Executive Summary
The South Carolina Government’s School for Science & Mathematics (GSSM) plans 

to use content strategy to overhaul its website design in order to more closely 

match their new brand identity. GSSM wants to reach out to as many students, 

teachers, and donors as possible while creating a user-friendly and attractive 

website that allows the school to share its new identity of creating a rigorous and 

immersive environment.  

The school has a very wide audience, and wants its new site to target each type by 

providing them with relevant and useful information seconds upon landing on the 

site. Content blueprints such as sitemaps and wireframes are shown to 

conceptualize a potential site/page structure that would align more closely with 

GSSM’s new goals and identity. The content’s performance indicators include the 

number of sign-ups and applications for the school’s various programs, the money 

the school raises, and the business partners the school obtains. 

Introduction
The South Carolina Government’s School for Science & Mathematics (GSSM) is a 

residential high school dedicated to delivering accelerated STEM classes to 

motivated juniors and seniors. They are one of only 16 residential high schools in 

the United States.  

This content strategy report is aimed towards the stakeholders for GSSM, who are 

looking to support the school in efforts to redesign their current website, to update 

graphics, and to provide maintenance. The report will allow qualified web designers 

to understand what types of changes GSSM is looking for on their site. 

This report will fit into the RFP by providing a detailed description of the school’s 

business objectives, an analysis of the current content the school provides, a 

competitive comparison with other schools, and a strategy overview that includes 
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guidelines on writing style, suggestions on redesigning the site’s content, and 

potential Key Performance Indicators (KPIs).  

Business Objectives
It is understood that GSSM wants to completely redesign their website in order to 

support their business objectives. Very recently, the school underwent a brand 

identity overhaul, where they created a new logo (see title page) and established 

four brand pillars based on community surveys from over 300 participants.  

These four pillars are: 

• Rigorous - providing an accelerated education made to push students’ academic 

ability beyond what was thought possible 

• Supportive - connecting students with necessary resources in a tightly knit 

community 

• Impactful - encouraging students and teachers in South Carolina to pursue their 

dreams and give back to their community 

• Immersive - delivering complex explorations and deep dives to provide students 

the most unique and engaging education imaginable 

These pillars make it easy to understand the school’s priorities, which in turn helps 

the school more easily define its business objectives for the future. The school 

wants to: 

• Reach out and serve as many students as possible 

• Provide opportunities for teachers and educators to refine and expand their 

knowledge  

• Prepare students to become future leaders and innovators 

• Attract families and potential donors to fund the school’s efforts to adapt and 

advance their specialized education 
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The school wishes to redesign its entire website in order to better match their 

pillars of identity, as well as support their business objectives. The RFP lists the 

goals related to the school’s web redesign: 

• Create an engaging an user-friendly website 

• Create a visually distinctive website 

• Create an interactive and constituent-oriented website 

• Build strategic partnerships 

• Support research-based design 

• Create a responsive site 

Audience

GSSM has a very diverse audience, including prospective students, families, and 

school districts for their residential, virtual engineering, and outreach programs. 

They also target government agencies, current and potential donors/business 

partners, and current GSSM students, families, and staff. 

Current Content

Walerysiak Page 5



Content Strategy Report

GSSM’s site looks a little outdated. There are two different horizontal navigation 

menus with different tabs, and there is a side bar on the home page that shows the 

school’s recent press releases. Each part of the home page is sectioned off and uses 

a three-color scheme of red, white and blue. Each page on the site has a two-

column format, with the left column providing the main content of the page and the 

right column featuring internal links to different/related pages on the website. 

Considering that the school wants a complete overhaul of their website, and an 

update to their graphics library (beginning with a new logo), it should be in their 

best interest to not reuse any of the content that is currently on the site, at least in 

the same format. The site does feature student success stories and information on 

courses, camps, and programs, which are all important to the school’s mission to 

reach out to as many students as possible. Therefore, by editing the site’s layout to 

better reflect their identity as an accelerated STEM high school, it will be necessary 

to bring back some of the content that accurately portrays the intensity and 

immersion of their campus and courses.  

Comparing Competing Sites
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The two schools chosen to have their sites compared to GSSM’s site are the Maine 

School of Science and Mathematics (MSSM) and the South Carolina Governor’s 

School for the Arts and Humanities (SCGSAH). All three schools have a home page 

that features links to their course offerings and school news, however SCGSAH’s 

website looks the cleanest and most up-to-date by far. GSSM’s site feels very 

blocky with a lot of negative space while MSSM’s site uses color schemes that make 

its text very difficult to read.  

All three sites have two horizontal navigation menus at the top of their site, with 

the main one highlighting school programs, campus life, and admissions 

information.  

