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About me

Bring to the table win-win survival 

strategies to ensure proactive 

domination. At the end of the day, going 

forward, a new normal that has evolved 

from generation X is on the runway 

heading towards a streamlined cloud 

solution. 

Background
Communication’s Director/PIO

BS Graphic Information Technology

Minor in marketing

Contact
Gcorral@azwifa.gov

(602) 364.1236

www.azwifa.gov



What is it?
Essentially, a content audit is the inventory of all website 

content (or collateral) and assessing its application. 

A content audit is more a qualitative assessment and 

evaluation. You must have a defined set of metrics to be 

successful

Content audit 

First impressions matter
First impressions are decided in about .05 seconds

38% of people will stop engaging if the content or 

layout is unattractive.

94% of first impressions are design related

Design for all
about 46% of web traffic is mobile. 

57% of users will lose interest if it’s not mobile

70% of websites are not ADA or WCAG-compliant

Changing Dynamics
42% of the US labor force is working from home due 

to the ongoing covid-19 pandemic

92% of businesses have identified a need to adapt 

their digital presence.



About our project

Content audit, refresh, and strategy
• New visual identity
• Inventory of all website content/downloads
• Immediately retired old/redundant content
• Updated all technical pieces
• Visitor “persona’s” and brand voice
• Content refresh with consistent standards

Website needs
• Clean user experience front and back
• Mobile first and responsive
• SEO optimized
• Role-based permissions
• Security/spam tools and role-based accounts
• Easy to use! 



How to: 
Content audit and strategy

01
Define approach.

What are the goals of your content audit or 

phase? This is a very time-consuming 

process, you’ll want to be realistic. 

Remember, you can always do more later

02
Inventory.

Understand where things are, sitemaps and 

IA. Work with your developers/IT people, 

they’ll help you! 

Catalog everything that is important. You do 

not want to miss something that you’ll need. 

03
What does your data say?

This is where you get to put  your inventory 

to work. 

What pages or items can be retired or 

consolidated? 

What isn’t getting the visibility that you 

want and how can you highlight it? 



Content inventory 
example and what yours might look like



How to: 
Content audit and strategy

04
Create and execute a plan.

Use the goals you set to prioritize and build 

your approach. 

Example: getting rid of a few old updates 

may not be as beneficial as refreshing your 

CW/DW srf overview pages. 

05
Put it to work.

Understand where things are, sitemaps and 

IA. Work with your developers/IT people, 

they’ll help you! 

Catalog everything that is important. You do 

not want to miss something that you’ll need. 

06
Do it again – seriously. 

Create a schedule for when you’ll regularly 

review your inventory list. 

Who will do it and how often? Keep using 

the data from step 3 to refine things. 



Effective content strategy

• Know your audience, really know what they are. 
This applies for all communication and collateral. 

• Develop personas for each category of person, 
however detailed you choose to make them. This 
will help craft all kinds of communication. 

• Tweak everything for the applied context. Do not 
try to use a “one size fits all” communication 
strategy. it wont work and people will notice. 

• Marketing plans, marketing design/briefs. Focus 
on quality, not quantity, remember that you’re 
competing for attention.



Before
Text heavy.

Trying to communicate so many 

things that it communicates 

nothing. 

Nothing captivating. This page 

does not showcase relevant 

information to the visitor. 

Obsolete.

It’s visually offensive and 

committing multiple crimes 

against good design. 

Navigation is confusing and 

unclear, everything looks like a 

link. 

Not responsive or accessible



After the redesign. What the 
homepage looks like



After the redesign. What the 
homepage looks like





Summary of benefits
Cleaner content means less frustration

• All content is written in plain language standards. 
We’ve received fewer complaints about our 
content being hard to understand. 

• Less confusing navigation gets people quickly to 
where they want to go. 

• Clean program offering pages drive contact. 
Maintainability 

• We’re a small team and now the project managers 
can manage their own announcements. 

• Analytics give actual insight to content 
effectiveness

• Updated captcha and human verification has 
drastically reduced spam contact. 

• Easy to update pages and save layouts for future 
use. 



Thank you!

Gcorral@aziwfa.gov | (602) 364.1236
https://www.linkedin.com/in/garrettcorral
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