Comprehensive
Content Solutions

People Matter. Words Matter.
Content Matters.

HTTP://YOUR-CONTENT-MATTERS.COM

.



We're more than just
content studio. We
help organizations
modernize their brand
through content
design that transforms
and connects.

We're your storytelling partner.
And we believe every brand has a
story to tell.

Art Direction

Content & Digital Strategy

Generative Al

Organizational Assessment

Photography

Plain Language Communication Strategies
Training & Workshops

Writing & Editing




Empathy-Driven Content

We put people at the heart of
everything we do. Our content is
crafted with a deep understanding
of your audience, ensuring it's not
only seen but felt. This empathetic
approach helps build genuine
connections and delivers
messages that truly resonate.

Data-Enhanced Creativity

What sets us apart is our ability to
blend creative storytelling with
precise data insights. This fusion
ensures that every piece of content
is not only engaging but also
strategically targeted to meet the
specific needs and behaviors of
your audience, keeping your
communications both relevant
and impactful.

Technological Edge

We harness the latest technologies
to elevate your content strategy.
From advanced SEO tactics to
generative Al, we use cutting-edge
tools to enhance the effectiveness
and reach of your content, setting
you ahead in a competitive digital
landscape.
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Your
partners in
crime

GUEST TEAMMATES

Robbie Walters, Graphic Design
Jesse Parks, Brand & Identity Design
Chloe Moore, Content Analyst
Brandon Webb, Web Design

STACEY MARTIN, OWNER & PRINCIPAL

Stacey is a dedicated content leader with
over 15 years of experience and proven
success in brand and content strategy. From
digital strategy to content operations, Stacey
weaves together solutions based on
experience in both public and private
sectors.

SETON MCGOWAN, SENIOR STRATEGIST

Seton is a communications strategist with a
focus on brand strategy and content. When
she’s not wordsmithing, you’'ll find her
hosting themed dinner parties, listening to
live music, or curled up with a British mystery
and her white, wire-haired mutt, Walter.

CHRIS MARTIN, CREATIVE DIRECTOR &
PHOTOGRAPHER

Chris Martin transforms photography into a
powerful storytelling medium, capturing the
essence of individuals and communities. Chris
crafts captivating visuals that elevate your
brand identity and tell your unique story.
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How We
Ledave Our
Mark

@ City of Durham, NC

Town of Chapel Hill, NC

(c) Town of Chapel Hill, NC

@ Town of Chapel Hill, NC

@ Town of Chapel Hill, NC

@ Town of Chapel Hill, NC

@ North Carolina City and
County Communication
Professionals

Hosted multiple plain language workshops to significantly enhance
organizational communication by training leaders to simplify complex
information in emails, flyers, brochures, and financial reports.

Redesigned the North Carolina DMV's driver's handbook in plain language
and multiple languages, enhancing comprehension and accessibility for a
diverse driver population, promoting safer driving across the state.

Audited website content to streamline navigation and improve information
quality.

Conducted an environmental scan of the competitive landscape, providing
strategic insights to keep the organization adaptive and competitive in a
dynamic market.

Established a Plain Language Center of Excellence, elevating the
communication standards, fostering transparency, and building trust with
residents.

Led comprehensive organizational assessment and provided actionable
recommendations to enhance the communications team’s capabilities.

Hosted a workshop on building a Plain Language Center of Excellence and
conducted a plain language training session for North Carolina city and
county communicators, enhancing their skills in clear communication.



‘ Stacey Martin and Content Matters are the premier choice for
clients seeking high-quality branding and content creation
services. My experience working with Stacey in our corporate
roles has shown me her exceptional ability to navigate

organizational complexities with ease, grace, and persistence.

Stacey consistently focuses on achieving a cohesive and
perfected brand voice while ensuring language simplicity to
support all customers.

