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Notice to Readers

Laws are constantly changing. Every effort is made to keep this publica-
tion as current as possible. However, the author, the publisher, and the 
vendor of this book make no representations or warranties regarding 
the outcome or the use to which the information in this book is put and 
are not assuming any liability for any claims, losses, or damages arising 
out of the use of this book. The reader should not rely on the author or 
the publisher of this book for any professional advice. Please be sure 
that you have the most recent edition. 
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Introduction

Welcome to The Content Planner, your guide to organize and share your 
ideas online. I’m Angela Crocker. I’m a writer, a teacher, and an informa-
tion organizer with more than 20 years’ experience in business commu-
nication. I want you to be successful with your content. Together, we’ll 
establish processes that make good use of your time, create shareable 
content, and benefit your business.

I encourage everyone to create content about topics they love. The 
best content is created by people who are passionate about their inter-
ests. Share your knowledge and your enthusiasm on whatever subject 
is important to you. There is personal satisfaction and business value 
in well-written, well-produced content. Elevate your content creation 
game. The Content Planner is designed to show you steps to become a 
content superstar.

1. Who Can Use The Content Planner?
The Content Planner is for anyone who publishes online. You might own 
an established business or be starting a new entrepreneurial venture. 
Maybe you’re a creative entrepreneur — a writer, an artist, a musician — 
wanting to raise your profile and share your work with a wider audience. 
Or, perhaps, you aspire to share the things you love to establish yourself 
as an influencer. Whether you work alone, as part of small team, or with-
in the communications department of a larger organization, you’ll be 



xiv   The Content Planner

able to make the most of limited content marketing time and leverage 
opportunities to generate sales and reap non-monetary benefits. What-
ever your role and situation, this book will help you get your ideas on-
line efficiently and effectively.

Not every business will enhance its success with content sharing. For 
example, the neighborhood store. The location and long hours are con-
venient for customers who need to stop by for milk or a chocolate bar. 
They are just going to drop by without checking a website or podcast 
first. The corner store’s customer arrives knowing what he or she wants 
and is willing to pay a premium price for the convenience. In this case, 
the business owner would have limited reason to create a content plan.

In today’s market, the convenience store example is the exception. 
Most business owners should invest time and energy in a content plan. 
Let’s explore some of the most common reasons.

2. Where Can I Use The Content Planner?
Online publishing can take many forms. You might write for a website 
or blog. Perhaps, you’re in charge of an email newsletter or, maybe, you 
produce a podcast or YouTube video series. You can use The Content 
Planner to map out broad themes to share through social media tools 
such as Facebook, Instagram, or LinkedIn. Together, we’re going to gath-
er your ideas and make a plan to publish your content regularly and 
with purpose. Before we do that, we’ll begin by connecting your content 
to your objectives.

3. How The Content Planner Works
Savvy business owners know the importance of publishing frequent, 
unique content, yet often struggle to take action. Some are overwhelmed 
at the prospect of brainstorming topics. Others find it a challenge to 
write, photograph, or record their content. Add to that the trend to-
wards live video and a shy content creator may shut down completely. 
Still others are muddled by the mechanics of how to use a Wordpress 
dashboard, the Facebook interface, or an email template. Even folks 
who accomplish this much are sometimes unable to organize their ideas 
into a viable publishing schedule so end up publishing nothing. If you 
struggle with any of these challenges, this book can help you.

The Content Planner walks you through seven steps to success:

 Step 1: Determine your purpose.

 Step 2: Know your audience.
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 Step 3: Pick a place to publish.

 Step 4: Craft your ideas.

 Step 5: Make an editorial calendar.

 Step 6: Create your content.

 Step 7: Share, monitor, and evaluate.

You’ll find an overview of these steps in Chapter 1: How to Use The 
Content Planner. More detailed information is found in the chapters that 
follow. There’s also a workbook in the appendix to help you capture 
your ideas and a digital download of it if you want extra copies. 

4.	 Benefits	of	a	Content	Plan
Creating content is an investment of time and, sometimes, money. A 
confirmed return on your investment makes it easy to justify spending 
the resources. With a content plan, you have the potential to experience 
a wide range of benefits. The benefits that matter most to you will de-
pend on your business model and goals.

Some content creators see a direct return on their investment in the 
form of product sales, ticket revenue, appointment bookings, consulta-
tions, and other revenue creation activities. New money in your virtual 
cash register sounds great, right? I agree, but keep in mind that financial 
return should not be your only objective. There are many valuable indi-
rect benefits to a carefully executed content plan.

Indirect benefits can take many forms. First, consider the human re-
sources perspective. Businesses can save paid working hours by having 
the team focus on making and then executing the content plan. Dedi-
cated, focused planning time is much more efficient and effective than 
an ad hoc approach. Don’t make your team work on content only when 
they have time or, worse, during unpaid overtime. Good content cannot 
be created as a side project. It demands focus and action. 