SCGSAH’s website allows the user to 

look at each program deeply. It 

clearly shows them the course list by 

semester and provides a description 

of the course upon clicking the course 

name. GSSM does not have a course 

navigation system this in-depth, and 

including descriptions of each course 

offered in their accelerated programs 

in this format can help students feel 

more comfortable about applying to the school. 
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The Strategy
Since its inception in 1988, GSSM has grown exponentially and has maxed out its 

288 residential capacity. Due to its enormous growth and the school’s desire to 

reach more talented students in South Carolina, a strategy is needed to keep its 

current content up to date and to revamp its website in order to better align with 

the school’s brand identity and business goals. 

Strategic Alignment Summary

The current website for GSSM houses a lot of content. Press releases and blogs can 

be accessed from the home page, a course catalog is available in PDF form, and 

descriptions about various programs are easily accessible. The school also has 

student success stories from previous graduates of the school. Links to all of the 

school’s social media networks are also found at the bottom of every page. 

The GSSM could benefit from 

having specific course names 

and descriptions on their 

website alongside the eligibility 

requirements needed for each 

course, instead of a chart 

showing the credits per course 

type required. The school is also 

missing some photos and videos 

that can better highlight the 

emotion and intensity of each 

program. This can give viewers 

a nice break from reading and 

can allow them to physically see 

what it’s like to be a student.  
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There are a lot of messages that the site needs to communicate, especially with an 

audience as expansive as theirs. The site’s four pillars, creating a rigorous, 

supportive, impactful, and immersive environment, are going to be at the 

forefront of the school’s marketing efforts, as they plan to use their website to 

provide an easy guide for their audience to get involved in the school’s programs. 

They also need to send a positive and welcoming message towards anyone 

considering applying to the school, as well as towards potential donors or business 

partners who may be looking to support the school’s outreach programs.  

Core Strategy Statement

The core strategy statement is as follows: 

In order to reach as many students as possible, GSSM will provide a fast-

paced, accelerated, graduate-level learning experience that will encourage 

prospective students to apply to a program that will expand their academic 

ability and better prepare them for college and the workforce.  

Messaging Frameworks

The site’s messaging framework allows the school to understand how users feel 

both upon arriving to the site for the first time and how they feel after spending a 

few minutes looking for what they need. The framework provides the school with 

knowledge on how well their site’s content aligns with user needs.  

The framework is separated into three ordered sections - a first impression, a value 

statement, and a proof. 

First impression: Upon landing on the site for the first time, users should feel 

excited and at ease. 

Value Statement: After a few minutes on the site, users should feel comfortable 

about locating the information they need and interested in learning more about the 

school and its programs. 

Proof: The site will anticipate user needs by quickly identifying pages and 

resources that users find important, while getting straight to the point with each 

page so users do not stay there any longer than they need to. 

Walerysiak Page 9



Content Strategy Report

Writing Style Guidelines
A lot of the content on GSSM’s site will be written, which makes it vital to adhere to 

writing style principles and guidelines. Writing style is important because without it, 

users can scan a website very quickly and leave with a misunderstanding of the 

message the site tried to send. If the written content on a site is easy to read and 

broken up enough, users can find all the information they need while only needing 

to read a fraction of the written content. Because GSSM wants to provide its 

audience with a visually enticing website that allows them to quickly find content, it 

is all the more necessary to make sure that the writing style is on point.  

The school’s website plans to use a standard writing tone for its web content, which 

is a combination of formal tone practices such as literal meanings, and informal 

tone practices such as the use of contractions (AU Gov). This will give the school 

freedom to write in a professional manner towards business partners and donors, 

while also generating excitement and passion through its writing towards current 

and prospective students and families.  

A good example of writing presentation from GSSM’s site is: 

GSSM faculty members are chosen for their intelligence, experience and ability to 

bring out the best in their students. 

One example that could be revised is: 

That’s why we’ve created ENGAGE. Delivered by GSSM’s Center for Science 

Education & Outreach, ENGAGE is designed to impact students through early 

interest and awareness of STEM studies. 

The second sentence starts with a passive voice and can be combined with the first 

sentence. This is how it looks revised: 

That’s why we’ve created ENGAGE, an outreach program designed to impact 

students through early interest and awareness of STEM studies. 
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GSSM should scan through all of the written content they plan on carrying over to 

their updated site and revise their sentences in order to best provide the standard 

tone and passionate voice that they want to elicit. To incorporate the best practices 

into written web content, consider the following (UMaryland): 

• Write in conversational, easy-to-read text 

• Use lists instead of paragraphs to make scanning easier  

• Place most important content in the first few paragraphs (inverted pyramid) 

• Active voice over passive voice 

• Use headings and subheadings (hierarchical content is easier to read) 

Content Redesign
To get a better idea on how to redesign GSSM’s website, a few ideas are needed in 

order to spark new development. The blueprints for the content redesign will be 

categorized in three separate categories: prioritization, organization, and 

presentation.  

