
6 Monthly Sessions To Develop 
Your Content Marketing Strategy
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S E S S I O N  O N E   
L E T ’ S  S E T  

S O M E  
E X P E C T A T I O N S

“Market ing is  te l l ing the wor ld  you’re  a  
rock star  Content  Market ing is  
showing the wor ld  you are one ”  

1  



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

DO WE REALLY WANT 
TO KILL MARKETING? 
No.  

But the key is  to develop a  
modern approach to bui lding 
audiences that can serve our business 
needs.  

Why ? 
 
You’ l l  a l l  have dif ferent reasons,  and  
di f ferent priorit ies .  But this  is  modern 
marketing as a business strategy



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

I  AM GOING ON THIS 
JOURNEY WITH YOU. 
Yes.  For  Real .  

I  want to expand my business .  I  am a  
Small  Consult ing f i rm and I ’m looking to 
expand my service offering into the world 
Of Web 3 .0 -  including Crypto,  NFTs,  De-Fi  

So -  I ’m planning on an expansion and bui lding 
a content-brand in that space.   
 
I ’ l l  be report ing MY activ it ies  and progress as 
you go through yours .  



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

But that doesn’t  mean that 
you have to stay at the 

same step as me. 

Anything -  in any session is  
up for discussion.   
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W H A T  M A K E S  A  
C O N T E N T  

M A R K E T I N G  
S T R A T E G Y  

D I F F E R E N T

“Market ing is  te l l ing the wor ld  you’re  a  
rock star  Content  Market ing is  
showing the wor ld  you are one ”  

I N T R O



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

7

REACH, & MOVE 
AUDIENCES TO 
ACTION

M A R K E T I N G ’ S  
P U R P O S E



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

D E F I N I T I O N S

1 “Content  market ing  i s  the  bus iness  
process  for creat ing  and d ist r ibut ing  
va luable  and compel l ing  content  to  
attract ,  acqui re ,  and engage a  c lear ly 
def ined and understood audience  -  
with  the  object ive  of  dr iv ing  a  
prof i tab le  customer act ion  ”  

-  Content  Market ing Inst i tute



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

A  S I M P L E R  D E F I N I T I O N

“Brands  no  longer have to  ‘ rent’  the  
media  in  order to  reach,  engage and 
insp i re  audiences  to  act ion   We can 
become the  media ,  and create  the  
content  that  bu i lds  audiences ,  and 
moves  them to  prof i tab le  act ion  ”  

-  Robert  Rose & Joe Pul izz i  
Ki l l ing  Market ing

2



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

T H E  S I M P L E S T  D E F I N I T I O N

“Product  and serv ice  companies  have 
the  ab i l i ty to  create  va luable  content  
that  engages  an  audience   Instead of  
se l l ing ,  we can insp i re ,  teach,  or 
enterta in  customers  as  to  WHY they 
should  know,  l ike  and t rust  us  enough 
to  buy f rom us  ”  

-  Robert  Rose & Joe Pul izz i  
Ki l l ing  Market ing

3



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

1. What marketing challenge/opportunity do I  
have? 

2. What audience and what action wil l  help me 
solve that problem - or meet that opportunity ? 

3. What value can I  del iver to them, and how wil l  I  
differentiate.  
(SPOILER ALERT:  THIS IS THE HARDEST QUESTION.)  

4. What does success look l ike? 
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T H E  P R O D U C T  
M O D E L :  B U I L D I N G  
A N D  M O N E T I Z I N G  

A U D I E N C E S

“Market ing is  te l l ing the wor ld  you’re  a  
rock star  Content  Market ing is  
showing the wor ld  you are one ”  



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

W H E R E  I S  Y O U R  B U S I N E S S ?

