How to Turn
Audience Research
Into Content Topics:
A Practical Workflow

0 A repeatable workflow: audience
signals — prioritized topics —
publishable briefs

For content marketers, growth
teams, media teams, and creators

repeatable, defensible, faster alignment

o
0 Workflow beats isolated ideas:
&

You'll learn to collect evidence,
synthesize insights, map, score,
and brief topics
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Why Audience Research

Should Come Before Topic Ideas

Topic-first content optimizes
for volume, assumptions, or
competitor imitation

Audience-first grounds every
topic in observable demand
and pain

Search data captures crystallized
demand; research reveals
unasked problems

Case evidence: audience-led
planning outperforms assumption-
led planning in traffic, leads,
revenue

Assumptions,
Imitation, Guesswork

SIGNAL
Observed Demand,
Real Pain, Clear Direction



Where High-Signal Audience Data Actually Lives

- First-party:
Search Console, CRM,
support tickets, sales calls

- Communities:
Reddit, Quora,
forums, review platforms

- External:
@ content gaps, Al-search
prompts, competitor

engagement

- Qualitative:
interviews, surveys,
win/loss analysis,
sales notes

FOLLOW THE EVIDENCE TRAIL.
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The strongest insights come from connecting
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multiple listening posts.



Using 2026 Tools to Make Research
Faster and Less Manual

- Unified platforms blend search, q Somrth
social, Al-visibility, competitor,
and audience-affinity data
' Social

- SparkToro-style tools reveal
audience time, reading, and

search habits @
Al-Visibility

- SQSEO and Conductor expand

seeds into clustered long-tail 8 gy
1
and Al-search demand B

- Social listening surfaces 00e Audience
sentiment, recurring questions, AED)»  Affinity
and emerging needs




From Raw Signals to Audience Insights

RAW SIGNALS FILTER RECURRING THEMES AUDIENCE INSIGHT

What people say Signal from noise What matters most Turn themes into action

“I'm overwhelmed

_ NEED
by options.” o Desire for clarity
° and guidance o
“It's hard to know - — /;)
what will actually work.” VR e PAIN ot
° o — Overwhelm and
“l just want something uncertainty JOBS-TO-BE-DONE

that saves me time."

GOAL % : g
a —) When [situation
“\wornylit wonlt be . 28 @ Save time and get [ L
¥ - ‘ . .
worth the effort. Letgnirestits | want to [motivation)],
“I need a solution that »y s 1

Worry about effort
and value

| I @ OBJECTION so | can [outcome].

fits my situation.”

- Group raw signals by need, pain, goal, and objection

- Capture the audience's exact words verbatim

- Use jobs-to-be-done: When [situation], | want to [motivation], so | can [outcome]

@ - Separate recurring themes from one-off noise

- Name the audience, situation, struggle, and desired progress



Common Insight Mistakes
That Produce Weak Topics

- Personas built from
workshops, not real
customer evidence

- Vague statements
that could apply
to anyone

- Feature language
instead of buyer's
exact language

- Single ticket treated
as trend without
corroboration

- Adopting JTBD language
without customer
conversations




Mapping Insights to Funnel-Aligned Topic Categories

* One insight feeds awareness,
consideration, decision angles

Balance education, decision-
support, and problem-solving

Build a simple matrix:
stages by audience segments

Assign intent signals to
guide format and CTA choice

Map each job to a buyer stage
with a clear success metric

FUNNEL-FILTER




Evaluating and
Prioritizing
Topic Candidates

Quick Wins
® Score by demand, business value, Q @
feasibility, and differentiation Demand Business Value o
x O Strategic Bets
® Weighted scoring beats o O >
search volume alone @ ﬂ? e
Feasibility Differentiation (@)
® Balance quick wins with 5 C
long-term strategic topics l @) Refresh
& >
© Separate create, refresh, ®
consolidate, and retire decisions %
Weighted Retire
Scoring >

