Communicating

Content Marketing
to Stakeholders
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Stakeholder communication is a core
content competency, not a reporting
afterthought

Poor communication costs budget,
approvals, trust, and re-litigated decisions

Stakeholders span executives, sales,
product, legal, finance, regions,
agency partners

Good looks like clarity, agreed cadence,
defensible evidence, explicit decision rights

Roadmap: mapping, messaging, cadence,
metrics, and defending budget



Why Communication Breaks:
The Measurement and Credibility Gap

I 33% of marketers cite measuring
ol ROI as their top challenge
(HubSpot 2026)

91% prioritize content RO,
but only 23% can connect
content to revenue

e®e  Only 42% can prove content ROI; Prioritize Can connect

amr those teams grow budgets 3.1x faster confntEl C?:\}:RE,EO

@ Root causes: long cycles, anonymous
committees, expired cookies, dark social

Q The gap is usually the measurement
model, not the content itself




Stakeholder Landscape
for Content Teams

Segment stakeholders: decision-makers,
influencers, implementers, and blockers

Each group worries differently: growth,
attribution, risk, brand, efficiency,
headcount

Map influence against interest to focus
finite communication effort

Align internal teams with external
agencies, freelancers, and platform
partners

Worked example: a typical content
team’s stakeholder register
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The Power-Interest Grid: Matching
Engagement to Stakeholder

Four quadrants, four postures: A
Manage Closely, Keep Satisfied,
Keep Informed, Monitor

Score honestly 1-5: budget authority, : -

veto rights, seniority, stake in outcome Keep Satisfied Manage Closely
Overlay attitude (supporter, neutral, =

opponent) and influence links, g

not just position o .

Classic failures: over-communicating -

to the disengaged, under-communicating

to the powerful Monitor Keep Informed

Treat the map as living: refresh quarterly

and after major reorganizations

Interest
Attitude Influence link
. supporter . .
neutral . .

Q opponent




Four Stakeholders, Four Different Rooms: CFO, CMO, CEO, Sales
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CFO CMO
CFO wants payback, CMO asks how this
worst case, and why fits the promised
this is a new line board roadmap and

brand share of voice
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CEO

CEO asks: structural
shift or fad, and are
we leading the
category

Sales

Sales asks: does this
make quota easier,
and do leads get
accepted

One generic pitch loses rooms. Write the translation, not one slide thrice



Translating Content Work
into Business Value

Shift from activity metrics to outcomes: pipeline, revenue,
retention, cost avoidance

Three commercial lenses: sourced revenue, influenced
revenue, and deal acceleration

Influenced pipeline is a presence metric: content appears
before opportunity creation

Acceleration: three or more content touches can close
deals materially faster

Worked example: one-page value story from a content
program review

Sourced Influenced Deal
Content Work Revenue Revenue  Acceleration Business Value
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Attribution Realities
and How to Report Honestly

No single model covers a six-month

B2B cycle Self-reported field

First-touch misses late assists;

last-click ignores dark funnel 8

Multi-touch

Model shopping makes the story where volume supports y

a Rorschach test

Assisted-touch
CRM baseline

Three layers: assisted-touch CRM
baseline, multi-touch where volume
supports, self-reported field

The stack never sees the Slack thread,
peer referral, or Al answer

Skip algorithmic attribution below
30-50 monthly conversions




Reporting Ranges, Not Theatrical Precision

@ Pick one primary commercial lens )
for executive reporting Content appeared in

e 40-55% of won enterprise deals

Keep channel-level attribution

Ill models as diagnostic tools only

; I ]
Write a one-page measurement | . |
|=\l__ note; get marketing, sales, finance
"~ tosign

“Content appeared in 40-55% of
won enterprise deals” beats a
single revenue figure

»

Freeze attribution models for the A
Q quarter — changing them breaks | |
comparability \ '
A
Kill vanity targets: pageviews l
without progression, downloads
without sales acceptance




Cadence, Formats, and Tiered Reporting

Build a rhythm: weekly leading e f
[F)  indicstos, montryancquartery RN LR SN

lagging indicators

Weekly RN Monthly 3 Quarterly
leading lagging ’ lagging
o Teams reviewing weekly and indicators indicators indicators
a@r  monthly drive roughly 2x more
content-sourced pipeline
QBR sequence

QBR sequence: growth number,
bridge, forward pipeline, KPI number
scorecard, now/next roadmap

forward KPI now/next
pipeline scorecard roadmap

growth

bridge

Dashboards diagnose; the narrative
8 II business review is what changes
decisions

A Tier communication by audience
=mm toavoid report fatigue and
unread dashboards




Audience-Specific Messaging -
and Narrative Structures

a_

® Lead with the answer: assertion, then support, then data

® Open with SCQA: Situation, Complication, Question, Answer
® Keep arguments to three to five, MECE by design

® Write action titles: headlines alone should carry the argument
® Answer skeptics with evidence, not enthusiasm

©® Prepare for the question behind the question
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Situation Complication Question 4 Answer
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Action Title Action Title £ ActionTitle
for Argument 1 for Argument 2 J—(_\T‘ ~ for Argument 3
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MECE by design




Navigating Approvals, Legal Review,
and Brand Governance

Pre-empt review friction with clear briefs: audience, claims, sources, evidence

Define decision rights: who approves, who is consulted, who is informed

Guard against the high-power, low-interest stakeholder forming a view without you

Set review SLAs and escalation paths so delays don't kill time-sensitive content

Build a shared written definition of acceptable risk
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Marketing Review Legal Review Brand Governance Final Approval

a3 [




Difficult Conversations
and Expectation Resetting

e Set payback timeline up front: months 0-6
foundation, 6-12 traffic, 12-18 pipeline

Deliver bad news with three parts: the number,
the cause, the decision needed

@ Say no against the agreed objective, not the requester

Explain opposition rather than managing around it;
it is usually rational

O

® Log decisions and recaps to stop renegotiation drift
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Months 0-6 Months 6-12 Months 12-18
foundation traffic pipeline




Defending Budget with
Benchmarks and Unit
Economics

Content is ~26% of B2B marketing
spend—the largest single line item

Top performers allocate ~40%;
the least successful just ~14%

Anchor budgets to stage-appropriate
ranges, not a single target

Report pipeline contribution, CAC
payback, and LTV:CAC—units finance audits

Content generates ~3x more leads
than outbound at lower cost

Model the pipeline cost of any cut
before accepting it
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Content is
/_ ~26% of B2B
marketing spend—
26% the largest single
line item

Top performers
allocate ~40%

The least successful
just ~14%
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Pipeline CAC LTV:CAC
contribution payback




Workshop: Building Your One-Page
Stakeholder Communication Plan

1 Pick one real stakeholder group -
you own today One-Page Stakeholder Communication Plan

2 Draft one page: stakeholder, Stakeholder
quadrant, care-abouts, message,
format, cadence, owner, ask Quadrant
3  Write your executive headline What they care about
in one sentence, backed by
three arguments
Message
4 Peerreview structure and 1
evidence, not writing style omat
5 Define 30-60-90 day actions and Cadence
how you'll measure communication
effectiveness Owner

Decision needed
(ask)




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/b7bf2f3e/public


https://personwise.ai/t/b7bf2f3e/public?entry_surface=public_courseware_pdf

