
WORKSHOP 
Norway as a Study Destination - Brand and Content Strategy                
    
 
 
Workshop 2: How to develop a Brand and Content Strategy 
with Tracy Playle, content strategist, founder and CEO of Pickle Jar Communications  
 
In this workshop we will focus on: 

• Assessing and using audience insights to inform our approach 

• From brand strategy to content strategy 

• What makes compelling content 

• Creating and sustaining a content plan 

• Measuring and analysing the effectiveness of your brand and content strategy 

 

09.00 Welcome back and introductions 

Tracy will introduce the purpose of the day and recap what we worked on during our previous 
session  

 
09.30 Your brand and elevator pitch 
In this session we will now compare the brand values that we chose for our individual 
institutions, and see how they differ.  
A representative from each institution will also be asked to share a 60 second “elevator pitch” 
to promote their university to a prospective international student, using language that aligns 
to your brand values 
** Please come prepared ready to share these **    

 
10.30 Coffee Break 
 

10.45 Understanding what our audience wants and needs 
Understanding our audiences, and their wants, needs and motivations is the bridge that 
takes us from a strong brand strategy to actual impact and results in our marketing activity. In 
this session we will share insights from audience research with international students in 
Norway and consider the implications of these insights for our brand and content strategy. 
 
11.30 From a brand strategy to a content strategy 
We’ll now consider the role that a content strategy and content marketing strategy plays in 
bringing our brand to life for our audiences. What is a content strategy? What is a content 
marketing strategy? How can I create one that works for us? 
 
12.00 What makes compelling content? 
In this session we will now think about the qualities that make content compelling and 
impactful for our audiences. We’ll start by brainstorming this in our groups, and then after 
lunch we’ll take a look at examples of content with impact.   

 
12.30  Lunch 
 

13.45 Great content strategies and compelling content marketing content 
We’ll return from lunch with Tracy showcasing examples from around the world of higher 
education marketing, and non-education sector examples, of impactful content. We’ll use this 
to inspire content ideas for the rest of the day. 
 
 
 



 
14.00 Planning compelling content 
In this activity we’ll all be given an audience persona (inspired by our work in our first session 
together in June), and a user journey map for that persona. We’ll work through their decision-
making journey to design content ideas to keep them moving towards Norway and our 
institutions. As we do so, we’ll also start to ask ourselves the question: who should be 
producing this content and where should they find it?  

 
15.15  Break 
 

15.30 Channels, platforms and editorial calendars 
Having lots of great content ideas is a wonderful start, but we need to get that content out 
there and we often have multiple channels and platforms to use to do this. In this session 
we’ll consider how to decide what goes where (and when), and the role that editorial 
calendars have in helping you manage this.   
 
16.15 Measuring and evaluating the impact of our brand strategy and content strategy     
We’ll finish the day sharing ideas for how we can measure and evaluate the success of our 
work. We’ll consider measurement frameworks, tools and approaches. 
 
16.50 A final word on your planning toolkit and answering any questions  
 
17.00 Session close 


