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Community Content Marketing Business Plan

Template

Community name:

     
Department:

     
Content marketing manager name:

     
Telephone number:

     
Email address:

     
     
     
Executive summary

Project summary:

     
Project aims:

     
Financial summary:

     
1. Elevator Pitch

1.4 Your community name:

     
1.5 Strapline:

     
1.6 Elevator pitch:

2. Project background

2.1 Why to implement content marketing?

     
2.2 Current situation:

     
2.3 Trends:

     
2.4 Expectations:

          
2.5 Additional information:

     
3. Activities
3.1 List activities & products to be developed 
     
3.2 Describe more detailed the different types of products/activities:

     
3.3 Additional information:

     
4. The audiences
4.1 Are your audiences:

 FORMCHECKBOX 
 individuals

 FORMCHECKBOX 
 businesses

 FORMCHECKBOX 
 both

4.2 Describe in detail your typical audiences:
     
4.3 Where are your audiences based?

     
4.4 What prompts your audiences to be interested in your products/activities?

     
4.5 What factors help your audiences choose which products/activities to choose from?

     
4.6 Additional information:

5. Market research

5.1 Key findings from desk research:

     
5.2 Key findings from field research – customer questionnaires:

     
5.3 Key findings from field research – testing:

     
5.4 Additional information:

     
6. Community Content Marketing Strategy

	What are you going to do? 
	
Why have you chosen this marketing method?
	How much will it cost? 

	     
	
	     

	TOTAL COST
	
	     


[image: image1.png]Skill type

Admin

Content marketing

Strategy

Analysis & Optimisation

Gustomer Service

Role.

‘Social media executive

Content Marketing Executive

International Social Media
Executive

Head of Social Media / Social
Media Manager

Web analyst

RO Executive

Gustomer Service Assistant

Summary

Responsible for day-to-day
‘admin of social media
channels & basic reporting.

Aligning social media channels
with other marketing channels
and creating content ft for
purpose, customised for each
audience.

Gustomising and localising
content for local social
audiences.

Ownership of aligning social
media with overall business
strategy and goals. The
‘champion for social media
within the business.

Implement a data driven
‘approach to social media
analysis & attribution
modeling.

Applying principles of CRO to
‘social media marketing activity
to help improve performance.

Providing a rapid response
and escalation channel for
‘customer enquiries via social
networks.





7. Competitor analysis

7.1 Table of competitors

	Name, location

and business size 


	Product/activities

	Costs (if known)

	Strengths


	Weaknesses



	     
	     
	     
	     
	     


7.2 Community SWOT analysis (from marketing point of view):
	Strengths

     
	Weaknesses

     


	Opportunities

     
	Threats

     


7.3 Unique Selling Point (USP):
	Unique Selling Point (USP)

     



8. Operations and logistics

8.1 Activities:

     
8.2 Delivery to audiences:

     
8.3 Payment methods and terms:

     
8.4 Suppliers:

	Name and location of supplier

	Items required

and prices 


	Payment arrangements 


	Reasons for choosing supplier



	
	
	
	


8.5 Premises:

     
8.6 Equipment

	
	
	If being bought



	Item required 


	Already owned?

	New or second hand?

	Purchased from 


	Price



	
	
	
	
	


8.7 Transport:

     
8.8 Legal requirements:

     
8.9 Insurance requirements:

     
8.10 Management and staff:

     
8.11 Additional information:

     
9. Costs strategy

	
	Product/activity name
	     

	A
	Number of units in calculation
	     

	B
	Product/activity components

     
	Components cost
     

	C
	Total product/activity cost
	     

	D
	Cost per unit
	     

	E
	
	     

	F
	
	     

	G
	
	     

	H
	
	     


10.2 Budget

	Section 


	
	Monthly cost (E)



	A 

Estimated costs
	
	     

	
	Telephone
	     

	
	Personnel
	     

	
	Subscriptions (clubs, magazines etc.)
	     

	
	Entertainment (meals and drinks)
	     

	
	Other
	     

	
	
	     

	
	
	     

	
	
	     

	
	
	     

	
	
	     

	
	
	     

	
	
	     

	
	
	     

	
	
	     

	
	
	     

	B 
	Total costs (E)
	     

	
	
	     


10.3. Editorial Calendars (to be attached)

