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Content Planning Methodology
Review Planning Fundamentals

Review Sample Plans and Templates
Exercises for Success

Content Planning 
Tactics

Keyword Map Development

Pillar Topic Development

Alternative Tactics for Betterment

Workshop Objectives



Situation Complexity Solution

• Businesses understand content planning is critical for success
• But developing content strategy is challenging 
• And tracking and delivering content performance seems impossible
• Making it difficult to secure funding and continue the investment

Here’s the Situation



• Tactics without strategy is the first mistake we make with content planning
• More content does not deliver better results
• Too many content planning tools are available, without knowledge of which is the best
• Documenting a Content Plan takes time to answer all the questions that are required for 

success

Situation Complexity Solution

Lots of Complexity



CONTENT PLANNING TOOLS



• Review Content Plannning Core Methodology
• Dive Deep into Keyword Map Development
• Review Tactics for Pillar Content Topics and Sub-

Topics
• Discuss Alternative Methods and Tactics for Success

Situation Complexity Solution

Content Strategy Masterclass



CONTENT STRATEGY MASTERCLASS AGENDA

Content Planning Essentials                                Byron White01
Content Plan and Topic Selections Sarah Burt02
Content Tactics and Deeper Strategy    Ashley Faus03
Questions and Answers YOU!04



I. CONTENT PLANNING ESSENTIALS

Byron White



Content Plan Essentials

1. Introduction
2. Industry Research  
3. Customer Journey
4.  Buyer Personas
5. Keyword Map



Introduction
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Content Strategy Goals vs Tactics 

GOALS TACTICS

Boost NPS Ratings Content Helpfulness
Decrease User Acquisition Cost Content Engagement
Increase Followers/Fans Content Sharability
Improve Likes and Shares Content Amplification
Increase Organic Traffic Content Optimization
Improve Conversion Rates Content Connection
Improve Lead Quality Content Targeting
Improve Post-Lead Conversions Content Motivation
Improve Churn Rates Content Inspiration
Extend Lifetime Value Content Alignment with Product Benefits
Improve Renewal Rates Content Alignment with Product Benefits



Performance Goals

Easier to Achieve

•Traffic
•Conversion Enhancement
•Long Tail Listing Positions
•Leads
•Time on Site

More Difficult to Achieve

•Short Tail Listing Positions
•Engagement: Likes, 

Shares, Comments
•Links
•Quality Leads
•Referrals and Word Of 

Mouth
•Channel Attribution
•Email Open Rates

Very Difficult to Achieve

•Churn Rate
•Customer Acquisition Cost
•Customer Lifetime Valu
•Content Asset Attribution

Ultimate Performance 
Goals

•Brand Awareness
•Revenue Growth
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1. Industry Research



Competitive Research



Competitive Keywords



Keyword Research



AUDIENCE RESEARCH



Topic Research



Content Research



Author Research



Internal Content Audit

• Articles
• Books/e-Books
• Blog Posts
• Case Studies
• Informational Guides
• Podcasts
• Product/Service Guides
• Press Releases
• PPC Landing Pages
• Special Landing Pages
• Videos
• Webinars
• White Papers
• Workbooks



Volume Comparison



Content Asset Coverage



Publishing Frequency

• Competitive publishing 
schedule for each content 
asset

• Daily
• Weekly
• Monthly
• Quarterly
• Yearly
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2. Customer Journey



Quick Stats
• 44 percent of companies have a greater focus on 

customer acquisition vs. 18 percent that focus on 
retention. (Invesp)

• It costs 5 times as much to attract a new customer 
than to keep an existing one. (Invesp)

• Increasing customer retention rates by 5 percent can 
increase profits by 25 percent to 95 percent. (Invesp)

• 43 percent of consumers ignore future 
communications from a brand once they receive 
irrelevant information or products. (Gigya)

• 20 percent of consumers report they stopped buying 
products from a company after receiving irrelevant 
communications. (Gigya)



It’s All About The Customer



Customer Experience Design



Customer Journey Map



Lots of Different Journey Visualizations



Maybe too Many Visualizations



New Approach: The Playground

Beyond the Editorial Calendar: New Rules of Content Strategy



Resources



Customer Journey Performance Measurement



3. Buyer Personas



Buyer Personas Purpose

Documenting personas for different 
buyers helps writers personalize content 
with the tone, style, and sophistication 
that will boost engagement and drive 
performance goals.