Prioritization

A prioritization matrix was built in order to better understand the relationship 

between the site’s content and both the business and its users (Casey, 160). This 

matrix splits the site’s content into four categories: Meh (content not needed for 

the redesign), Guide (content that benefits users more than the business), Drive 

(content that benefits the business more than the users), and Focus (content that’s 

beneficial to both the business and its users).  

The prioritization matrix does exactly what its name implies: it allows the school to 

figure out which content it needs to prioritize. The school wants to reach out to as 

many students as possible, so focusing on all of its program information and 

invitations to apply should be a priority.  
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Organization 

Organization includes the grouping and relating of content so users can more easily 

find the content that they are looking for (Casey, 160). The best way to organize a 

site’s content is by creating a sitemap, which is a diagram showing the basic 

navigation for the new website.  

This will help GSSM see its site fully laid out and get a better understanding of 

which content should be navigational elements and where pages will fall within the 

site structure. 
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• School success stories
• Compliance
• Mission and History
• News (Press Releases)
• Blog (Foundational Updates)

Meh
• Academic Calendar
• Course Catalog
• COVID-19 updates
• Faculty and Staff Directory

Guide

• Support/Donate Online
• Social Media Links
• Create Alumni Account
• Summer Camps

Drive
• School Applications
• GSSM Job Board
• Refer a Student (Govie)
• Visit GSSM
• Virtual Programs (Apply)
• Outreach Programs (Apply)

Focus
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Presentation 
The presentation portion of the content blueprint refers to how content is 

assembled to form everything a user sees on a page (Casey, 160). A core model 

matrix and wireframes were created to show what core pages GSSM should focus 

on to better align with their new identity, and how those core pages should look. 

The core model matrix displays GSSM’s business objectives, a core list that aligns 

with each objective, a core page, and a list of content that would appear on the 

specific core page.  
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Donate

Support

FAQs

Directory

Calendar
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Teacher Tools

Work at GSSM
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Payments/Fees

GoSciTech

Accelerate

TEAM UP

INSIDE GSSM

STEM Scholars

SPARK!

ENGAGE

CREATEng
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Residential

Virtual
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COVID-19
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Social Media
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Apply
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Support

TwitterSCOIR

Outlook

Apply

Sign-Up

Apply

Apply

Sign-Up

Sign-Up
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Canvas Instagram

YouTube
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Once the core pages are identified, wireframes are made in order to show a 

prototype version of the redesigned website. There are five wireframes in total, one 

page for each of the core pages listed above. The wireframes are designed with 

GSSM’s goals of user-friendliness, visual appeal, and accessibility in mind. They 

take the current content from GSSM’s website and uses a two column pattern to 

contain written content and multimedia on one page. 
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Goal Core page
contentCore pageCore list

Success
Stories

• Title
• Quote
• Grad year
• Image
• Story
• Current job
• More stories

Majors

• Apply Now
• Description
• Images
• Courses
• Video
• FAQs

Camps

• Quotes
• Descriptions
• FAQs
• Social Links
• Images
• Videos
• Rating/Reviews

Become an
aspiring
destination for
prospective
teachers

Become an elite
school where
graduates excel
at universities and
become leaders/
innovators in the
workforce

Reach out and
serve as many
students as
they can

Attract more
families and get
them interested
in an
accelerated
education

Encourage
potential donors
to fund the
school's efforts in
providing an
accelerated
education to high
school students

Job
Positions

Job
Description

A Success
Story

A Major

GoSciTech
(a camp)

Donate

• Title
• Quotes
• Images
• Job Description
• Apply Now

Support

• Title
• Images
• Video
• Description
• Social Links
• Donate button
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Key Performance Indicators
Key Performance Indicators (KPIs) are the ways an organization measures how 

successful their content is and whether or not that content is meeting its business 

goals (Casey, 148). KPIs are built with business objectives in mind, and for GSSM, 

the KPIs are as followed: 

Reach out and serve as many students as possible 

• KPI: Number of students applying to school 

• KPI: Event sign-ups from website and social media posts 

• KPI: Increase in web traffic 

Provide opportunities for teachers and educators to refine and expand 

their knowledge  

• KPI: Number of teachers applying to school 
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Prepare students to become future leaders and innovators 

• KPI: Course sign-ups from website 

• KPI: Camp program applications 

Attract families and potential donors to fund the school’s efforts to adapt 

and advance their specialized education 

• KPI: Money raised through fundraisers and events 

• KPI: Business partnerships obtained 

• KPI: Increase in social media following across all channels 
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