
Content Marketing: 
Content Planning



Learning Objectives
• Relate content to goals
• Choosing the best channels according to the content to be broadcasted
• Planning content strategy
• Planning global digital content
• Planning website content for each channel

Presenter Notes
Presentation Notes
inserir pré-requisito



Topics

• Planning Content and Goals
• Planning Channels and Content
• Planning the Content Strategy Canvas
• Digital Content Plan
• Website Content Plan
• Blog Content Plan
• Social Media Content Plan
• Emailing Content Plan
• Advertising Content Plan
• Bibliography



“A goal without a plan is just a wish.”

Antoine de Saint- Exupéry



Planning Content and Goals



Source: Molleda, 2010. 

Planning Content 
and Goals

Choosing the most 
suitable content for the 
intended goals

Presenter Notes
Presentation Notes
The message of the content, the format of the content, the channels used must be chosen taking into consideration the objective of the message to be conveyed. In this table you can see some examples of objectives and ways to achieve them.



Planning Channels and Content



Planning Channels and Content
The channel should be chosen according to the content

Source: Hanlon, 2019, p. 267.

Presenter Notes
Presentation Notes
In this table you can see that each channel tends to be more valuable for a certain type of content.



Planning the Content Strategy 
Canvas



Planning the Content 
Strategy Canvas
• We should try to plan the 

content taking into 
consideration objectives, 
channels, type of content, 
subjects to be covered

• Diversity should be privileged 
in the planning

Presenter Notes
Presentation Notes
The use of this framework will force a reflection on what content we should produce.



Content Plan

• Content creation is often planned and managed within a content calendar
• per channel can be good practice
• allows you to check where there are gaps in the content
• make sure the content is ready in plenty of time
• enables responsibilities to be assigned

• Planning content allows timely finding of themes and convenient illustration 
of content

Presenter Notes
Presentation Notes
Content planning can be done from the general to the particular or from the particular to the general. 

In the first situation, the content is planned in a generic way without going into great detail, particularly in defining the characteristics of each content taking into account the specifics of each channel. Then, for each channel, the information that characterizes each content is developed, taking into account the specificities of these channels.

In the second situation, we start by defining for each channel the publications we intend to make and specify as much as possible the characteristics of each content. Then, all the planning for the various channels is synthesized in a sheet that gives an overview of all the contents to be developed and framed in time.

The structure of this sub-module was developed taking the first situation into consideration.



Digital Content Plan



Digital Content Plan
• Presents the global vision of the content that is intended to be distributed 

through all channels

• Facilitates the analysis of the distribution of content by personas

• Facilitates the analysis of the distribution of content by goal

• Allows an overview of the distribution of content throughout the month

• Allows to check that all three areas of the funnel are being fed content

Presenter Notes
Presentation Notes
Considering the perspective from the general to the particular, we start by looking for a global vision of all digital content for all channels.

This view will facilitate an analysis of whether we are producing content:
- for all types of personas.
- for the main objectives:  increase brand awareness; create interest and desire; nurture interest, retain customers.
- distributed throughout the month.
- focused on the levels of the marketing funnel (TOFU, BOFU, MOFU)

There are three major areas in the funnel:
- TOFU (Top of the Funnel): here we can consider two types of content. 
 (i) The content that aims to generate traffic to the site, to attract customers, such as, for example, google ads.
(ii) The content that aims to make the first conversion, seeking to convert visitors into leads. For example: a white paper made available on the site and associated with a landing page.
- MOFU (Middle of the Funnel): Email marketing tends to be used as a privileged channel, seeking to transmit confidence to the client, using, for example, video, webminar, and testimonials.
- BOFU (Bellow of the Funnel): At this final stage of the funnel, it is important that the lead becomes a customer and it is therefore necessary to create content that encourages the customer to buy, that helps overcome barriers to purchase. Then it will also be important to develop content that encourages the customer to become a brand promoter.



Source: https://frizbit.com/blog/marketing-funnel-explained-optimize-your-full-funnel-strategy/

Presenter Notes
Presentation Notes
On this slide (similar to those shown in sub-module 1) you can see that for each phase (TOFU, MOFU, BOFU) of the marketing funnel there are channels and content to be privileged. 
It is reminded that there are different versions of elements that exist in the three phases in the sales funnel.




