
How To Build A Content Strategy
TO INCREASE LEADS NOW



A content marketing strategy focuses on developing 
valuable content that is relevant to your personas and 
to the context of their journey as they engage with your 
brand—either as a new prospect or a current client.

A strong content strategy addresses and anticipates 
the needs of your personas. Your brand can build trust 
with your prospective and current customers, motivate 
users to move closer to your desired conversion and key 
performance indicators (KPIs), and deliver information 
through the right channel at the right time.

But a content marketing strategy doesn’t create itself.

It requires careful planning and a focused execution. Use 
our guide to understand the components and execution 
that goes into building a successful content strategy.
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What’s Inside This Guide?
Are you interested in building a content strategy but don’t know where 
to begin? If so, we’ve got you covered. In our guide you will learn the 
importance of a content strategy, the components required, and how to 
activate your content strategy in three simple steps! 
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Like a broken record, you’ve heard in order to have a successful content 

marketing strategy, your content must cater to your unique set of 

customers. In particular, your content should address your customer’s 

questions, pain points, and challenges throughout the buyer’s journey. 

But it’s one thing for this ebook to just parrot the same old adages every 

content strategy ebook will tell you. Broken records don’t tell you anything 

new. They just repeat the same lines over and over.

That’s why we created a persona-building worksheet. You know the 

importance of personas for content, and now you can start to build them for 

your own company.

Use the worksheet on the following page to answer who your customers 
are, what triggers and goals motivate them to engage with your business, 
and what barriers might prevent them from partnering with you. Once you 
know your personas, you can start building a successful content strategy.

Personas
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Demographic (gender, age, location, info, role in the buying process, etc.)

What is their day-to-day routine?

What are their goals?

Triggers: What events cause their needs?

What are their main pain points?

What does success look like to them?

Where do they go for information/How are they consuming content?

What product/services questions do they typically have?

Tone (The tonality of how we should speak to this person)

Other

Build A Persona Worksheet
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A journey map is a visual representation of your prospective or current 

customer’s experience toward conversion with your brand. A journey map 

details the emotions, actions, and decision-making criteria of a prospec-

tive or current customer at each phase of their unique journeys. While you 

can build expansive journeys around the product experience, the upselling/

cross-selling experience, and purchasing experience, in this case you’ll want 

to drill down to the content experience of the journey for your strategy.

Journey Mapping
IDENTIFY THE PHASES OF THE JOURNEY

When you start to build your journeys, identify the phases a user will go 
through toward conversion. A simple layout may look like the following:



8 HOW TO BUILD A CONTENT STRATEGY

PINPOINT YOUR TOUCHPOINTS

Touchpoints in this case are the moments of engagement between your 

users and your brand’s content. To create a full content strategy that 

surrounds your users in a natural way, you must know the complete 

breadth of touchpoints for your users.

Start with the initial trigger for a user. What causes them to connect 

with your brand? Did something in that user’s life change? A birthday? A 

wedding? A promotion? You can work backwards to find out if content 

you create could help spark that trigger, or you can proceed forward, 

following the user’s path to conversion from that initial trigger touchpoint.

WHY CREATE A JOURNEY?

The goal of a journey map is to teach businesses more about their 

customers by walking through the users’ questions, feelings, and 

challenges during each touchpoint.

Without a true journey map, you will be clueless as to when and where 

to distribute your content. Distribution is an important key to content 

strategy. Your delivery must align with the customer journey or else it 

won’t be useful to the user. 

THE BENEFITS OF A JOURNEY MAP

 u Puts the user front and center in the business’s thinking
 u Helps to understand the context of users
 u Gains a clear picture of where the user has come from and what they are 

trying to achieve
 u Identifies opportunities and gaps to strengthen the customer experience
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In many instances, you can learn about your customers with the help of 
third-party research. Solid research allows you to decode your audiences’ 
most pressing concerns and determine instrumental information including: 
how your audience finds your site, what they are looking to read, and more. 

Aside from learning more about your audience, third-party research also 

uncovers industry trends. By tapping into discussion groups, forums, and 

social media, you can identify what’s going on in your industry and inform 

tactics to your overall content strategy. This information should not only 

feed into white papers and ebooks but also throughout your social channels, 

blog, infographics, case studies, and more.

Third Party Research May Include:

1. KEYWORD RESEARCH to understand how people are finding your site.

2. PPC-BASED RESEARCH to test options and gauge interests.

3. INDIVIDUAL SURVEYS to build your own case studies around the 
results you gather.

4. LINKEDIN GROUPS to generate topical ideas and understand what 
people are talking about.

5. THOUGHT LEADERS to keep up-to-date with industry trends.

Third-Party Research
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Let’s Get Started
Now that you have a strategy in place, let’s dive 
into the execution!