Charlene Foley, President at SEE Me CX; Inc.
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Content Solutions

-

@ l Art Direction and Photography

Cc%)] Culture

e content center of excellence
e generative Al adoption

e organizational assessment
e workshops / training

e writing guides

\‘% Content Design
—F e print / digital
e writing / editing
e layout [/ design

e photography

Content Strategy for Brand Redesign
e audit
e calendar
e content type development
e environmental scan
e information architecture
e journey mapping
e messaging
® persondads
e stakeholder workshops

C‘. Content Marketing (monthly)

F:

e 4 blogs

e 8-12 social posts
e 3-4 emails

e photography




Content Design

Modernizing your brand means

designing resources that are Getting Your Lea = er's Permit
inclusive and make an impact. e T aW |
|
We redesigned the North gqrth Calzolizz )
. ' . ' river’s Handboo
Carolina DMV s driver s handbook Your Step-by-Step Guide
. . . to Getting Your License
in plain language and multiple
languages, enhancing 5 TABLE it
OF North C:

comprehension and accessibility CONTENTS
for a diverse driver population,
promoting safer driving across
the state (39 pages).

Learning the

arner’s

>

permit
i |
> DMV
th Carolina DMV
rs Permit

ense | 3
riving Skills Test

¢ills Test m

Town of Chapel Hill, NC

Chapel Hill

PUBLIC LIBRARY

Document Design

* writing Available in Arabic, D

e editing Burmese, Karen, and

e design Spanish " | '
Chapel Hi

o photography PUBLIC LIBRARY



Content Design

Modernizing your brand means
showing communicators
across the organization
examples of a voice that is
clear and concise.

We hosted multiple plain
language workshops to
significantly enhance
organizational communication
by training leaders to simplify
complex information in emails,
flyers, brochures, and financial
reports.

City of Durham, NC
Document Design
e writing

e editing
e design

|
DURHAM

Fiscal Year 2024-25
Budget Development Guidelines

INTRODUCTION

The development of budget guidelines is a best practice and supports The Citywide Strategic
Plan Goal, Innovative and High-Performing Organization. One of the objectives of this goal
is to promote organizational sustainability:

Strategic Sustainability — realistic vision and goals

Program and Service Sustainability - high-quality services and programs
Personnel Sustainability — effective and reliable personnel

Financial Sustainability — recurring revenues equal to recurring expenditures,
adequate financial reserve and contingency planning.

The General Fund is the primary fund for the city and supports 24 of the 27 city departments
including 1,700 of the City's 2,404 full-time employees.

The City Manager shall use the following Budget Development Guidelines to prepare the
FY 2024-25 Proposed Budget.

OVERALL

The budget should prioritize funding based on the City's Strategic Plan, needs related to
accommodate population growth, State and/or Federal mandates and initiatives consistent with
the City Council's priorities.

REVENUES

For FY 2023-24, the two largest sources of revenue to support General Fund operations were
local property taxes (46.8%) and local sales taxes (35.5%) representing 82.3% ($232M) of
the fund’s $281.5M budget. Local property taxes also fully support the Debt Service Fund
which accounts for the City's General Fund debt service obligations. The property tax
appropriation for the Debt Service Fund was $47.5M for FY2023-24.

The City must use a strategic approach to balance the budget by assessing revenue
enhancement opportunities and cost control. The FY 2024-25 Budget must support the
City's Strategic Plan and identify funding to enhance priority programs and services.

* The current tax rate for the General Fund of 31.55 cents (per $100 assessed value) may
be increased to cover the pay study market adjustments and other pay policy
considerations.

* The tax rate for the Debt Service Fund will remain at the current rate of 11.50 cents (per
$100 assessed value).

Page 1 of 3
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Where our money comes from. I . DU RHAM

Last year, most of our General Fund money came from property taxes and sales taxes.
Local property tax and sales tax accounted for 82.3% ($232 million) of the fund's total
budget of $281.5 million.

