
The Content Strategy
Template
A guide for creating and curating content for your company.

1



How to use this template
● Everything in this template is editable, which means that you can 

use whichever parts you like, and delete parts that aren’t 
applicable.

● The Granger Standard™ ensures that you cover the most 
important aspects of your strategic documents. Each section has 
clear and easy instructions for you to follow and populate.

● Remember that this document is for you to share with your team 
and bring everyone on the same page, so keep your readers in 
mind as you write.
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Vision

Here’s where you write your company’s vision to centralise your 
readers around the wider purpose of your business. This of 
course is instructive to all strategic documents you create.
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Values

Here’s where you write your company’s values to centralise your 
readers around the things your company stands for, and those 
things you stand against.
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Document Purpose

The purpose of this document is to strategically approach the 
creation and curation for <YOUR COMPANY’s> online presence. This 
document begins by analysing the target groups to derive areas of 
value that can be brought to them by the organisation. This way, 
content that is created or curated directly addresses the needs of 
the target. The document gives a deep dive on persona analysis for 
each target group. It continues with a breakdown of the actions for 
the target groups to take, and the channels for engagement for 
each group.
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Segments
1. List the general Demographic features of the audience you intend to target:

● Age Groups
● Gender
● Job Titles

2. List the general Psychographic features of the audience you intend to target:
● Values
● Likes and Dislikes
● Interests

3. List the general Behavioural features of the audience you intend to target:
● What social media channels do they use?
● How would they use your product/ service/ content?
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Target Personas
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List your target personas. Who are the specific types of people 
you’re going to speak to in your content? In this section, you 
should get intimate with your target; dig deeply into who they 
are so that you can really bring meaningful value to them.



Target Persona 1

Need
Describe the emotional and psychological needs of each 
persona, as they relate to your brand.

Positive Trends
List the things in their environment that affect them 
positively.

Negative Trends
List the things in their environment that affect them 
negatively.

Pains
List the things that frustrate them that your brand can 
help them with.

Gains
List the things that can bring value to their lives, or help 
them achieve their goals.
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Fears
List their fears as it relates to your product and 
service

Opportunities
List some things that are looming their lives that 
can potentially bring about positive outcomes.

Hopes
Describe their aspirations. List some of the things 
they would like to achieve.



Target Persona 2

Need
Describe the emotional and psychological needs of each 
persona, as they relate to your brand.

Positive Trends
List the things in their environment that affect them 
positively.

Negative Trends
List the things in their environment that affect them 
negatively.

Pains
List the things that frustrate them that your brand can 
help them with.

Gains
List the things that can bring value to their lives, or help 
them achieve their goals.
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Fears
List their fears as it relates to your product and 
service

Opportunities
List some things that are looming their lives that 
can potentially bring about positive outcomes.

Hopes
Describe their aspirations. List some of the things 
they would like to achieve.



Target Persona 3

Need
Describe the emotional and psychological needs of each 
persona, as they relate to your brand.

Positive Trends
List the things in their environment that affect them 
positively.

Negative Trends
List the things in their environment that affect them 
negatively.

Pains
List the things that frustrate them that your brand can 
help them with.

Gains
List the things that can bring value to their lives, or help 
them achieve their goals.
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Fears
List their fears as it relates to your product and 
service

Opportunities
List some things that are looming their lives that 
can potentially bring about positive outcomes.

Hopes
Describe their aspirations. List some of the things 
they would like to achieve.



Target Persona: The Media
Need
The media needs to appreciate the value of YOUR 
COMPANY to our society. They also need to understand 
what it is and the details of how things have changed 
because of it.

Positive Trends
List the things in their environment that affect them 
positively.

Negative Trends
List the things in their environment that affect them 
negatively.

Pains
List the things that frustrate them about working with or 
writing about brands

Gains
List the things that can bring value to their ability to write a 
story about your brand. What do they want to write about, 
and how do they want to get the information? 11

Fears
List their fears as it relates to your product and 
service, or even the information you provide to 
them.

Opportunities
List some things that are looming their lives that 
can potentially bring about positive outcomes.