Typical Buyer Persona



CUSTOMER RESEARCH SOURCES

• Analytics: Discover the source of traffic and navigational pathways.
• Psychometrics: Use new social analysis tools.
• Search Box: Track what prospects are looking for and what they find.
• FAQ: Review what customers ask for and the language used.
• Customer Service Reps: Learn the FAQ and knowledge requests.
• Let’s Talk: Speak with customers and learn their wants and needs.
• Surveys: Ask for feedback on your content, navigation and methodology.
• Help Desk Tickets, Amazon Customer Discussions, A/B Testing, ETC



Bring me back to the day that you decided to purchase 
our product/service.  What were you thinking, and why 

did you choose to buy from us?

The One Question for Buyer Personas 



Sample Buyer Persona Guide



Sample Buyer Personas



Personas and Journey Map Combined 



Persona Performance Measurement



Keyword Map



Keyword Map Development



Planning Exercise
Customer Journey Map



Go

48

Customer Journey Map



Discovery

Investigation

Consideration

TrialPurchase

Perception

Connection

Sharing
SalesMarketing

Customer
Success

Product/Service

49

8 Stage Customer Journey Map
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DOCUMENT WHAT YOUR CUSTOMERS THINKING AND FEELING AT THIS STAGE

WHAT QUESTIONS ARE YOUR CUSTOMERS ASKING

__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________

Discovery Stage Research
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CONTENT ASSETS RECOMMENDED (CIRCLE)

• Ads

• Articles

• Posts: Micro Form

• Posts: Short Form

• Posts: Long Form

• Books

• Brochures

• Case Studies

• Catalogs

• Emails

• Mobile

• Newsletters

• Postcards

• Presentations / Webinars

• Press Releases

• Product Descriptions

• Product / Service Guides

• Radio Spots

• Speech

• Tools

• Video

• White papers

PAID AND ORGANIC DISTRIBUTION CHANNELS (CIRCLE)

• Blog

• Conference (Speaking)

• Downloads

• Email

• Facebook

• Instagram

• Live Chat

• LinkedIn

• Media: Paid/Earned

• Mobile App

• Pinterest

• Radio

• Snapchat

• Tradeshows

• TV

• Twitter

• YouTube

• Website

Discovery Stage Content Assets



LIST TOPIC IDEAS FOR CONTENT ASSETS (ASSET TYPE)

__________________________________________________________________________

__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
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Discovery Stage Topic Ideas
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DOCUMENT WHAT YOUR CUSTOMERS THINKING AND FEELING AT THIS STAGE

WHAT QUESTIONS ARE YOUR CUSTOMERS ASKING

__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________

Perception Stage Research
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CONTENT ASSETS RECOMMENDED (CIRCLE)

• Ads

• Articles

• Posts: Micro Form

• Posts: Short Form

• Posts: Long Form

• Books

• Brochures

• Case Studies

• Catalogs

• Emails

• Mobile

• Newsletters

• Postcards

• Presentations / Webinars

• Press Releases

• Product Descriptions

• Product / Service Guides

• Radio Spots

• Speech

• Tools

• Video

• White papers

PAID AND ORGANIC DISTRIBUTION CHANNELS (CIRCLE)

• Blog

• Conference (Speaking)

• Downloads

• Email

• Facebook

• Instagram

• Live Chat

• LinkedIn

• Media: Paid/Earned

• Mobile App

• Pinterest

• Radio

• Snapchat

• Tradeshows

• TV

• Twitter

• YouTube

• Website

Perception Stage Content Assets



LIST TOPIC IDEAS FOR CONTENT ASSETS  (ASSET TYPE)

__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________

__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
__________________________________________________________________________
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Perception Stage Topic Ideas



The Content Plan

Sarah Jane Burt



Now what??
You’ve got a keyword map.