N e i l  H   B o r d e n

AUDIENCE 
PLATFORMS 
 A startup blog, looking to products? 
(Food52, Glossier, Mint, The Hustle) 

Small startup looking to scale? 
(Terminus, TeachBetter)      

In a crowded space looking to differentiate 
(Buzzfeed, TCA) 

An established brand looking to establish 
sustainability 
(Cleveland Clinic)  

YOU 
????



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

C O N T E N T  I S  A S  I M P O R T A N T  
A S  P R O D U C T / S E R V I C E

N e i l  H   B o r d e n



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

F O U R  S T E P S  
T h i s  i s   o u r  d i s c u s s i o n  i f  y o u  a r e  j u s t  b e g i n n i n g  b u t  h a v e  i d e a s ,  

o r  y o u r  h o m e w o r k  i f  y o u  a r e  j u s t   

2   
AUDIENCE 
The WHO

Generally 
define the 
audience we 
are going to 
deliver this 
value to

1   
PURPOSE 
The WHY

Detail the 
business value 
of this 
particular 
experience/
content 
product

3   
STORY 

The WHAT

Determine the 
differentiated 
value we are 
going to deliver 
in the media 
product 

What does 
success look 
like and HOW 
it helps solve 
the business 
challenge/
opportunity

4   
VISION 

The HOW
THIS IS 

ITERATIVE 

FLUID 

WORK  
THIS PLAN



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

DISCOVER

LEARN

TRY

TRANSACT

USE

RETURN

ADOPT

P U R P O S E :  W H E R E  W E  S T A R T  

R e m e m b e r  o u r  f i r s t  q u e s t i o n :  W h a t ’ s  o u r  m a r k e t i n g  p r o b l e m /o p p o r t u n i t y ?



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

USE

ADOPT

RETURN

GROW 
Deepen & Expand Trust 

Engage and add experiential value 
to a known audience to add 

differentiating val 
 

PUT SIMPLY: 

I’m trying not expand trust with 
an audience that knows and 

trusts me for one thing 
so that they deepen that trust 

or expand it into something new 

DISCOVER

LEARN

TRY

TRANSACT

P I C K  A  P U R P O S E
SUBSCRIBE 
Learn & Earn Trust 

Inspire a new approach to gain 
insight into how to develop a 
better relationship  

PUT SIMPLY: 

I’m trying to establish trust  
with an audience that either 
doesn’t know me, or doesn’t 
know me for something new 

WIN 
Build & Evolve Trust 

Reinforce differentiated value to 
inspire self-discovery of value 

PUT SIMPLY: 

I’m trying to deepen trust 
so that this audience will 

actually transact and purchase 
Something from me 



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

DISCOVER

LEARN

TRY

TRANSACT

USE

RETURN

ADOPT

F O C U S  O N  O B J E C T I V E S
SUBSCRIBE 
Learn & Earn Trust 

WIN 
Build & Evolve Trust 

GROW 
Deepen & Expand Trust 

INSPIRE  
CONVERSATION

REACH  

SUBSCRIBERS

EVOLVE  

AUDIENCES

NURTURE  

BUYERS

ENHANCE  

CUSTOMERS

RETAIN  

LOYALTY

EXPAND  

RELATIONSHIP



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

W H E R E  I  A M !  O N  T H E  F O U R  S T E P S

WHY - An existing audience that can trust 
me with insight into something new that is 
mysterious and that builds trust and opportunities 

WHAT - Some kind of thought leadership 
resource center or informational hub on 
best practices in  

WHO - Marketing leaders and senior practitioners 
at larger brands that are struggling with what Web 
3.0 means for marketing strategy 

HOW - A subscribed audience that can be 
monetized through advertising and sponsorship 
opportunities, and also provide new opportunities 
for consulting 

The business purpose 
and 

focus  The platform’s 
business plan and 

differentiation

1

MY CRYPTO BUSINESS 
MISSION



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

W H A T  D O E S  T H A T  M E A N ?   E X A C T LY ?
1. 24 days into February, my whiteboard is still messy. 