Revenue Source Percentage of Total Revenue Amount (in millions)
Lecal Property Taxes 46.8% %108

Local Sales Taxes 35.5% $124

Other Revenue Sources  17.7% $49.5

Total General Fund 100% $281.5

* Property taxes fully supported the Debt Service Fund, which covers the city's
debt service obligations.
+ The properly tax appropriation for the Debt Service Fund was $47.5 million in

FY2023-24.
@ Potential changes to taxes Table: Summary of tax rates and fund
allocation.
» The tax rate for the General Fund
may be increased to cover Fund Tax Rate (per
employee raises and other costs. $100 assessed
» Rates for other funds, like those for value)
debt service or solid waste, are
likely to stay the same. Genearal Furd 31556 cents
Debt Service Fund 1.50 cents
@ Additional guidelines:
Solid Waste Fund 5.59 cents
+ The General Fund's fund balance will i )
not fall below 12.0% at the end of FY Dedicated Housing Fund  3.38 cents

2024-25.

+ Non-recurring funds will not be used for
recurring expenses.

+ Proposed water and sewer rate
increases will not exceed an average of
6.2% for the average customaer.

+ Fee adjustments will be considered to
align fee revenues with the cost of
services for better cost recovery rates.

+ The proposed inerease in Stormwater
rates for typical residential customers
(tier 2) will not exceed $1.55 per month.

Transit Operating Fund  3.75 cents
Downtown BID 7.00 cents

Half Penny For Parks 1/2 cent

Design your work
Budget Development Guidelines




Strategy

Social Venture Partners
International (SVPI) hired our
friends to redesign their
corporate brand and launch a
new web presence.

We led content strategy and
development for affiliate
spotlights, partner spotlights
and donor learning.

Agency Partner:
SolDesignCo Atlanta, GA

Strategy - Brand Redesign

audit

e journey mapping

e messaging

calendar

content type development
writing [ editing

« Back to News & Stories

Piyush Chawla, SVP
India

| svpi | oarzs/a023 |

Meet Piyush Chawla, a Partner of SVP India. Piyush is on t
frontlines weorking hand in hand with the community at
in Delhi, From education and healthcare to human rights,
has seen firsthand the impact that trust-based philanthro
have. Trust-based philanthropy reimagines relationships b

Reimagine the future.
Reimagine giving.

We can build a world where all communities thrive

e ’ L - .

How did you gt invelved with SVP India?

| was looking for a new way to give back to the communit;
selling my business, | had done some volunteer work with
the past, but | was looking for something more structured

impactful. | heard about SVP from a friend, and | was imm
drawn to their focus on working with NGOs and their com
to trust-based philanthropy. | started attending SV#'s ann
partner meetings and monthly all-partner meetings. That's)
really got hooked. It was very exciting and energizing to m
Rartners every single month and brainstorm new ideas. 4

we
reimagine

giving

Sel.




Strategy

Oranizational Assessment

Landscape
Analysis

Ann Arbor, MI

Austin, TX

Boulder, CO

Lawrence, KS

®

Laudérshlp

&

Structure

Strategic
Planning

F S

-y

Community
Engagement

Communications
office

Different departments are
responsible for providing content
Communication Departrent
focuses on promating these
oppoertunities and crafting the
actual messoges.

Works with the IT Department .

Undergeing a major
planning initiative for our
comprehensive plan

The deparnment nas o
systematic internal
process for community
engagement,

Communications
and Public
Information
Department

A centralized office provides services to
departments. It connects and guides
departmeants. Collaboration and
integration is eritical to reaching goals.

Working on o market study 1o reevaluate
all roles and create career paths.

“An effective communication
strategy Is not just about the
dissemination of information, but
also involves actively shoping and
influencing policy discussions and
oulcomes.”

The community engagement team
serves as in-house consultants for
other departments, providing
guidance and support for two=way
cormnmunications with the public,

This approach underscores the city's
commitment to involving its citizens in
its operations and policy decisions.