Topic Planning

Head to Google.
Type your keywords and phrases into Google to see what types of content and topics are 
ranking for these keywords on page one. 

Make a list of pillar topics.
Based on the topics you see on page one, make your own list of pillar page topics that 
cover the top concerns and popular approaches to the topic.

Sketch out sub-topics. 
Check out the headings and sub-headings on some of the top-ranking pages. This will give 
you an idea of what sub-topics you will need to talk about in your own pillar page articles. 
Aim for 2-5 sub-topics, depending on the length of the piece.



Google it!



Ranking Topics

What topics are ranking for 
your keyword/phrase?

Are they how-to articles? 

Comprehensive guides?

Questions? 

Tips?



People Also Ask & Related Searches



Looking for Sub-Topics

Here’s the top-ranking 
article for “Creating 
Content.”

The structure of this 
article:



Editorial Planning

Decide which topics you will write about.
Now that you have ideas for pillar topics, you need to decide which topics you will write 
about and when you plan to publish the blog posts.

Plan out the details in your editorial calendar
Whatever your editorial calendar looks like, you should keep all the details of each post, 
such as the publish date, due date, title, details, writer, keywords, target persona, etc. in 
one place that you can refer back to.

Create content briefs.
Create content briefs that provide the details you or a writer might need to ensure that the 
content meets its goals.



Editorial Planning



Content Brief



The Content Plan

CMC Resources: Download Two Content Plans



The WriterAccess 
Content Planning 

& Creation Process

Sneak Peek



Alternative Content Planning Methods

Ashley Faus
Content Strategy Lead

Atlassian



People can enter and exit as they desire, they can 
go in any order, and they can engage with the 

content the “wrong” way.

Treat the Buyer’s Journey like a Playground



Content Depth

Conceptual
Philosophical or theoretical in nature, focus on the “what” and “why of the idea

Strategic
Focus on the processes, tools, and key knowledge components that must be in place 
to make the conceptual ideas reality

Tactical
Prescriptive, step-by-step instructions, and specific exercises to help the audience 
implement conceptual and strategic ideas



Distribution

Asset Type
Written, visual, audio and/or interactive content. Long-form vs. short-form, live vs. recorded

Strategic
A mix of paid, owned, and earned channels, a place to host content, a place to share content 

Tactical
Reach vs. engagement vs. CTR. All assets and all channels do NOT need to accomplish all 
things at all times!



Narrative and Distribution Combined 



Content Pairing: Video Demo + Community Q&A



Used Trello, Jira, and Confluence to Manage Work



Content Pairing: Long-Form Articles + Videos



Used Trello, Jira, and Confluence to Manage Work



Content Pairing: Article + eBook



Republishing Content

Problem + Solution
Frame up the problem on one outlet, link to piece that details the solution on another outlet

Case Studies and/or Research
Problem: “what it is” and “why it matters” Solution: Here’s how we solved the problem
Cross-link to content with proof-points

Republish Existing Content
Take existing long-form content and republish it on another site, with a call-out and link to 
the original piece of content



Republishing on LinkedIn



Syndication + Partnerships



Your feed should be a place to engage your audience 
whether or not they click to your website. 

Social Media: Don’t just talk about yourself!



Offline + Social Media Connection



Offline + Social Media Connection



Tenets to Build a Content Playground

Delight your audience
Focus on creating quality content that engages the audience at each touch-point

Build the relationship
The long-term affinity for the brand is more important than driving a transactional 
landing page conversion

Influence at every touch-point
All content can be considered top-of-funnel content. It’s no longer about rushing 
people to a purchase, it’s about educating and empowering for success.



THANK YOU!

Sarah Burt
Sr. Content Strategist

WriterAccess

Byron White
Founder

CMC and WriterAccess

Ashley Faus
Content Strategy Lead

Atlassian


