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Content Inventory & Evaluation 
 
Whether you want to redesign your website and prepare your current content to 
migrate it over, or whether you’re building a new Content Management System 
(CMS) and need to specify the types of content modules to include, you first need 
to audit all your content by 
performing a complete 
inventory and then evaluating 
its quality.  

Performing a Content 
Inventory means thoroughly 
cataloging all the content pieces 
you have. This step is also 
known as a Quantitative Audit. 
You discover the what. 

After that, you perform a 
Content Evaluation, aka a Qualitative Audit, for each piece of content. You 
evaluate its overall ranking or hierarchy on your site and deliberate whether the 
content can be used as is, needs to be updated or rewritten, archived or deleted 
or what you will need to create it from scratch. You discover the why. 

A thorough content audit starts with a complete content inventory, 
followed by an editorial content evaluation and concludes with next 
strategic steps. 

The most effective way to perform a content audit is by writing everything down 
in one simple spreadsheet (more on that below. The evaluation part of the audit 
is shaded in red). When performing the audit, share the table with everyone on 
your team and work off ONE master table, i.e. in Google Docs/Sheets, to avoid 
duplications and errors. 
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How do you gather all your content? You can create a sitemap using online crawl 
tools like xml-sitemaps.com—but you might miss content that is not linked to any 
page or is hidden behind passwords. You can also use your CMS (i.e. WordPress) 
and go page by page, post by post, list all your uploaded files and thus be less 
likely to miss a piece of content that might not have been published or has been 
hidden/orphaned (meaning it has a URL but can’t be found because no links lead 
to or from it).  

Content that you want to keep should then be evaluated whether it aligns with 
your current goals or your brand voice: Does it tell your story and the message 
you want to convey? Is it 
engaging? Does it provide 
business value and, even more 
importantly, value for your 
readers? Are there any gaps in 
the content that fall short of the 
overall site goal or topic?  

Remember, your content dictates 
the design. The structure of the 
site, its navigation, page 
hierarchy and layout depend on 
it. When designing or redesigning 
your website, your site’s launch date hinges on whether your content has been 
optimized and is ready to go.  

And if you work with a designer and developer, they, too, have to be aware of all 
the content pieces you need—well before the first mockups or wireframes are 
created—to see what goes where and how your content relates to another to 
reveal the bigger picture, your site’s ideal content flow and patterns in its content 
structure. 

 

https://www.xml-sitemaps.com/
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Once you see what you have to work with, you can plan ahead and outline a 
valuable long-term content strategy that works for you and your organization, 
aligns with your brand and engages your ideal customers.  

Organizing your content will also help you strategize your site’s search engine 
optimization (SEO) in the long run to boost your site’s ranking. 

Schedule a content audit at periodic intervals (aka a rolling audit), at least once a 
year, to ensure that your content strategy stays relevant and on track, your 
content is up-to-date, engaging, consistently aligns with your goals and guidelines 
and performs as intended.  

A consistent content audit helps monitor your assets and helps formulating 
tactical plans to flag new content early on in the content creation process as ROT 
(redundant, outdated, trivial). 

 

Now’s your turn:  
 

• Create a spreadsheet. I suggest Google Sheet within your Google Drive 
because you can share it with your team. Or you create it in Excel and 
import it into your Google Drive as a new sheet. Give it a name and date.  
 

• You can also download the Google Sheet Content Audit Template that I 
created here (screenshot on next page) for your audit. 
  

• Rename and customize it to fit your content and site needs. For a thorough 
audit, try to keep most of the columns as they are. You’ll need the info. 
 

• Add each content piece in separate rows underneath, following the structure 
of your site: from the top-level pages (i.e. the homepage) down.  
 

• Share the spreadsheet with your team. 
 

https://docs.google.com/spreadsheets/d/14mmldzIK4t0BgzL1_rWjV_m5cEn7gLIRG07OTXw-AWQ/edit?usp=sharing
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A screenshot of my Google Sheet template that you can download and customize.  

 

Below, you’ll find more details about each of the tabs and what they stand for. 
The more info you jot down in your table, the better you will be able to evaluate, 
and act upon, your findings.  

Your table will also provide you with an invaluable tool once you’re ready to 
migrate your content to a new website. You’ll be able to check whether all your 
content moved over and discover any gaps that need to be addressed.  