Communications
and Community
Engagement
Department

Prioritize internal grewth,
Have both a
decentralized and
centralized model

“Invelving people (in the
process (vision, mission,
values) and making them
teel part of it is crucial for
the success of the strategic
plan.”

Community engagement is a

crucial part of the department.

It Invelves facilitating diclegue
with the community and
gathering input on decision-
making.

Communications and
Community Relations
Department

Desire to transition towards o
meore unified structure and a
shared services model.

Brand Manager, a Director of
Public Participation or Community
Relations, a Webmaster, and o
Photo and Video person.

“We have a distinct brand, and
we're really proud of serving as
the voice and the storyteller of
the city.”
Werking on a strategic
communications plan to suppart
homeless programs.

“We would benefit from an
additional content manager. Millie's
role [grant-funded] is strictly public
participation around homelessness.

Her job i project-based and
exclusively to communicate with

neighbors arcund our work in
homeless programs.” .}

ADVOCATE AUNG

CAVID LA
N
a8

Single
JobTitle  BurmesoPastor

Business Owner

AMBIVALENT ANDREW
MBALIAL U O B MORLE-FRET
neo

Age El

status

singts
Job Title Remeote Worker [ IT

INVESTED IRIS NEW RESIDENT NINA
HOMALGR  DOUATInBERSTAND JAkSoH WA AR RATAATIS

@ O0M noo@®o

Age Ll Age

Status Married
JonTitle  Retired Teocher

ENTREPRENEURIAL ELSIE PROACTIVE PAULINA ENVIRONMENTAL EVAN
FROIPICTIL EMMOTIE  CHAMGE SR
ERMo0OQOO0A | o mOo®O0
Age EL] hge 50 Age a3
Stotus single Status Married Status Married
Job Title Founder of Small JebTithe  RestourantOwner Ty
Business Start-Up.

E
Status  Married
JobTiie  HEManager

Press

MEDIA MICAH

NOTARISKANT  SEDONS SANSLE SOURCE OF TRTH
EMO00COBOM
Age 2

Status single

Job Title. Reporter

Stakeholder Input

Similarities

User-Centric Approach

* User-friendly, clear navigation, and
easy access to information.

| WEBSITE REDESIGN

INTERNAL
STAKEHOLDER INPUT

Desire for Improvement

+ Difficulty navigating the website and a lack
of mobile responsiveness.
. ges with updating content and

limited functionality.

Communication is Critical

* Keep everyone informed about project plans and progress.
* Address concerns proactively.
* Provide training and support to staff, particularly for the off-grid

Differences

=

Focus

= On-grid: Improving the overall user experience.
+ Off-grid: Modernizing and unifying the design and

functionality of the various departmental websites,

Y]

Content Control

+ The off-grid group highlights this as a
significant issue.

+ Fear losing control over their content
during the redesign process.

L2
Historical Considerations

+ Unique situation of the Chapel Hill History website.
* Strong advocate for maintaining its autonomy

Personas

o due to historical reckoning and community ®§®
ownership concerns,
Discovery & Findability Usefulness Relevance Influence
© ® O
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ANNAPOLIS, MD * %k (X X ] 000 o0 (XX}
*CHAPELHILL,NC * % 7 Y} 'Y X Y X ) (X X

Environmental Scan

We don't just modernize
brands, we cultivate them
with a deep understanding
of the target audience,
competitive landscape, and
internal stakeholders. The
focus on understanding is
the foundation of a
powerful web strategy.

Strategy - Brand Redesign

* In depth audit

e environmental scan

* personas

» stakeholder workshops

TOWN OF

CHAPEL HILL




Culture & Strategy

Modernizing the Town of Chapel
Hill's brand means adopting a
clear and concise communication
style.