The Content Planner method also allows you to capture brainstorms 
for future content plans without being distracted from the plan in prog-
ress. Content planning time is also an opportunity to include other team 
members. Perhaps a subject matter expert, the founder of your com-
pany, or a worker involved in manufacturing could contribute to your 
content plan. Drawing on many perspectives within a company makes 
for more interesting and well-rounded content. It’s also an opportunity 
for collaboration and team building, a terrific indirect benefit.

If you work alone, consider inviting key suppliers, customers, or advo-
cates to contribute to your content plan. By inviting them to participate, 
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you demonstrate how much you value and respect their ideas. You also 
have the benefit of deepening relationships and, sometimes, unexpected 
mutually beneficial joint projects come out of the collaboration.

Well-planned content must be consistent with your brand’s visual 
look and style. Consistent use of fonts, colors, and graphics add to your 
business’s credibility. Narrowing your efforts to specific topics also makes 
for more professional writing, photography, and videography that better 
represent your brand. Externally, content sharing is a great way to build 
relationships with customers. You will be able to better serve existing 
customers and get acquainted with potential customers.

Depending on the nature of your business, you might also receive in-
vitations for teaching opportunities, conference speaking gigs, or guest 
posts. These will help you reach a new, but similar audience. The ben-
efits can also include more website visitors, opt-in email subscribers, 
and social media followers. Great content lets you take your ideas and 
products to the places where your fans want to interact with your brand.

5. What Content Can I Create?
For many, the biggest hurdle is knowing what to write about. The Con-
tent Planner includes brainstorming strategies, research techniques, and 
idea organization approaches. You’ll learn about types of content to con-
sider and have a range of thought starters to inspire you. You’ll capture 
lots of ideas and then prioritize and schedule the ideas that best support 
your current business objectives. Any great ideas that don’t fit your cur-
rent plans can be set aside for future use.

The Content Planner provides a structure that focuses your business 
on the types of content that supports your business objectives. This book 
includes pages to formalize your plans in a pen on paper workbook (see 
Appendix). There’s also a copy on the download kit, if you prefer to 
work in bytes rather than ink. By knowing what content to create and 
when, your content team will be empowered to take timely action to 
meet those deadlines. So, let’s get to work.

The content planning cycle can cover any period of time that 
works for you or your organization. In some cases, you’ll map out 
each quarter so you know what’s coming up. Others will work 
week-to-week. For the sake of showing an example, I’m using one 
month as the cycle interval throughout the book.
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1
How to Use 
The Content Planner

The Content Planner is designed to introduce you to a seven-step content 
creation process. This process is a cycle. Each time you complete the last 
step, you loop back to the beginning and repeat the process. Depending 
on how much content you’re creating, you may be working on two or 
more cycles at the same time.

Each content planning step is designed to ensure you’ve fully ad-
dressed all the questions related to your content. There are many things 
to establish before you create anything, as well as tasks to include after 
you’ve published your content. 

Resist the urge to skip steps. Each one serves a specific function. If 
you do them all in sequence, you’ll have a strong content plan that in-
cludes why, who, where, what, when, and how.

The first time you work through the steps will take longer than sub-
sequent cycles. Future versions of your content plan will refine the work 
you’ve done in the past. You’ll make modifications to ensure continued 
success, but you won’t have to start from nothing.
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If you’ve been creating content, be sure to refer to any relevant in-
formation you already have. If you’ve done some of the work before 
reading this, that’s great! Use the content planning cycle in this book to 
improve what you’ve done in the past.

Collectively, the seven steps give you a repeating framework to cre-
ate content. Here is an overview of the work ahead.

1. Step 1: Determine Your Purpose
Your first task is to understand why you’re creating content and why 
your audience is interested. If you’re clear on the reasons behind your 
content plan, you’ll be more likely to stay committed to the plan and  
consistently create great content. Very few people can muster the energy 
to create content without some type of clear motivation.

Every organization and every audience will have a different answer 
to the question “Why?” Your team might be motivated by marketing or 
sales objectives. It’s also possible you’re creating content as a portfolio 
or to build credibility. Your audience might need help solving a problem 
or be seeking entertainment. In Step 1, you’ll read in detail about com-
mon reasons for content creation.

In addition, you’ll explore why your audience is interested in your 
content. Their motivation will likely be different than yours. Think of 
content creation as a service to support your audience’s purpose. The 
combination of answers that resonates for your audience and supports 
your business will be the core of your purpose.

2. Step 2: Know Your Audience
Next, it’s time to understand your audience. You need to know who will 
be consuming your content. Ideally, you know your readers, listeners, 
and viewers personally. 

However, those sorts of personalized relationships aren’t practical 
with large groups. If successful, your content may reach an audience of 
thousands. Maybe more.

To help you know your audience and understand their motivations 
for consuming your content, I’ll include guidelines for creating a perso-
na document to help you visualize your reader, listener, or viewer.

