
B2B Content
Marketing Strategy
Template 
This editable template gives you a complete view of your
B2B content plan, from audience insights to analytics.

Just fill in each section below and replace the example text
with your own.

When you’re done, you’ll have a working system that
connects every part of your strategy: planning, creation,
distribution, and review.
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B 2 B  C O N T E N T  M A R K E T I N G  S T R A T E G Y  T E M P L A T E  

Field Example Your entry

Persona name Mia (Marketing Manager)

Industry B2B SaaS

Role Oversees content and
campaigns

Experience 3 years

What they need to
achieve

Consistent content for
qualified leads

How they handle it
today

Docs and spreadsheets,
limited analytics

Biggest frustration Slow approvals, unclear ROI

Why our solution is
better

Easier collaboration and
reporting

Key results from our
solution

2x publishing, 3x more leads

Emotional benefit Feels confident and in control
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Step 1: Define your audience persona
Start with what your ideal customer needs to achieve so every piece of
content speaks to real goals.

Once your persona is clear, you can choose the best places to reach them.
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B 2 B  C O N T E N T  M A R K E T I N G  S T R A T E G Y  T E M P L A T E  

Channel Focus Frequency Example Your Tactics

Paid ads Boost best
performers Monthly Promote 3 top

LinkedIn posts

Employee
ambassadors

Team shares
content Monthly Each teammate

shares 2 posts

SEO
Rank for target
keywords Ongoing

Target keywords
with 100+
searches

Social sharing Earn organic
reach Weekly Post customer

stories
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Step 2: Build your distribution plan
Decide how you will get eyes on each piece so creation and promotion work
together.

With channels set, you can pick formats that fit each one.
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B 2 B  C O N T E N T  M A R K E T I N G  S T R A T E G Y  T E M P L A T E  

PAGE 04

Group Items (example) Your list

Core formats and
channels

Blog, newsletter, lead magnets,
LinkedIn

Micro formats and
channels

Short videos, carousels, quotes

Goal formats to launch
later

Podcast, YouTube tutorials

Content pillar Example topics Your topics

Content operations Speed up approvals; tools for
collaboration

Lead nurturing Why nurturing lifts conversion;
best email flows

Marketing automation Simple automations for small
teams

Balance what you can ship now with what you will add later as you scale.

Pick 3 to 5 themes your buyers care about, then list starting topics under each.

Step 3: Choose your content formats
and channels

Step 4: Set your content pillars and
topics

Now that formats are set, lock in the themes that tie your content together.

With pillars in place, it is time to schedule consistent publishing.
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B 2 B  C O N T E N T  M A R K E T I N G  S T R A T E G Y  T E M P L A T E  

Frequency Content type Example Scope Your plan

Weekly Blog and social 2 blog posts, 10 social posts

Monthly Proof and nurture 1 case study, 1 email
campaign, 2 blog updates

Quarterly Big bets 1 major guide, 1 webinar, 1
keyword cluster
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Step 5: Plan your content schedule
Set realistic publishing cadences so you can show up reliably without
burning out.

Your calendar is ready, so add measurable goals to track progress.

Metric Target example Your target

Production cadence Ship everything on schedule

Website traffic 50,000 visits per month

Leads or demo requests 100 qualified leads per month

New email subscribers 800 per month

Main objective
Grow inbound leads by 25 percent
in 6 months

Step 6: Set your goals and KPIs
Tie activity to outcomes you can monitor and report on every month.

To hit these goals, make ownership crystal clear.
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B 2 B  C O N T E N T  M A R K E T I N G  S T R A T E G Y  T E M P L A T E  

Role Person
example Tool example Responsibility Notes

Writer Sarah Google Docs Draft articles

Editor Luis Grammarly,
Notion Edit and approve

Designer Toby Canva Create visuals

Manager Mia Notion,
StoryChief

Schedule and
publish
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Step 7: Organize your content
operations
Assign roles and tools so work moves smoothly from draft to publish.

With production humming, close the loop with a simple review rhythm.

Tool Review
frequency Example action Your actions

Google Analytics
or HubSpot Monthly

Identify top and
underperforming posts

StoryChief or
similar

Monthly team
sync

Boost best pieces with
paid social

LinkedIn Analytics Quarterly
Adjust topics based on
engagement

Step 8: Create an analysis process
Review results on a schedule, decide what to improve, and double down on
winners.
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These tables give you a complete, reusable template you can fill out today, then
revisit each month to refine and keep your strategy moving.

This simple layout blends structure and flexibility. Each section connects naturally
to the next, from understanding your audience to planning, producing, and refining
content.

Instead of treating your strategy as a one-time project, this template turns it into a
living system that grows with your business.
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All big things start with a small chat.
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