We built a content center of
excellence, integrated
generativeAl writing tools, and
developed an online plain
language curriculum to align and
empower communicators
throughout the organization.

e Content Center of Excellence
e Workshops/ training
e Generative Al

TOWN OF

CHAPEL HILL

ﬂ'l.'rl.ll‘tl. HiLL

Tarem ol Chiapel Hill - Plain
Larguags Gulde

Acessiniing and Inclusion
Racial aguiny

Syl

Trarslal G
Yite ared bane

Words 1o use

FLAIN LARGUAGE

mEroduction
Mlabe a plar
AT PO f G CL e

Casign yaur wark

Town of Chapel Hill - Plain Language

Guide

strong cormmanity, That's why we're committed to using plain linguage = a communication style

i, )¢

i

- CASESTUDY

Generative Al

@ Objectives

Chapel Hill, NG is a vibrant
community with a rich history
ond diverse population. But
o= the town grows and
changes, its communication

mathods struggle 1o keep up,
They want to increase
community engagement and
participation through
transparency, trust, ond
quality information.

IMPACT

Enhanced Accessibility

‘We believe that clear and concise commumnication is essential for building trust and foster ng a

Efficiency and Consistency

your-content-matters.com

Empowering Chapel Hill, NC
through Plain Language and

Zall Challenges

Chapel Hill produces a lot of
contant, but at times the
volce is imconsistent. The
jargon is difficult for
residents to understand,
lpading to decreased
community engagement
ond participation. The
inconsistemcy maokas it
difficult for residents to find
the information they nead.

Enhanced Trust and Engagement

TOWN OF
@ CHAPEL HILL

() selutions

We developed a contralized
content hub, providing a
zingle access peint for plain
longuoge and generative Al
guidelines. We empowerad
communicaters with training
that has naturally
incorporated into the culture.
‘We gaove pricrity areas extra
attention to make sure that
information was conveyed in
plain longuage.

@

Your can do this tad, Find a
champion. start small and
ger suppost. There is no
ang right way to do this
it's important and worth
daing,.

MARY JANE NIRDLINGER
Deputy Town Manager,
Chapal Hill, NG
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JAMES CARTER

Exclusive Early Access to
Our New Online Store

valued member of our comemunity, we re exciied 1o oéer you an axchasive
poek into the James Caster Stucko online stces befare it officially lnunc!
1 260, Thik you for being 8 loya SUERCrDOr nd SUPDEng us Tcugh

Modernizing James
Carter’s brand is launching
a new e-commerce
Shopify site through high-
impact photography, long-
form blog content and
social media.

DISCOVER THE
LEGACY BEHIND
YOUR LUXURY.

SHOP JEWELRY
AND HOMEGOODS
WITH A RICH
HISTORY.

JAMES CARTER

0
q

5 life story is the inspiration behind his collec
rwaters of the Bayou to Tobacco Road. The
1g5 ta life a series of his memaries, from big li
the mun dane yet beautiful moments of the
hawe shaped his forty-plus years as an enam
thin the American South.

'

-'{.i : i f
_%1 ,,; | 2{'}‘1
W ﬂ ¥l

Qv Q

We helped James Carter, a
master of storytelling,
connect his cloisonne art
and jewelry to his life
journey as a Merchant
Marine and throughout the
South.

rsCarterShop.com

jamescarterstudio

From sleek and modern to classic and ornate, The
James Carter Candlestick Collection offers a style
for every taste. - Browse our collection and find
the perfect centerpiece for your home! - Head
over to our website to |

Announcing the Arrival: James
Carter Opens its Doors Online!
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FOR SPORTS I e . e N ey IMPOSSIBLE. Big goals. Big wins. Bigger championships. TEAMS:
MANAGEMENTIN ; b Tl i e g i} . We take that energy onto any field and up against any BASEBALLM
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Modernizing brands always
means new photography.
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Thank you.

CONTENT
MATTERS

Content Matters LLC
https:/[your-content-matters.com

200 N. Greensboro Street, Carrboro, NC 27510
Suite B13a