Presenter Notes
Presentation Notes
Considering the perspective of the general to the particular, in this first planning map, we try to present the contents that will be developed for the intended channels, defining the moment when each content will be made available, what subject/theme will be addressed, which persona the content is aimed at, what goal is being sought with the content to be produced, in which phase of the funnel the content will fit, and which channel will be used.

As far as the objective that is intended to be achieved, we can consider the existence of four main goals, and the one we consider to be the main one we want to achieve must be chosen. 
Goals: increase brand awareness; create interest and desire; nurture interest, retain customers.

Another aspect to think about and define is for which stage of the marketing funnel. 

The type of content should be adjusted taking into consideration to which stage it is intended.

As digital channels available to disseminate content, we can consider the following: website, blog, social media, emailing and advertising. If the company feels that there should be another channel other than the ones mentioned, it can be added.





In-Class Activity

● In group (2 or 3 persons).

● Choose a brand and make the planning for one week.



Website Content Plan

Presenter Notes
Presentation Notes
We will now start by planning in more detail the content that we will distribute through the website, which is one of the planned channels.



Website Content Plan
• Review periodically the content of the website 

• Review/update the existing content

• Create new sections with new content

• Choice graphic elements and other elements that add value 

• Define the role of each page in the funnel

• Disseminate the page through the organisation's other channels

Presenter Notes
Presentation Notes
The website functions as a content hub, as the website tends to be the centre of connection with other communication channels. The website points to other channels and receives interactions that are driven by the other channels. Thus, it becomes important to frequently check a content analysis of the website to see if it is well structured for the content that is intended to be made available, if the existing content does not need to be updated, possibly even deleted. It is also important to check if the new content implies the creation of a new section. The text content should be accompanied by graphic elements, coherent with other existing ones, without jeopardising the site's identity. 
Each existing page has a function, which should be well defined and framed in the marketing funnel, namely identifying in which phase of the funnel it fits (TOFU, MOFU, BOFU). It is important that the website contains content distributed through the three phases of the funnel.
When creating content for the website, it should be anticipated whether it will be disseminated by other channels and which channels will be used and if it is necessary to adapt and what to adapt to be used by other channels.



Presenter Notes
Presentation Notes
It is suggested that in the content planning map for the site and considering the defined fields, the following information be made available:
- Day on which the content will be made available.
- Person responsible for preparing the content
- Zone of the site where the content will be made available.
- Choice of the persona to whom the content is destined.
- Subject to be approached in the content.
- Key words that represent the content.
- Which of the four following goals is intended to be achieved (eventually the content manager may add others): increase brand awareness; create interest and desire; nurture interest, retain customers.
- Which funnel stage the content is aimed at (BOFU, MOFU, TOFU).
- What channel or channels will we use to monetize the content (social networks, emailing,...).
- What CTA should we focus on.
- What metric or metrics will be used to evaluate the success of the publication.
- Which graphic element (vídeo, podcast, image, infographic, cartoon, illustration,….) or graphic elements will be used and what subject or subjects are illustrated by the graphic elements.



In-Class Activity

● In group (2 or 3 persons).

● Keeping the brand or company chosen previously, using the 
map presented above, propose content for 7 pages of the 
brand website.



Blog Content Plan

Presenter Notes
Presentation Notes
The blog tends to be included in the website. But, considering its characteristics and dynamics, it should be worked on independently by digital marketing.
If you wish, before moving on to the next slide, the teacher can take the opportunity to create a class discussion which recaps some of the blogging issues already covered in one of the previous sub-modules. Thus, it is suggested that the following questions are posed to the class: What is a blog? What is a blog for? What care should be taken in managing a blog?



Blog Content Plan

• Promote different subjects

• Motivate choice graphic elements and other elements that add value 

• Define the role of each blog post in the funnel

• Facilitates the blog post dissemination through the organisation's other 
channels

• Stimulates the use of CTA

Presenter Notes
Presentation Notes
When planning the content of the blog we should look for:
- that there is a diversity of contents, but always taking into consideration the focus on the business in which the brand fits.
- to incorporate graphic elements that facilitate the assimilation of the content.
- to have content for the different funnel phases.
- to predict the way in which we intend to disseminate the posts through other channels.
- that the posts incorporate a CTA.