BUILD A TEAM

When you create content, you must have a strong team that can produce 

content that is engaging and informative. These members will be the 

backbone of your strategy and will need to be relied on to deliver 

resourceful content week after week. 

 

At the top of the team structure sits a Content Strategist. This strategist is 

there to conduct research on proper content topics and development that 

will bring more visitors to your site. This person will provide direction to the 

rest of the team. 

 

Below the Content Strategist is the Content Manager. This manager is 

responsible for delegating certain content pieces out to copywriters.  

 

Copywriters are those who will prepare all of the content for the website. 

They must have strong skills and the capability to interest a variety of 

potential site visitors.

You should also consider hiring a Social Media Manager who’s main focus 

is distribution and getting your content discovered by potential customers 

as well as influencers. This 

requires a range of skills including SEO, social media, and email marketing. 

 

Furthermore, your content marketing team should thoroughly understand 

your business and your business’s goals. Without a clear understanding 

of these components they will not be able to match your content with the 

tone and voice of your company.

SOCIAL MEDIA
MANAGER

CONTENT
STRATEGIST

CONTENT
MANAGER COPYWRITER
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THE GAP ANALYSIS
Before you define where you want your content strategy to go, you should 

know where it is right now. A gap analysis enables you to compare your 

current content against your defined personas and journey mapping. 

Use a simple spreadsheet in Excel (or Google Sheets if you’re working with 

a team), and inventory your entire repository of content—from webpages 

and PDFs to brochures and videos. Knowing what you now know about 

your personas and the touchpoints needed along their journey, define 

what content works, what content should be revised or evolved, and what 

content needs to go.

Content Inventory & Gap Analysis

REDESIGNING YOUR WEBSITE?

If you’re redesigning your website, you can also use a gap 
analysis to compare to your new sitemap.

During your gap analysis you should ask yourself the following 
questions:

1. Do you have content that resonates with each of your personas?

2. Is your content up-to-date?

3. Does your content align with your business goals and user needs?

4. Are there any topics you haven’t covered?

5. Will your content feed your customers’ journeys?

6. Does your content support your brand?

7. How can you repurpose or reuse content?
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Besides being a great planning document your content calendar will 
also help you: 

 u Generate content ideas
 u Assign material to key members
 u Maintain a consistent presence
 u Visualize the buyer’s journey
 u Know what topics you’re lacking in or have too much of
 u Spread out topics 
 u Act as a living inventory and gap analysis for you to always update 

and manage

Don’t overlook the importance of a content marketing calendar. With 

this strategic tool in place, you will build trust with your audience by 

delivering relevant content with a consistent cadence. Moreover, your 

team will remain highly organized and e¤cient. 

No one likes scrambling for last-minute content. It’s stressful and, 
let’s face it, something is bound to go wrong. By creating an editorial 
calendar you are putting a plan of attack in place. This will put your 
team at ease knowing what they have to prepare for in the coming 
weeks/months.

Scheduling/Calendar
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Creating a content strategy is a big task. It takes time, e¥ort, and patience. 

However, in the Internet day and age, it’s a task that must be added to your 

marketing strategy in order to drive tra¤c, brand awareness, and leads to 

your site.

We would love to put our time and energy into your content strategy.

If you are in the process of creating a 
content strategy or want to discuss a 
future content plan contact:

Information Overload?

Info@bostoninteractive.com or 617-241-7977



Melissa Wiltse, Marketing Coordinator at Boston Interactive, 

is responsible for the alignment of sales and marketing, 

content production, and project management. Melissa 

stays on top of the latest industry news, technologies 

and business trends. When she’s not writing blogs, white 

papers, or articles, you can find her on the bocce courts, 

daydreaming about traveling, or nose-deep in a good book.

MELISSA WILTSE

FIND MELISSA ON LINKEDIN

https://www.linkedin.com/in/melissawiltse

About the Author



Boston Interactive is a digital marketing agency that combines custom online strategies with 

emerging technologies. With success stories in higher education, legal, financial services, and more, 

Boston Interactive delivers measurable user experiences and increases lead generation through 

web, mobile, social, SEO, and paid search campaigns.

For more information or to schedule a FREE consultation 

(617) 241-7977 or visit bostoninteractive.com

SOME OF OUR CLIENTS

529 Main Street, Suite 212  |  Charlestown, MA 02129  |  BostonInteractive.com

About Boston Interactive




