
Tackling campaign and content planning?  Make it easy by first breaking your buyer 
journey into three general stages, like these ones: 

Stage 1:   Influence Mindset & Thinking 
Use Stage 1 content to showcase how you think about solving 
challenges and seizing opportunities.  You’ll want to make sure 
you have several content pieces in this stage that are shorter in 
length (as short as one or two pages) so that you’re not asking 
your prospect to invest too much time in your content before 
you’ve earned some brand awareness and trust.   

Stage 2:  Inspire Confidence in Your Solution
Use the power of social currency in Stage 2 content to ratchet 
up the credibility of your company — and to quiet the voices of 
hesitancy, skepticism, or risk inside the mind of your buyer.

Stage 3:  Support Decision Making
Make internal conversations as easy as possible for your buyers.  
Arm them with what to say when, and show them how to gain 
buy-in for consideration and purchase.  

Next, map out content pieces for each of the three stages.  If you create enough 
content assets for each stage, you’ll automatically cover off any sub-stages or micro-
steps that your buyers need to take to get from one stage to the next.   

Plus, remember that the more content assets you create, the more you can test. 

These three categories don’t have hard boundary lines between them. For example, 
it’s fine if a new prospect chooses to consume content that you consder to be ‘Stage 
3.’  The point is to help you ensure that you have enough in your content library to 
support your buyers’ varied and evolving needs. 

To make your content planning even easier, here are 23 specific content ideas for the 
three stages. Use these idea starters to build a content library that stays fresh and 
interesting, with enough variety to reliably test what works and what doesn’t over 
time.  

12 Months of Content Planning 
in About 2 Hours.  (Really.)
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1. Trendwatch
Summarize how the most important current industry trends relate to 
your buyer’s top priorities and biggest needs.

2. Checklist
Challenge your buyers to think differently about their business, with a 
checklist of questions written in YES/NO format. Include a self-scoring 
guide so they can see how the weak points in their current way of 
doing things is costing them.

3. Key Insights Report (Panel of Experts)
Collect and summarize the best thinking and industry insights from 
4-to-6 experts outside of your company, plus one from your company.

4. The Future Of...
Tell the story of what’s ahead in your customer’s industry and how your 
company is already helping customers remove obstacles and succeed.

5. ‘Maturity Model’ for Your Industry
Is there a recognized, definitive maturity model for your industry? If 
not, create one! Help prospects pinpoint the stage of maturity they 
are in with respect to a technology or process, and show them how to 
progress from each stage to the next.

6. Peer Survey
Conduct your own survey and share the findings in a ‘What Your Peers 
Are Doing’ report.

7. A Systems Approach to [Topic]
Explain how your solution delivers business value by solving systemic 
problems, as opposed to symptoms.

8. Online Course
Teach your knowledge and your way of approaching solutions in a 
course format, which can be a series of short videos with transcripts. 

Use content to show how you think about solving challenges and seizing 
opportunities, and make it appealing for buyers to want to think like you.

Stage 1: Influence Mindset and Thinking
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9. Case Study / Use Case
Help potential customers see themselves in the stories of those clients 
you’ve helped. Title some of your case studies, “ACME Client: One Year 
Later” to emphasize the outcomes that are achievable within one year.

10. Co-branded Content
Partner with a recognized industry expert, consultant or corporate 
partner to lend credibility and social proof to your message and 
mission.

11. Analyst Summary
If your business has analyst coverage, summarize what analysts are 
saying in a central document. You can also summarize what the 
analysts are saying about the industry, in general.

12. Quick Start Guide
Help prospects understand how to take quick action and get early wins. 
Show them the ‘80/20’ that they should focus on for fastest progress 
and results.

13. Getting Started Guide / Implementation Guide
Give buyers a taste of how well you treat your customers. Show buyers 
what the process of becoming a customer of yours is like. Paint a 
picture of what they can expect, highlighting areas of your onboarding 
and service delivery that will delight them.

Pro Tip:
There’s no such thing as a perfect content plan. It’s better to get a ‘good 
enough’ plan mapped out — something that you’re 80% happy with — 
and get going! High growth companies prioritize producing content 
and getting it out into the market where it can start having an impact.

A cadence of regular, frequent content production is the most 
dependable way to learn which messages are connecting well with 
buyers, and which ones are not. Then you can make your adjustments, 
producing more of what you see working well.

Use the power of social currency in Stage 2 content to ratchet up the 
credibility of your company — and to quiet the voices of hesitancy, skepticism 
or risk that exist inside the mind of your buyer. In this stage, focus on 
deepening the points of differentiation in your content. 

Stage 2: Inspire Confidence in Your Solution
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14. Run Better Meetings On [Topic]
Help your buyer be an internal champion and lead teams by giving 
them the tools and content to facilitate productive meetings.

15. Buyer’s Guide
Help your buyers make decisions more easily by showing them what to 
focus on when exploring and comparing solutions to their problems.

16. Building Executive Support and Consensus
Teach your buyers exactly how to build consensus internally, by 
showing them how your solution aligns with the priorities of key 
executives in their company.

17. Executive Summary Series
Create a series of one-page (maximum) executive summaries on 
the most important issues for your buyers. Point each summary to a 
deeper-dive content piece that continues the discussion.

18. What the [Most Senior Officer] Wants from [Buyer Persona]
Show your customer what his boss and/or leadership teams want to 
see, and demonstrate how your solution enables those results.

19. Business Case Builder
Simplify the business case for your solution, by helping buyers build 
and communicate ROI. Show simple calculations to establish a 
practical baseline on their own, and set the table for a more involved 
and consultative approach with you.

20. Problem-Solution Suitability Guide
Provide a product/solution-centric asset detailing how your solution 
directly resolves functional and business problems.

21. FAQ Series
Help your buyer answer questions with a series of FAQ assets written 
for each buyer persona.

22. Vendor Comparison Guide
Help buyers navigate a complex vendor landscape with a transparent 
comparison of vendor solutions.

23. E-book
Write the definitive e-book on a subject matter that your buyers value. 
Create it from scratch or pull together existing articles and content into 
a single compilation. Cover everything in a comprehensive version or 
break it into shorter books by buyer persona.

Make internal conversations as easy as possible for your buyers.  Arm them 
with what to say when, and show them how to gain buy-in for consideration 
and purchase.

Stage 3: Support Decision Making
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