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Content Strategy Report 

How we compiled this Strategy 

The content strategy report is based on the findings of a thorough content audit of the WIFT-T 
website, insights gathered through usability testing of various aspects of the site, and an 
in-depth comparative analysis. 
 
During the content audit, each member of our team was assigned a section of the site and read 
through all the content that was present, this included clicking on every link. Collectively, we 
have read through and interacted with all aspects of the website, including the members only 
section. 
 
Additionally, our team conducted several usability tests to understand how visitors who are 
unfamiliar with the site would interact with it. The usability tests analyzed 3 user flows, namely: 
sign-up for membership, making a donation, and selecting a program based on experience and 
interest.  
 
Furthermore, a comparative analysis was also carried out to assess how other membership 
based non-profit organizations structured the information on their websites. We compared 
WIFT-T with WCM (Women in Capital Markets), ACCT (Academy of Canadian Cinema & 
Television), and Interactive Ontario. 
 
Through the content audit, usability tests, and comparative analysis, we have found that the 
main issue affecting the WIFT-T website is a lack of engagement and “conversation.” WIFT-T 
aims to empower women in the screen-based industry to be capable, confident, connected 
and successful in their careers. Therefore, the website should effectively inspire and guide 
visitors through the content in an engaging manner. 
 
The remainder of this report details our findings and provides recommendations for 
improvements to the content on the WIFT-T website. 

Strengths of the Current Site 

Through our analysis of the WIFT-T website, we came across aspects of content that work 
quite well. 
 

● The voice and tone of the website is consistent - Throughout the website, it is very easy 
to get a sense of the organization’s values based on the voice and tone in which the 
content is written.  
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● Written content is friendly & approachable - Similar to the consistent use of voice and 
tone, it’s easy for visitors to identify the personality of WIFT-T through its written 
content. However, we feel that there is an opportunity with the redesign to shift towards 
a more casual conversational style that is more modern, less corporate, and would be 
more engaging for your audience. 

● It is easy to discover how to join and what the benefits of membership are - The 
‘Become a Member’ section heading is clear and prominent, making it easy to find from 
any page within the site. However, content within these pages is not laid out in an ideal 
fashion. 

● Testimonials are effective, particularly those that are accompanied by a photo - We 
would encourage more of this throughout the whole site in the redesign. 

 

Usability and User Experience Issues 

Navigation 
There are inconsistencies with some aspects of the overall site navigation. The main menu 
titles do not always correspond with page titles. For example, when the visitor clicks on the 
‘Become a Member’ menu heading, it leads to a page called ‘Membership’ which is confusing 
because they expect to arrive on the ‘Become a Member’ page. This is also true of the 
‘Benefits of Joining’ menu heading and the Member Benefits page. 
 
Additionally, there is no clear way of navigating directly to the Blog without clicking on a blog 
article displayed on the Home page. Furthermore, the ‘About’ menu heading and the ‘Contact 
us’ menu item lead to the exact same page, this is confusing to the visitor because they would 
expect the page heading to reflect the menu item that they selected.  
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Image:  https://wift.com/about/ 
 

Menu headings are clear for the most part, but the omission of a clear Donate button is 
problematic.  In our testing, participants found it difficult to understand where to go to make a 
donation. 
 

 
 
Recommendations: Menu headings and page headings should be consistently named. 
 
All sections of the website should be accessible from the main navigation menu. 
 
Add a featured Donation button in the header above the main navigation section.  We came 
across a good example of this when doing our Comparative Analysis. The image below shows 
how the Academy of Canadian Cinema and Television places their donate button in a 
prominently visible location. 
 

  
Image:  http://www.academy.ca 
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Inconsistent Structure 
 
We found many inconsistencies in the layout of the content that can be confusing for visitors. 
For example, in the ‘Programs’ section, each individual program has different components 
which makes comparison between programs confusing for the visitor. This is illustrated in the 
table below, comparing the content headings of 3 of the Intensives. 
 

