Content strategy objective Q

We create and distribute content that directly supports business objectives.
Our content strengthens market presence, delivers high-quality leads,

empowers sales effectiveness, and builds lasting customer loyalty and
advocacy.

Our strategy maps content to every stage of the buyer journey, ensuring each
asset plays a measurable role in driving pipeline and revenue. By aligning

messaging, formats, and distribution with audience needs, we turn content
into a scalable growth engine.



Storytelling
through content
packages

&

Content packages are built around a central hero
asset and a set of supporting assets. A hero
asset acts as the cornerstone: a gated, high-
value, high-visibility piece.

To maximize reach and relevance, the hero asset is
supported by a suite of modular, format-diverse
supporting assets. They allow for targeted
distribution across channels.



Building content packages that convert

Awareness

* Seo-optimized blog posts > answer high-volume, intent-driven
questions

* Thought leadership articles > establish authority and build trust
early

* Social media content (short videos, carousels, infographics) >
boost reach and visibility

* Educational webinars / podcasts > showcase expertise while
engaging directly

7 Conversion goal: email signhups, social follows, return visits

Acquisition/Consideration

* Case studies & success stories > provide social proof and real-
world impact

*  White papers & ebooks > deep divesthattrade value for contact
info (lead gen)

* Comparison guides / buyer’s guides > frame your solution as the
best fit

* Email nurture sequences > personalized content that moves leads
closer to a decision

* Interactive tools (calculators, assessments) > engage users while
collecting data

7 Conversion goal: demo requests, content downloads, MQL quals

Decision

Product demos & walkthrough videos > show exactly how it
works

Customer testimonials / reviews - build trust with peer
validation

Roi calculators / business cases > quantify value in the buyer’s
terms

Sales enablement content > one-pagers, decks, and tailored
contentfor objections

Free trials / limited offers > reduce risk and incentivize action

7 Conversion goal: purchases, contracts signed, trial activations

Retention/Advocacy

Onboarding guides / video tutorials > ensure quick time-to-
value

Knowledge base / help articles > empower customers to self-
serve

Customer newsletters > keep users engaged and informed
Exclusive webinars / advanced training > drive product adoption
Customer stories / advocacy programs - turn users into
evangelists

7 Conversion goal: renewals, upsells, referrals



Why Al Agents are Essential for Business Transformation
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Strategic content triggers

Activating timely milestones and market moments to drive engagement

* Integrate key product milestones and moments into quarterly content calendars, including
launches, major feature releases, roadmap announcements, events, and thought leadership
moments

 Anchor strategic themes and storytelling around these triggers to ensure content stays
timely, relevant, and connected to broader marketing motions.

 Leverage Content Council channels for ongoing visibility into upcoming triggers, enabling
better planning, faster alignment, and agile content activation across teams.

* Prioritize audience-first messaging for each trigger, translating technical milestones into
clear business value and customer outcomes.



Content planning working sessions

To ensure a cohesive, high-impact content strategy per solution play, IM will host collaborative working sessions with key PMM
and GTM stakeholders. Together, we’ll align on full-funnel asset needs for the fiscal year. These sessions will prioritize content

triggers (product milestones, moments) themes, and topics.

Planning Timeline Planning Tools/Artifacts

« Starting week of 4/28 - One-hour content planning kickoffs M will use a pre-built content planning spreadsheet to
 Mid-May - IM briefs back GTM/PMM: Discuss initial collaborate with PMM and GTM

Integrated Marketing plans for alignment * This will extend to a final content strategy and ed
* Mid-June - Final Content and Marketing Plans: Briefing prior calendars built within this deck and/or provided

to July 1st launch templates
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Planning template example - high-level

Hero Asset Supporting Assets Distribution Trigger/Moment

Blog + social launch,

Alin business 2026 3 SEO blogs, 2 LinkedIn nurture email, gated Industry conference

Jan white paper (gated) carousels, 1 webinar assetvia paid L(re;ynndost)e (tie-in with
campaigns
2 video testimonials, 1 Blog recap, nurture .
Product milestone -
Feb ROl calculator (gated) customer story, sales sequence, enablement
new feature release
one-pager package for sales
Alreadiness 2 explainer videos, 3 Socialcampaign, Product roadmap
Mar assessment tool blogs, 1 thought nurture emails, gated  briefing + mid-year
(gated) leadership article download update
Webinar series launch: 4 socialclips, 2 follow- Wet?lnar promo via
.. social + email,
Apr Alfor competitive up blogs, 1 analyst Annualreport

recording repurposedin

advantage (gated) summary brief nurture
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