Presenter Notes
Presentation Notes
It is suggested that in the content planning map for the blog and considering the defined fields, the following information be made available:
- Day on which the content will be made available.
- Person responsible for preparing the content.
- Choice of the persona for whom the content is intended.
- Subject to be approached in the content.
- Title for the post.
- Key words, which represent the content.
- Which of the following four goals is intended to be achieved: increase brand awareness; create interest and desire; nurture interest; retain customers (eventually the content manager may add others).
- Which funnel stage the content is aimed at (BOFU, MOFU, TOFU).
- What channel or channels will we use to monetize the content (Social networks, emailing,...).
- What CTA should we focus on.
- What metric or metrics will be used to evaluate the success of the publication.
- Which graphic element (video, podcast, image, infographic, cartoon, illustration,....) or graphic elements will be used and what subject or subjects are illustrated by the graphic elements



In-Class Activity

● In group (2 or 3 persons).

● Keeping the brand or company chosen previously, using the 
map presented above, propose blog content for one month.



Social Media Content Plan

Presenter Notes
Presentation Notes
If you wish, before moving on to the next slide, the teacher can take the opportunity to create a class discussion that recaps some of the social networking issues already covered in one of the previous sub-modules. It is therefore suggested that the following questions are posed to the class: How important is social media for branding? What aspects of the brand should we try to focus on in social media? How can we integrate social media with other digital communication channels?



Social Media Content Plan

• Helps distribute content across different social networks

• Facilitates diversification of the subjects to be covered

• Encourages reflection on the graphic elements to be used

• Supports the publication of third-party content

• Define the role of each post in the funnel

Presenter Notes
Presentation Notes
When planning the content of the social media we should look for:
- distribute content through the different social networks and therefore we should also see if we are in a balanced distribution through the different social networks.
- diversify the subjects covered in order to ensure we reach the different personas we want to work with.
- support content that is considered relevant and developed by third parties.
- to incorporate graphic elements that facilitate the assimilation of the content.
- define the role of content in the different funnel phases.



Presenter Notes
Presentation Notes
It is suggested that in the content planning map for the social media  and considering the defined fields, the following information be made available:
- Day on which the content will be made available.
- Person responsible for preparing the content.
- Choice of the persona for whom the content is intended.
- Subject to be approached in the content (some ideas are presented in the template, such as, for example, event divulgation, poll, curiosity, sales promotion/discount,...).
- Content ownership: own; own external (developed for another channel and adapted to social networks); shared from another entity; curation; paid.
- Which of the following four goals is intended to be achieved: increase brand awareness; create interest and desire; nurture interest; retain customers (eventually the content manager may add others).
- Which funnel stage the content is aimed at (BOFU, MOFU, TOFU).
- Which graphic element (video, podcast, image, infographic, cartoon, illustration,....) or graphic elements will be used and what subject or subjects are illustrated by the graphic elements.
- What metric or metrics will be used to evaluate the success of the publication.

The last three points must be made explicit for each of the social networks on which you intend to publish.



In-Class Activity

● In group (2 or 3 persons).

● Keeping the brand or company chosen previously, using the 
map presented above, propose social content for 7 days.



Emailing Content Plan



Emailing Content Plan
• Helps distribute content across different emailing type

• Facilitates diversification of the subjects to be covered

• Encourages reflection on the graphic elements to be used

• Define the role of each communication in the funnel

• Stimulates the use of CTA

Presenter Notes
Presentation Notes
By planning the content to be distributed by email, you can more easily:
- Check if the company is using the different types of email in a balanced way (e.g. newsletter, customer birthday emails, emails about end of product warranties,...)
- Distribute the content across different types of email.
- Diversify the themes that justify the email. For example, thematic newsletters.
- Define which graphic elements are needed and check for graphic coherence.
- Define the role of each communication in the funnel and get a sense of whether email communications are being developed for the different stages of the funnel.
- Encourage the use of CTA.