Hopes
Describe their aspirations. List some of the things 
they would like to achieve.



Key Brand Messages

Our Brand is on a 
mission to…
List the 1st thing you 
want to say about 
your brand that will 
meet the needs of 
your personas, in the 
context of your own 
value system.

Our brand believes 
in…
List the 2nd thing you 
want to say about 
your brand that will 
meet the needs of 
your personas, in the 
context of your own 
value system.

Our brand stands 
for…
List the 3rd thing you 
want to say about 
your brand that will 
meet the needs of 
your personas, in the 
context of your own 
value system.

12



Content Themes

Theme 1

Describe this theme and 
how it relates to the 
different personas.

Theme 2 Theme 3
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Content themes are the various discussions your brand will be having on social 
media. These themes are the main topic areas that will bring value to your personas. 
It’s important to anchor your posts to your content themes so that your content stays 
relevant to the needs of your personas. Create content themes by analysing your 
personas and defining commonalities across the separate ones.

Describe this theme and 
how it relates to the 
different personas.

Describe this theme and 
how it relates to the 
different personas.



Expansion of content themes

Theme 1

1. Idea 1
2. Idea 2
3. Idea 3

Theme 2 Theme 3
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List the types of conversations you would be having with each theme. This section 
considers the idea that your content calendars may be created by another member of 
your team. As such you’d want to be very clear on the multiple ways each theme can be 
expanded on.

1. Idea 1
2. Idea 2
3. Idea 3

1. Idea 1
2. Idea 2
3. Idea 3



Digital PR

Journalist/ Blogger’s NameJournalist/ Blogger’s NameJournalist/ Blogger’s Name

It’s important to identify the 
specialist journalists and 
bloggers in your field who 
will have a genuine interest in 
your content, your brand and 
your product. Reach out to 
them and discuss your 
offering. They’re more likely 
to write about your 
organisation if its a good fit 
with their previous articles. 
Research them. When they 
write about you, ask them to 
link to your social media or 
website. This is great for your 
SEO.
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Lead Generation & Email Marketing

Blog content feeds neatly into email marketing content, as 
users who get value from the blogs can subscribe to 
receive updates directly to their email address.

YOUR COMPANY’S blog will form the foundation for lead 
generation, as consumers who are interested in the 
content will sign up for more/ updates.

List some potential for blog articles here. 
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Content Channels
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Based on the behavioural 
insights of your customers, 
determine which of these 
commonly-used channels 
you need to be on to meet 
them where they are.

Twitter: Features -
280 Character Limit; Fast 
Paced; Brevity-focused, 
Photo and Video Content, 
Short form written content, 
links 

Pinterest: Features - 
Photos and Links, 
Collaborative boards, 
Organisation of curated 
content

LinkedIn: Features - 
Short and Long Form 
written content, Photos, 
Groups, Professionals

Facebook: Features - 
News Feed, Groups, Pages, 
Messages… basically 
everything, Photo/ Video 
Content, Short and Long 
form written content, links

Instagram: Features - 
Photo and Video Content, 
Short form written content

YouTube: Features -
Video Content, Short form 
written content, 
Subscription



The Content Funnel
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Stage of Content General Approach Tactics

Awareness What is your approach to getting 
the target aware?

What tactics can you use 
to do this?

Consideration What is your approach to giving 
details and getting the target to 
consider your brand.

What tactics can you use 
to do this?

Conversion What is your approach to 
facilitating and solidifying the 
sale?

What tactics can you use 
to do this?

This table will help you to build a community and converts them 
to customers.
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Thank You
Upstart Consultants is a Marketing Consulting 

Firm on a mission to equip organisations around 
the world to grow their businesses more 
sustainably. 

We offer a wide range of consulting services 
including strategy design, coaching and staff 
training; providing you with the custom support 
you need to navigate our digital world.

Visit www.upstartltd.net

https://www.smartinsights.com/
http://www.philkotler.com/
https://www.designabetterbusiness.tools/tools/persona-canvas
https://www.strategyzer.com/canvas/value-proposition-canvas
https://www.blackillustrations.com/
http://www.upstartltd.net