Evidence Trail

B QB

Discover Evaluate Score Prioritize Decide



You Can Apply Today
e Score 1-5 across business

fit, audience pain, search

opportunity, conversion
proximity, feasibility, and Q 9 O

A Practical Scoring Model II

effort
Business Audience Search Conversion Feasibility Effort
Fit Pain Opportunity Proximity
Weights reflect strategy: | | | | | J
new sites favor feasibility, l
mature sites favor decay risk
Strategy _ _ _ ___ . Weights Reflect

Emphasis Strategic Priorities
Clear priority bands turn :

the model into decisions,
not just a spreadsheet

Re-score every 4-6 weeks
and calibrate based on
actual performance

©, ©

Medium Priority Low Priority
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Building a Topic Brief

That Guides Production -~

®
©

Connects the topic back to
the original audience insight
and buyer situation

Include audience description,
search intent, funnel stage,
working title, structure, internal
links, and success metric

Add tone guidance and
concrete examples; vague
language is a primary source
of revision cycles

Keep the brief strategic rather
than over-prescriptive; define
what each section must achieve
without dictating every sentence

TOPIC BRIEF BLUEPRINT

AUDIENCE DESCRIPTION

Define who we're speaking to
and what matters to them.

SEARCH INTENT

Clarify what the audience is
trying to learn or solve.

FUNNEL STAGE

Identify where this topic sits in
the buyer's journey.

WORKING TITLE

Capture a clear, compelling
title for the topic.

STRUCTURE

QOutline the sections and key
points to be covered.

INTERNAL LINKS

Identify relevant pages to
connect within our content.

SUCCESS METRIC

Define how we'll measure
success for this topic.

AUDIENCE INSIGHT
(ANCHOR)

& ¥

Rooted in the original
audience insight and
buyer situation.

e




From Prioritized Topics to a Working Content Calendar

. WEEKLY MONTHLY QUARTERLY
Establish a research TACTICAL REVIEWS DEMAND REFRESH STRATEGIC ADJUSTMENTS

cadence: weekly tactical

reviews, monthly demand = /
refresh, quarterly strategic :Q IIII

adjustments

Assign clear owners,
statuses, and deadlines
for every topic

Reserve 20-25% of 000 ? =\ "
capacity for reactive " €[S 0 — ' [ I
BERONENIEES AY QUDENCE | EMNEL L KevivoRD | sEORMAT CTA s

SEGMENT STAGE METRIC ,

Track audience segment,

funnel stage, keyword, .
format, CTA, and success Y 4
metric in calendar fields >

CONTINUOUS FEEDBACK LOOP




Metrics and Feedback Loops
That Improve Future Topics

Track topics by intent and funnel
stage, not just pageviews

Watch engagement, conversion, rank,
and impression-to-click gaps

Add Al-visibility signals
where relevant

Feed post-publish performance
back into scoring and briefs

Review what worked and what
changed before planning the
next cycle

RESEARCH
& PRIORITIZE

A
v/

FEEDBACK LOOP PLAN

Post-publish performance & CREATE
feeds back into the
. next research cycle.

MEASURE POST-PUBLISH

PERFORMANCE

PUBLISH

s
Vs




Workflow Adoption Challenges
and How to Overcome Them

Common blockers: unclear
ownership, scattered tools,

missing quality gates, weak .
feedback loops _5
Start light: documented

workflow, research gate,
brief template, clear review
stages

Involve sales, support, and
SMEs via 15-minute interviews
or async notes

Phase adoption: pilot one
workflow on real work, collect
data, then scale




@ AUDIENCE FIELD NOTES

Putting the Workflow Into Practice

e & o @

® Full example: signals — insights —
topics = scores — briefs

® Starter checklist: gather, synthesize, % B Q_ i (% = ﬁ -

map, score, brief, execute, measure

Signals Insights Topics Scores Briefs

® Next steps tailored by team size
and maturity

e Start with one repeatable
improvement

® Avoid heavy process launches




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/e06dfccd/public


https://personwise.ai/t/e06dfccd/public?entry_surface=public_courseware_pdf

