Content Marketing Plan:
From Goals to Execution

e  Why a documented plan matters for
content teams in 2026
» Course structure: goals, audience, strategy,
operations, measurement, iteration G i) O
¢ Built for marketers, creators, small teams,
and managers X
* The core promise: a repeatable system W
connected to business outcomes
® Move from ad-hoc publishing to a

strategic engine
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Why a Plan
Beats Publishing Volume

= Systematic pipeline influence B S
now matters more than
article count ‘5 : -
—_ﬁ = Documented plan provides

= focus that spontaneous
content cannot

= Solves reactive requests,
inconsistent cadence,

unclear impact

/ - 4-8 substantial pieces
o monthly outperform

high-volume thin content
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Setting Goals That
Connectto o i o
Business Outcomes SRR

@ - Define business outcomes
before content outputs

BUSINESS

- Awareness, demand generation,
OUTCOMES

pipeline acceleration, retention

- Use SMART goals translated
into content-specific KPls

~ Prioritize goals when team
resources are limited

- Expect engagement signals
before pipeline attribution
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Audience, o
Buying Committees,
and Decision Intent

¢ Lightweight personas
without over-researching

¢ Map the full buying
committee, not one persona

¢ |dentify jobs-to-be-done
and decision-stage intent

® Refresh personas annually
as testable hypotheses




INSIDE THE BRAND VOICE ENGINE

Messaging, Paii: — My
Positioning,and } gfe< .
Brand Voice

Your unique
market stance
and point of view

| o

® Define core messaging with a

distinct, defensible point of view
How you sound
and connect
with your
audience

® Positioning shapes topic
selection, tone, and audience

resonance g - B
® Study competitor claims to find N PILLARS _

your own market position The key themes

and messages
you own
® Attach named experts to content

to build authority and trust -~ 0 OOF & EXPER ) L)

Credible experts
that build
authority and
trust




Editorial Pillars and Topic Architecture

® Pick 3-5 pillars aligned
to business goals and @
audience needs _
Insight & Audience &
¢ Build topic clusters: Strategy Needs

one pillar page plus
supporting articles

® Run a lightweight
content audit to find
coverage gaps

¢ Balance evergreen
foundations with
timely, trend-driven
pieces




Formats, Channels, and
Funnel Coverage

Match formats to audience behavior and team capacity

Map content types to each funnel stage
Choose formats based on performance data

Repurpose one flagship asset into channel-native derivatives

Awareness ' | Educational
—_—
Attract interest ] | Content - @ @
Informative What can our
Content : l team create

consistently?

+

Decision Persuasive

EE— —_—
Drive evaluation Content S
Focus on formats

000 Retention e Supportive ~
R —_— and channels we
ey Encourage loyalty Content @ @ can execute well




Distribution-First S
Planning

® Plan distribution before
creating content

® Owned: control, compounding;
earned: trust, reach; paid: speed 000
o e %

® Follow the 80/20 rule for EARNED
content vs. distribution

® Allocate 25-35% of budget

to distribution
® Monitor Al answer engines
and dark social PR
& Al / DARK
y % SOCIAL ,°
. 4 - A e !a?
’ . ’



Building a Realistic
Production Calendar

O * Assign explicit owners DAY 1-30 DAY 31-60 DAY 61-90
AR for every role and task

* Match publishing cadence Content
to real team capacity Strategist

® Reserve space for planned
work and reactive requests

® Plan in 90-day sprints,
not rigid annual calendars




Execution Workflows,
Quality, and Consistency

- Build a repeatable create-brief-review-publish workflow

® - Keep brand and compliance checks from slowing delivery

- Manage freelancers with clear briefs and handoffs

- Use Al to accelerate, not replace, judgment and voice

QUALITY
@ ........ @ ..... CHECKPOINTS ... @ ........ @
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Measurement, Reporting,
and Learning Loops

LEADING INDICATORS LAGGING BUSINESS OUTCOMES

Choose KPIs tied directly to
business goals, not vanity metrics

Separate leading indicators from / —_— (_)/»
lagging business outcomes D D I:I

Weekly checks, monthly reviews,

quarterly strategy assessments
ANALYZE
Use data to refine the plan
without reactive pivots REPEAT LEARN
\ e
Close thg loop: analyze,

learn, adjust, repeat
ADJUST
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Budget, Tools, and Resource Planning g%

e Monthly content spend ranges i |
from $500 to $30,000+ based on size @ j] {(3)} / @

¢ Allocate across creation,
distribution, tools, and strategy, CREATION DISTRIBUTION TOOLS STRATEGY
not just production e P e

* Divide budget: 70% proven
channels, 20% emerging,
10% experiments

e e S

e Tool stack basics: research,
optimization, distribution,
and measurement

* Compare models: freelance,
agency, in-house, or hybrid




Keeping the Plan Alive
Through Iteration

Run a 90-day cycle: analyze, ANALYZE
adjust, then execute.

Refresh top-performing
evergreen content first.

Avoid common traps:
over-planning and reactive pivots.

Document learnings to improve
the plan quarter over quarter.

Treat the plan as a living system, ADJUST

not a fixed project.




First 90 Days:
From Plan to Action

Phase 1 Phase 3

Plan & Define & Launch &
Discover Distribute

Weeks 1-4: Build business case, run interviews, complete audit
Weeks 5-8: Define point of view and create flagship asset
Weeks 9-12: Ship with real distribution push

Set measurement baseline before scaling further

o




PersonWise.

PersonWise - Al digital-human course platform

Scan the code or click anywhere to watch this course live, with voice Q&A
personwise.ai/t/591b952c/public


https://personwise.ai/t/591b952c/public?entry_surface=public_courseware_pdf