3. Step 3: Pick a Place to Publish
In Step 3, you’ll figure out where your content will be published. The 
location is referred to as your platform. Typically, you’ll have a primary 
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platform such as a website, blog, podcast, email newsletter, or video 
channel. To support your primary platform, you’ll also identify secondary 
locations such as social networks, online communities, and news sites.

This is also your opportunity to decide on what format or formats of 
content you want to create. Will you be doing text only or sharing text 
with photographs? You might decide to focus on audio content or video 
production. Often, a content plan includes a blend of formats that suit 
your primary and secondary platforms.

4. Step 4: Craft Your Ideas
Exploring ideas is one of my favorite parts of the content planning pro-
cess. The goal at this stage is to find your ideas. You’ll be open to all 
ideas. You’ll identify topics with content potential and seek out the re-
lated information.

To find your ideas, you’ll use a blend of brainstorming and research 
techniques. I’ve included many potential approaches and you’ll choose 
the methods that work for you and your team. I’ll also include some 
thought starters to spark your idea generation in the context of different 
content styles.

At this stage, all ideas are valid and worthy of consideration. Don’t 
edit yourself in the process. Work to capture as many ideas as possible. 
The more you have to choose from, the stronger your content plan will be.

5. Step 5: Make an Editorial Calendar
As you build your editorial calendar, you’ll start by identifying the stron-
gest ideas from your brainstorming and research. You’ll move ahead 
with these ideas and save any others for future content planning cycles.

Now is also the time to determine who will do this work. I call this 
group of people the content creation team. If you’re from a small orga-
nization you may be working alone to complete all the writing, photog-
raphy, audio recording, and/or videography needed. It’s a lot for one 
person to handle so I encourage you to request access to additional re-
sources. Skilled freelancers can be a great asset to your content creation 
process. Larger organizations will bring together a team of people to 
help create the content and support it with copyedits, graphics, uploads, 
and so on.

Once you know what content you want to create and who’s going to 
create it, you’ll focus on your editorial calendar to establish publication 
dates as well as the pre-publication and post-publication tasks necessary 
to support your content. This step is complete when you have a working 
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calendar to reference as you create your content. This calendar will help 
you focus and make clear what content is top priority on a given day.

6. Step 6: Create Your Content
In Step 6, the focus shifts to creating your content. It’s time to write the 
paragraphs, take the pictures, and/or record the video. I’ve included 
some advice to help you create web-friendly copy, strong images, and 
consumable audio-visual content. This is also the time to contemplate 
legal considerations related to content. I’ll make you aware of issues like 
copyright and model releases. We’ll discuss different approaches to the 
approval process.

Throughout this book, I use content as a collective noun. It in-
cludes written text, photographs, illustrations, infographics, audio 
recordings, and videos. Content also includes formats that com-
bine two or more different types of content like web pages or 
email newsletters.

For brevity’s sake, I’ll sometimes emphasize a particular for-
mat. Remember that you can still use that information if you’re 
creating content in a different format.

7. Step 7: Share, Monitor, and Evaluate
In Step 7, you begin by sharing your newly published content with your 
audience through email, social media, and in-person events such as con-
ferences and networking lunches. By sharing your content, you’ll help 
connect your target audience with your work. You’ll also devote time 
to monitoring the response by email and through social media. This is 
your opportunity to build relationships with audience members through 
interaction.

Finally, we’ll quantify and evaluate your content’s success so that 
you can begin the next cycle of content planning with this information 
in mind.

8.  Appendix: Content Planner Workbook
Throughout the 7 steps you’ll see reference to The Content Planner 
workbook in the appendix. The workbook is there to help you capture 
content-related information, from your purpose statement to brain-
storms to your social sharing promotions. Additional copies of the 
workbook are available in the download kit included with this book.
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9.  Adapt to Suit You
After many years of teaching content planning, I know there are many 
different approaches to this process. The steps I describe here are based 
on my experience and my former students’ and clients’ experience. This 
book is an amalgamation of wisdom and success but each successful 
plan had variations.

You may start out copying my method. However, I want you to feel 
empowered to adapt the process to your needs so that you get the most 
out of content planning. Feel free to modify the content planning loop to 
suit the workflow within your organization. You may change the order 
of steps or combine them into a single process. Make use of this material 
so that it works for you.

I also want to encourage you to take imperfect action. I strongly be-
lieve that some action is better than no action at all. With each imperfect 
action, you learn a little bit more about what works and what doesn’t. 
The next time you do that action, you’ll improve your approach. Imper-
fect action is also a remedy for perfectionism. Sometimes good enough 
is OK and I’d rather see you meet your deadlines than waste tons of 
time on incremental improvements. Deadlines are important to keep 
your content plan on track. Use your content resources, especially time, 
wisely. Delays in your current cycle impact future cycles. Take imperfect 
action to keep things moving.

Sound good? If you’re ready, read on and we’ll get started on your 
content plan. Start with Chapter 2.
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