Corus Media Management 
Accelerator 

Development Incubator Digital Media Bootcamp 

About the Program Cohort Cohort 

Ideal Candidate Skills Skills 

Benefits About the Program About the Program 

Program Outcomes Dates Program Sessions 

Eligibility Benefits Ideal Participant 

When and Where Who Can Participate Eligibility 

Testimonials from 2015 
Program Participants 

Deadlines 2016 Bootcamp Instructors 

About the 2016 Sessions Program Fees Questions/For More Info 

About the 2016 CMMA 
Instructors 

Application Fee  

FAQ How to Apply  

Questions/For More Info Questions/For More Info  

 Past Participants  

  
The same is true for the ‘Special Events’ and ‘Discount Codes’ sections. Several of the special 
events use different components and have different layouts. These inconsistencies force 
visitors to relearn how to interact with page content. Visitors expect the components and layout 
of the content to be similar from one page to another. 
 

 
 
Recommendations: Develop a content structure document for sections that have comparable 
content.  This document would outline which pieces of content are mandatory (eg. for 
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Programs, every page must have the following sections: Description, Eligibility, How to Apply, 
Location, Cost) but also would make room for variables (eg. for Programs, optionally you may 
include a video testimonial of a past participant).  
 
Furthermore each piece of the structure should have writing guidelines for the content 
creators. (eg. Program Description: a short (100 words maximum) description of the learning 
outcomes of the Program).  
 
By putting these documents in place it makes it easy to maintain consistency and it also aids 
content creators in building new content.  
 
We have included an example of a Content Structure document in the Appendix. 
 

 

Repetitive Content 
 
We found some content to be unnecessarily repetitive. The landing page for the ‘Programs’ 
section currently lists all the programs, with a description and a link to the specific program 
page. Not only is it a lot of text for a visitor to read through to identify which program is suitable 
for them, the information is repeated in the content on the specific program pages, in some 
instances word-for-word. It is frustrating for visitors to have to read the same information twice. 
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Image:  https://wift.com/programs/ 
 

 
Image:  https://wift.com/programs/intensives/corus-media-management-accelerator/ 
 

The various news sections are repetitive and confusing. In our audit we found a ‘Newsroom’ 
page in the footer, ‘Latest News’ is featured on the homepage, and there is a ‘Recent News’ 
section on the ‘Resources’ Page. 
 

 
Image:  https://wift.com/newsroom/ 
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Image:  https://www.wift.com/ 

 
Image:  https://wift.com/about/resources/ 
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A great deal of repetitive content was found in the sidebar. This visually clutters the page, and 
many visitors can become blind to content they see repeated over and over.  
 

 
Image:  https://wift.com/membership/member-benefits/ 

 
 

 
Recommendations: The Programs landing page should be rethought. When visitors go to the 
page they are not interested in seeing all programs. They are interested in seeing programs 
that are relevant to them. You will see in our Wireframes one example of how you could give 
visitors more control over how much information is displayed. 
 
Designate only one place to be the source for ‘News’ on the website.  
 
If using a sidebar on the new site, customize it for each page so the information you are 
offering to visitors is necessary and relevant to that page.  
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Outdated Content 
 
There is a lot of content on the website and while much of it is informative and useful, there is 
also a lot of outdated content that could be removed or archived. Some examples: The content 
found in the ‘Special Projects’ section in the footer is from 2012, and some of the links no 
longer connect to a working page; there are outdated and broken links in the ‘Newsroom’ 
Section and no recent articles.  
 
Furthermore, there are pages that have no content at all: when clicking on any of the Topics 
tags on pages that have the Topics widget in the sidebar, visitors find themselves on an empty 
page with only that Topic tag as a headline; the Gallery and Sitemap pages are also empty of 
content. 
 
Websites are intended to be “live”, it is not expected that they will contain every bit of 
information about your organization.  
 

 
 
Recommendations: We recommend that all outdated content be removed or archived. 
 
All links should be inspected to ensure that they are not pointed to pages that no longer exist. 
 
If the ‘Newsroom’ section is to be kept, it should be constantly updated, at least monthly, with 
recent content. 
 
Remove all pages that are devoid of content. These pages will only frustrate visitors.  
 
To implement these recommendations develop governance, ie. a set of rules to be followed by 
everyone who updates or maintains the site. Consider designating a staff member to review 
the site on a scheduled basis and remove or archive content that is no longer relevant or dated 
after a certain cutoff time; for example, anything older than 6 months is archived, and any event 
or program that has ended is removed or updated within 72 hours. 
 