Presenter Notes
Presentation Notes
It is suggested that in the content planning map for the social media  and considering the defined fields, the following information be made available:
- Day on which the content will be made available.
- Person responsible for preparing the content.
. Type of email communication: newsletter, press-release, promotion email, leading nurturing, survey (the company can add other classifications if it considers it relevant).
- Choice of the persona for whom the content is intended.
- Subject to be approached in the content.
- Content title.
- Which of the following four goals is intended to be achieved: increase brand awareness; create interest and desire; nurture interest; retain customers (eventually the content manager may add others).
- Which funnel stage the content is aimed at (BOFU, MOFU, TOFU).
- CTA message (for example: sign up, subscribe, try for free, get started, learn more, join us,...).
- What metric or metrics will be used to evaluate the success of the publication.
- Which graphic element (video, podcast, image, infographic, cartoon, illustration,....) or graphic elements will be used and what subject or subjects are illustrated by the graphic elements.

The last two points should be explained as many times as it is considered pertinent



In-Class Activity

● In group (2 or 3 persons).

● Keeping the brand or company chosen previously, using the 
map presented above, propose emailing content for one 
month.



Advertising Content Plan



Advertising Content Plan
• Helps distribute advertising content across different platforms and have 

a timeline vision

• Facilitates diversification of the ads to be covered

• Facilitates integration with other content

• Encourages reflection on the graphic elements to be used

• Define the role of each ad in the funnel

• Stimulates the use of CTA

Presenter Notes
Presentation Notes
By planning your ad campaigns, you can
- Better distribute the advertising content across the different platforms and to have a time view
- A greater diversification of the subjects to be used
- Integrate the ads with other communications made by other channels (e.g. newsletter sending)
- A better reflection on the graphic elements to be used
- Define the role of each ad in the funnel
- Stimulate the use of CTA's



Presenter Notes
Presentation Notes
It is suggested that in the content planning map for the advertising and considering the defined fields, the following information be made available:
- Day on which the content will be made available.
- Person responsible for preparing the content.
. Type of email communication: newsletter, press-release, promotion email, leading nurturing, survey (the company can add other classifications if it considers it relevant).
- Choice of the persona for whom the content is intended.
- Subject to be approached in the content.
- Keywords to use to develop the ad campaign.
- Which of the following four goals is intended to be achieved: increase brand awareness; create interest and desire; nurture interest; retain customers (eventually the content manager may add others).
- Which funnel stage the content is aimed at (BOFU, MOFU, TOFU).
- CTA message (for example: sign up, subscribe, try for free, get started, learn more, join us,...).
- Distribution channels (where the ad will be published): Google; Facebook; Twitter; Instagram; LinkedIn;...)
- Landing page: if there is a landing page where people who click on the subject are directed to, you must mention what it is (for example, use an internal reference).
- What metric or metrics will be used to evaluate the success of the publication.
- Which graphic element (video, podcast, image, infographic, cartoon, illustration,....) or graphic elements will be used and what subject or subjects are illustrated by the graphic elements.



In-Class Activity

● In group (2 or 3 persons).

● Keeping the brand or company chosen previously, using the 
map presented above, propose advertising content for 7 days 
(one ad for each day).



Assessment Activity
• Individual assessment

• Having in mind the map that synthesises the content and the other 
maps, per channel, that incorporate more detailed information, the 
student must analyse the programmed content, analysing aspects such 
as periodicity, diversity of content, diversity of channels used and other 
aspects that were presented throughout this course.

• The student should analyse the maps made by another group.

Presenter Notes
Presentation Notes
Results classification:
Fail: The student can only do an isolated analysis of the publications.
Mediocre: The student analyses the publications, can see some links between publications, or see that there are none, but cannot make recommendations for improvement.
Outstanding: The student is able to analyze the existing linkages, the existing coherence, or to see that there are none, of the publications between the various digital channels and to make suggestions for improvement.



Bibliography
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Important Notice
The DEMS material aims to enhance digital marketing skills in higher 
education, comprehending the essential needs in organizations. You have 
access to extensive slide sets with in-class activities and assignments, as 
well as detailed user instructions for teacher. 

Note: The material includes contents and figures retrieved from the 
internet and is thus subject to changes. The sources have been 
announced according to the rules of fair use. The publisher´s 
responsibility is restricted to the original material stored at www.dems.pro.  
All material is produced for open use and co-funded by Erasmus +.
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