And finally, it will provide a clear roadmap for your SEO strategies going forward. 

https://docs.google.com/spreadsheets/d/14mmldzIK4t0BgzL1_rWjV_m5cEn7gLIRG07OTXw-AWQ/edit?usp=sharing
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URL AND/OR ID  

The complete web address for the page or document and/or ID 
used in your CMS. 

PAGE TITLE 
The text appearing in the browser’s title bar and seen by search 
engines. 

TOPIC & HEADLINE The topic that the content is about and its headline (H1 heading) 

CONTENT TYPE 
Article, Blog Post, Profile, Bio, Sidebar, News Release, Event, CTA, 
Page etc. 

FORMAT 
Webpage (HTML), PDF, Word Document, Visual, Photo, 
Infographic, Video, Audio etc. and location 

LOCATION/SECTION 
Website (if applicable, specify section), e-/print newsletter, social 
media channels, syndicated outlets, mobile only, brochure etc. 

GOAL 
Information, Call-to-Action, Marketing, Sales Offer, Branding, 
Product/Service 

WORD COUNT 
FILE SIZE The size of your documents, audio and video files in KB or MB 

TARGET AUDIENCE Likely audience for the content  

ACCESS LEVEL 
Whether the content is publicly available, accessible only by 
members or other specific audiences or behind a paywall 

CONTENT OWNER 
The individual responsible for the content. Who is creating, 
reviewing and updating the content? Who signs off on any 
changes? 

CMS AUTHOR 
The person who entered the content into the content 
management system 

CREATED DATE The date the content was created/entered into the CMS 

PUBLISHED DATE The date the content went live on the site 

LAST MODIFIED  The last date the piece of content was revised   
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SCHEDULED 
UPDATES Does the content need regular, scheduled revisions? When? 

UNIQUE PAGE 
VIEWS 

This information comes from Google Analytics. The number of times 
the page was seen by people in unique sessions over a one-year 
period.  

EXIT RATE & 
BOUNCE RATE 

This information comes from Google Analytics. The percentage of exits 
on the page & the percentage of single-engagement sessions. High 
bounce rate is a red flag for low content quality.  

KEYWORDS, META 
DESCRIPTION, TAGS  

If applicable, SEO keywords and meta tags used; word count for 
articles 

IMAGE ALT TEXT The image alt text of images 

EXTERNAL/INTERNAL 
LINKS The links to and from the content that need to be kept or adjusted 

NOTES Anything pertinent to the content that has not been addressed yet 

CONTENT 
HIERARCHY 

EDITORIAL EVALUATION: 
The importance of the content for your site, using a sliding scale (i.e. 
1 to 3); High – Medium – Low; or color codes (i.e. green, yellow, red)  

ACTION NEEDED 
CONTENT EVALUATION:  
KEEP, REVISE & UPDATE, CREATE NEW, ARCHIVE, REDIRECT, 
DELETE? 
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ABOUT CONTENT 
DESIGN LLC 

Hi, I am Tekla Szymanski, founder 

of Content Design LLC, your one-

stop shop for content strategy and 

web development for content-rich 

nonprofit and personal websites. 

 

You have a small team and even less time? I hear you. And since your 

website deserves an editor, writer and web designer who understands 

how to leverage your unique content and then adapt the right design 

to it, I can help you. 

You have a story to tell, a mission to share or a service to offer, and 

we will find the right platform to build a website around your unique 

content needs that converts your site visitors into loyal donors, paying 

clients or new members.  

What sets me apart?  

Most web designers and developers don’t come from a content-

creating background. I do. 

https://www.tekla-szymanski.com/
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DISCLAIMER 

 

A content audit that includes a thorough inventory and evaluation is 

crucial to help monitor your assets, analyze your existing content and 

its impact, plan your SEO strategy and create measurable goals for 

new content early on in the content creation process. It is mandatory 

when migrating your content to a new platform or when building a 

customized CMS. But the effectiveness, scalability and conversion 

rates that your website delivers also depend on the design and 

whether you keep all components updated, synced and backed up. 

At Content Design LLC, I can help you with your content audit and 

content-first site design to ensure that you reach the widest audience 

possible.  

 
R  Schedule a free consultation call: bit.ly/AcuityContentDesign 

R  Email me: editor@tekla-szymanski.com 

R  Visit my website & blog: www.tekla-szymanski.com 

https://app.acuityscheduling.com/schedule.php?owner=12901278
mailto:editor@tekla-szymanski.com
https://www.tekla-szymanski.com