 

Inconsistent Linking  
 
The use of linking is problematic in several ways. We have seen multiple instances of repetitive 
linking on the same page, i.e. the same link is displayed more than once on a page. 
Additionally, throughout the site, the colour of the links are quite similar to the colour of some 
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headings and other text. This is confusing to the visitor, as they may click on an item of text and 
expect it to react in a certain way because they mistake it for a link. 

 
Image:  https://wift.com/foundation/givethegiftofwift/ 

 
Image:  https://wift.com/programs/development-incubator/ 

 
Furthermore, there are several instances when the visitor clicks on a person’s name (that has 
been hyperlinked), and without warning, an email client opens up. Visitors should always be 
warned before opening one of their applications, and given the opportunity to decide if they 
are okay with the action being taken. Through our usability studies, we have found that there 
are many people who don’t use the built-in email client on their computer. It is best to give the 
visitor a choice about which email client to use. A better example of this can be seen when a 
user does the same action on a mobile device - see screenshot below. 
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Image:  https://wift.com/membership 

 
 
Recommendations: All repetitive links, i.e. the same link used multiple times on a page, should 
be removed. Additionally, links should be used sparingly because once the visitor has been 
redirected away from the original page, it’s very unlikely that they will return to it. An alternative 
solution to linking could be the use of a “hint” which allows the visitor get more information on 
a topic simply by hovering over a highlighted piece of content, without being directed away 
from the page. 
 
All links should be one consistent colour, that is different from all other text colours used on the 
site. This way the visitor will know for sure what is and is not a link. 
 
We also recommend that no action is made on behalf of the visitor without their permission, so 
if a hyperlinked name is clicked, the visitor should be given the option of whether or not to 
open their email client or use another app, or simply cancel the action altogether. 
 

 
 

Visual Content 
 
There is a glaring lack of visual content on the current site.  Certain sections contain virtually no 
images (Become a Member, About -with the exception of the Board of Directors page, most of 
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the Program pages), and the homepage is without any images of people above the fold (before 
scrolling down). The use of images is crucial to the goal of engaging visitors -- it gives them an 
idea of what they may experience as a member, who is currently involved, inspires them to 
donate to WIFT, and also gives them a nice cognitive break after reading through written 
content.  
Furthermore, when images are used they should be friendly and inviting. Through usability 
testing, we’ve found that some of the images that are currently on the site repel visitors -- 
they’ve stated that these images look too corporate; the Cohort graphic is a particular example.  
 
Finally, we’ve found that the font size used across the entire site is too small. In fact, the font 
size is so small that after reading through the site’s written content for a few minutes, many of 
our test participants complained about sore eyes. 
 

 
 
Recommendations: Include relevant, high quality photographs on every page. Whenever 
possible include photographs of people - your members, staff, program participants, etc. 
 
If using graphics make sure they are purposeful and suit the conversation you are having with 
your visitors on that page.  A great example of this is on the WIFT-T 2015 annual review 
microsite. The rocketship theme, the art direction, the avatars of staff and stakeholders, these 
elements establish a tone that is fun, exciting, and cool - which suits the industry WIFT-T 
represents and the WIFT-T brand. 
 
To improve guidance to visitors ensure that calls to action are bold and clear. Use big colourful 
buttons and position them prominently. People tend to scan a web page, moving their eyes in 
an F-shape pattern as they go. So, along the top of the page and along the lefthand side are 
the ideal places to position important content. A righthand sidebar is one of the worst places 
because visitors may not even see it. 
 

 

Language 
 
All content on the website should be considered part of a conversation with your visitors. We 
found in the audit, and in the usability testing that we conducted, that users are easily confused 
by this conversation. They don’t understand some of the language that is used: for example the 
meaning of the word “Cohort” was unclear for all testers.  They are overwhelmed by the 
amount of information that is offered. On the Join WIFT-T page most of our testers skipped 
right over all of the disclaimers that came before the signup form, and several of them 
commented on the irrelevance of the information to them. 
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After looking through the written content they were unsure which action to take, they felt like 
the site wasn’t effectively guiding them through the content. For example when attempting to 
find information about applying to a Program many testers struggled with finding the 
information about how to apply.  
 

 
 
Recommendations: Category and Topic headings should be meaningful and clear (eg. 
Become a Member is good. It is very clear what information I would expect to find in that 
section. However, a heading such as ‘Resources’ is not as useful). 
 
