
CONTENT MARKETING
2. Content Planning





Where are we?

1. The Big Picture

2. Content Planning

3. Written Content

4. Visual & Video Content

5. Hybrid Formats. Landing Pages. Content Distribution

6. Content Analysis. Live Demo



#2 Content Planning

1. Setting goals

2. Defining personas and jobs

3. Defining audience needs

4. Content team setup

5. Editorial calendars

6. Extending content

It looks like you’re trying to ask a 
question.

Please, use sli.do - CM2



The process

Planning Creation Promotion Analysis Repetition

2 3,4,5 6 …5



What do we want to achieve?
Goal setting



Business Goals



Without proper goalsetting



Who are we talking to?
Buyer personas

sli.do - CM2



Key questions

• What’s the buyer’s role?

• What are their goals?

• What are their main problems?

• What media do they use?

• What social platforms do they use?

• What are their personal characteristics?

• What types of content do they consume?

• What is their buying behavior?



Social media audience insights



Social media audience insights



Psychographics - CrystalKnows



CrystalKnows

• Behaviour

• Communication style

• Primary motivators

• Persuasion

• Cooperation



What do they want to know?
Topic research

sli.do - CM2



Keyword research is now complex



Keyword research is now complex



Topic research

• Basic terminology

• Google Auto-suggest

• People Also Ask / Related searches

• BuzzSumo

• Google Keyword Planner

• Ubersuggest



From your own website



Ubersuggest



Competitor research: Pages to Watch



Competitor research: Inoreader



Qualitative information



Qualitative instruments

• Pop-up questions
• Is there anything else you’d find helpful?
• What is your biggest challenge right now?
• What questions do you ask yourself most often?
• What does the ideal solution to your problems 

look like?

• Follow-up questionnaire

• Meeting customers
Hotjar polls











Key questions

• What’s the buyer’s role?

• What are their goals?

• What are their main problems?

• What media do they use?

• What social platforms do they use?

• What are their personal characteristics?

• What types of content do they consume?

• What is their buying behavior?

CONTENT TOPICS



Key questions

• What’s the buyer’s role?

• What are their goals?

• What are their main problems?

• What media do they use?

• What social platforms do they use?

• What are their personal characteristics?

• What types of content do they consume?

• What is their buying behavior?

CONTENT FORMATS



Key questions

• What’s the buyer’s role?

• What are their goals?

• What are their main problems?

• What media do they use?

• What social platforms do they use?

• What are their personal characteristics?

• What types of content do they consume?

• What is their buying behavior?

CONTENT STYLE



What job are they hiring you for?
The “Jobs to be done” framework

sli.do - CM2



How Snickers and Milky Way compete

https://people.hotdogsandeggs.com/bob-moesta/
https://hbr.org/ideacast/2016/12/the-jobs-to-be-done-theory-of-innovation.html
https://blog.intercom.com/using-job-stories-design-features-ui-ux/

https://hbr.org/ideacast/2016/12/the-jobs-to-be-done-theory-of-innovation.html
https://hbr.org/ideacast/2016/12/the-jobs-to-be-done-theory-of-innovation.html
https://blog.intercom.com/using-job-stories-design-features-ui-ux/


Jobs to be done



Anxieties - example



Competitors



Outcome

People hire [PRODUCT] to do the job of [JOB] when 

[SITUATION]. The other applicants for this jobs are 

[COMPETITOR LIST] but your product will always get the 

job done because of [KEY BENEFITS].



”заради ниската цена, високото качество и
разнообразието от предложения.“



What’s the stage they are at?
Buyer’s journey and engagement cycle

sli.do - CM2



Content for every stage of the customer 
journey

TOFU

MOFU

BOFU



Buyer’s journey

Unaware
Aware of 

the 
problem

Aware of 
the solution

Aware of 
the product

90% focus hereSo you should focus here



Engagement cycle

Impression

Visit

Subscription
Recommendation

Generated 
content

90% drop-off on each stage



Buyer’s needs
sli.do - CM2











NEWSJACKING
Ruling the second paragraph

sli.do - CM2



Newsjacking: 
the art and science of injecting your ideas into a 
breaking news story to get media attention, 
generate sales leads and grow your business.
Close variations: real-time marketing, adverjacking











Use with care!





Become a well-known expert



“Winning the second paragraph”



Tell a story







The most famous tweet.



Preliminary 
preparation

https://www.youtube.com/watch?v=ZDSc0V3AEnk

https://www.youtube.com/watch?v=ZDSc0V3AEnk


Who creates your content?
Content authors

sli.do - CM2









When do we write?
Editorial calendar

sli.do - CM2



Editorial calendar?



An example:



http://blog.trello.com/moved-to-published-using-trello-as-an-editorial-calendar/

http://blog.trello.com/moved-to-published-using-trello-as-an-editorial-calendar/




Practice:
CREATE YOUR BUYER PERSONA & DEFINE THE 
JOBS THEY HAVE
Template: https://docs.google.com/presentation/d/1o61IzSMmrSgDnQVH7kCtPu5J9JqVkGEnyzB32jvLkj0/copy

sli.do - CM2

https://docs.google.com/presentation/d/1o61IzSMmrSgDnQVH7kCtPu5J9JqVkGEnyzB32jvLkj0/copy