Consider telling the story of the Cohort designation. Since it is not a word that is familiar to all, 
explain more prominently how or why it is used - make it meaningful. For example: where did 
the name come from? Perhaps have some members describe their experiences when 
transitioning from one cohort to the next.  
 
Alternatively, consider rebranding the Cohort designation. Give it a title that is more relevant to 
the industry or simplify it to something that is friendly and meaningful to all, such as, “Crew”, 
“Team”, or something similar.  
 
Finally, keep in mind that most visitors will not be reading your website. They will be scanning it 
for the information they need.  Be as concise as possible and then give options for visitors to 
read more if they want more information. 
 

 

Final Thoughts 

The findings from our varied research show that there are several issues affecting the level of 
engagement and “conversation” on the WIFT-T website.  
 
We are living in the digital age, and more and more people expect to be able to interact with an 
organization online, and receive the same or a very similar experience as they would through 
offline interaction. Therefore, it is essential that the website is engaging, conversational and 
representative of WIFT-T’s personality.  
 
With WIFT-T’s upcoming web redesign, you have a great opportunity to improve the overall 
online experience you offer your visitors, so that visitors to the site feel as though they are 
taking part in an engaging conversation with an organization that they are proud to belong to 
and support.  
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Appendix 

Sample: WIFT-T Members-Only Discount Offers 

Component Usage * Writing Guidelines  

Offer Title M This is the Heading of the Offer. It must include the name of the 
Organization that is offering the discount. Eg. HotDocs Workshop, 
Playback Online. 

Offer Type M Subheading of the Offer. It describes whether the offer is for a 
Service, Event, Program or Product. 

Logo M This is a graphic of the logo for the company offering the 
discount, or for the event that is being discounted. The graphic 
must meet a standardized size (tbd). 

Description M A short (75-125 words) blurb describing what the company does          
and what is being offered. It must include the value of the discount             
as well as the regular cost if applicable. Eg. 
10% off $200.00, Registration opens 6 weeks earlier for WIFT-T          
members, Save $25.00 off usual Conference rate of 
$175.00, etc. 

Expiry Date O Optionally, if there is a specified time-frame or expiry date for the 
offer it must be clearly stated by day, month, and year. Eg. This 
offer expires on April 30, 2017; This offer is valid during TIFF: 
September 3-15, 2017; This offer is valid August 1-31, 2017. 

Minimum Purchase O Optionally, if there is a minimum purchase required to receive the 
discounted offer it must be stated. Eg. 10% off your order with a 
minimum purchase of $50.00. 

How to obtain offer M A short (1 sentence) instruction about how to obtain the offer. Eg. 
To register early enter promo code GETSTHEWORM in the 
registration form on the ShortDocs website. 

Link to 
Organization 

M Include a link to the website of the company/organization 
offering the discount. 

*M=Mandatory, O=Optional 
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Social Media Analysis 
 
In this document we share the results of a comparative analysis we performed in early 
November 2016. We compared Women in Film and Television - Toronto , with Women in 
Communications and Technology , and Interactive Ontario . We compared these organizations 
against criteria we developed around their use of social media platforms. 
 
We will also provide Recommendations for WIFT-T’s social media strategy and provide some 
best practices to follow if these recommendations are implemented. 
 

 

Comparative Analysis 
 

Women in Communications and Technology 
https://www.wct-fct.com/ 
Membership Size: 1500 
 
Twitter: https://twitter.com/wctfct 
Facebook: https://www.facebook.com/WomeninCommunicationsandTechnology/?ref=page_internal 
LinkedIn: https://www.linkedin.com/groups/1676447/profile 
Pinterest: https://www.pinterest.com/wctfct/ 
YouTube: https://www.youtube.com/channel/UCk0A9KNFZLlylO_NbF7ZJZQ 
 
Using Facebook Live?   Yes, just started recently. 
On Instagram?  No 
 
What are they doing well? 
Providing many thought provoking articles for members. Promoting events and chapters. Starting to make use 
of FB Live. 
 
What are they not doing well? 
They have a lot of social media channels and are not using them all: Pinterest hardly used, YouTube has only 
3 videos and the most recent one is from a year ago with only 20 views. 
 
What are the opportunities? 
Streamline social media channels and focus on creating a more conversational tone. 
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Interactive Ontario 
http://interactiveontario.com/ 
Membership Size: 300 
 
Twitter: https://twitter.com/IOnews 
Facebook: https://www.facebook.com/InteractiveOntario/?ref=page_internal 
LinkedIn: https://www.linkedin.com/company/interactive-ontario?trk=top_nav_home 
 
Using Facebook Live?   No 
On Instagram?   No 
 
What are they doing well? 
Using Twitter well to engage in conversations (recent TwitterChat about DigiCanCon), 
promoting events. 
 
What are they not doing well? 
Facebook page isn’t as engaging as their Twitter feed. 
 
What are the opportunities? 
Could use more video and visual content via an Instagram account and/or on Facebook to 
make social media presence reach more of their potential audience. 
 

 

 

Women in Film and Television - Toronto 
https://wift.com 
Membership Size: 650+ 
 
Twitter: https://twitter.com/WIFT 
Facebook: https://www.facebook.com/WIFT.Toronto/?fref=ts 
LinkedIn: https://www.linkedin.com/company/women-in-film-&-television-toronto?trk=top_nav_home 
 
Using Facebook Live?  No 
On Instagram?  No, but on Instagram there are over 4000 mentions of the #wift hashtag – not 
all are referencing WIFT-T but many of them are. 
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What are they doing well? 
Very engaged on Twitter, tweeting 4-7 times per week, promoting member accomplishments, 
retweeting relevant articles for discussion. 
 
What are they not doing well? 
Facebook page is not quite as engaging as their Twitter feed. Less posts, and is not followed 
by many. This may be because there is a members-only Facebook group used as a forum. 
(Which we did not access.) 
 
What are the opportunities? 
More video and visual engagement through Instagram, Facebook Live - making all channels as 
engaging as Twitter presence to reach more of an audience. 
The fact that there is already an audience waiting on Instagram suggests it would be 
worthwhile to adopt the platform. 
 

 

Recommendations 
 
We recommend that the WIFT-T team consider adding video content to both their Twitter and 
Facebook feeds.  Facebook Live could be used on their public channel to create more 
anticipation and excitement leading up to events such as the Crystal Awards and to raise 
awareness about the various Programs offered throughout the year.  
 
We also feel there is an opportunity to add an Instagram account to their social media roster. 
Instagram is a very popular social media platform and because it is a visual platform for both 
still photography and video it would make sense for an organization that supports women in 
screen-based industries to use such a platform. 
 

Resources 
 
The infographic in this article illustrates the impact of visual content: 
http://blog.marketo.com/2016/10/journey-through-the-world-of-visual-content-infographic.html  
 
The following article speaks to the power of Instagram’s reach, and its ease of use.  There are 
some examples about how non-profit organizations are using Instagram to thank their 
supporters, encourage donations, and engage in a conversation with their audience: 
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Instagram, Pinterest, and even Tinder: How small nonprofits are going beyond Facebook and 
Twitter 
 
 
 

 

Best Practices 
 

Facebook Live: 
● Let followers know in advance when you are planning to broadcast live so that they can 

plan to view it. 
● Write a compelling title to capture follower’s attention and help them understand what 

the broadcast will be about. 
● Make the experience as participatory as possible by asking for feedback and 

responding to questions. 
● Double check your internet connection to ensure that your stream doesn’t cut out at an 

important moment. 
 

Instagram: 
● Focus on posting photos and videos that depict people in your membership and 

industry– images and videos with people in them get more engagement: likes, 
comments, etc. 

● Include inspiring captions. These can include calls to action, gratitude for your 
supporters and celebration of your members. 

● As with Twitter, use hashtags in every post, whether still or video, take advantage of 
branded hashtags like #motivationalmonday and continue to create some of your own. 
(eg. #WIFT6ix)  

● Follow people in your membership and community; leave comments, like, and share 
relevant posts. 

  
Sources for Best Practices: 
http://www.forbes.com/sites/jaysondemers/2016/04/26/facebook-live-everything-you-need-to-know/...  
http://themodernnonprofit.com/instagram-nonprofit/ 
https://www.causevox.com/blog/best-nonprofits-instagram/ 
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