2. But I know that right now this whole space is messy and f illed with jargon and 
that I can offer value based on my skills of making complex concepts easier to 
understand. 

3. Not sure if it should be news or not.  So many news sites right now - do we really 
need another?  But opportunity for SEO and I could f ight for it. 

4. Want it to be a practical resource that people trust and that differentiates to the 
point of real loyalty - a niche audience of trusted people. Decided that I want to 
teach crypto to marketers, not marketing to crypto people. Which means a 
“longer game”. 

ACTIONS 

I need to research audience more. 

I have a few names that I’m toying with - domain registrations, models I’m exploring - 
I’m in research mode right now.  No f irm decisions 

Shooting for a Spring Release - to keep myself honest. 



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

W H A T  D O E S  T H A T  M E A N ?   E X A C T LY ?
1. Three Areas Of Progress 

1. I know what I want to call it - Name Settled 

2. Research Plan has been developed (I’m down rabbit hole) 
My Web 3.0 prof ile has begun… 

3. Competitive Media identif ied 

2. Where Am I Stuck 

1. Objective (Subscribers for sure - but Explicit Subscribers or 
general Awareness) 

1. Means Newsletter over Podcast or Blog etc. 

2. News or University learning model….  

3. Audience and Real Case studies are sparse on details 

3. Top Three Actions 

1. Schedule Interviews with noted consultants (use my 
connections) 

2. Make decision on objectives and write it down 

3. Finalize some seed content calendar based on that 

4. Biggest Takeaway 

1. Need to be more organized in my product planning… 
suffering a little “cobbler ’s kid” syndrome. 



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

N O W  L E T ’ S  T A L K  A B O U T  Y O U  
C O A C H I N G  T I M E

R O B E R T @ C O N T E N T A D V I S O R Y . N E T

mailto:ROBERT@CONTENTADVISORY.NET
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S E S S I O N  T W O  
P e r s o n a s  I n v e s t i n g  

i n  A u d i e n c e s  v s  
B u y e r s

“Market ing is  te l l ing the wor ld  you’re  a  
rock star  Content  Market ing is  
showing the wor ld  you are one ”  

2  



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

R E M I N D E R :  M O V E  &  B U I L D  
A U D I E N C E S

ENGAGED SUBSCRIBED MODELED SEGMENTED REACHED VISITED NURTURED SOLD LOYAL

THESE THEN BECOME 
INCREASING LEVELS 

OF VALUE 

AS THESE ALSO 
BECOME INCREASING 

LEVELS OF VALUE 

BUILD AUDIENCES MOVE AUDIENCES



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

25

O U R  S H A R E D  P U R P O S E

REACH

Behavioral 
Value

MOVING AN AUDIENCE

Contribution 
Value

BUILDING AN AUDIENCE

TRANSACT

SEGMENTED

Transaction 
Value

Cash 
Value

ENGAGE

GATE / INSERT

Reach 
Value

Competency 
Value

QUALIFY

SUBSCRIBE

Lead 
Value

Campaign 
Value

NURTURE

MODELED

Opportunity 
Value

Customer 
Value

SERVICE

CUSTOMER 
ASSET

(FANS) 
AUDIENCE 

ASSET



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

26

M U LT I P L E  V A L U E S

ENGAGED 
AUDIENCES 

Brand Awareness Value 
Qualitative Insight 
Purchase Liklihood 

BEHAVIORAL 
VALUE 

ADDRESSABLE 
AUDIENCES 

First Party Data 
Quantitative Insight 
Marketing Efficiency 

REACH VALUE 

MODELED  
AUDIENCES 

Predictable 
Effectiveness Value 

SEGMENTATION 
VALUE 

SEGMENTED 
AUDIENCES 

Model Expansion Value 
Asset Value 

ASSET 
VALUE 



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y
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M U LT I P L E  V A L U E S

20% of all organic traffic enters here 
(Reaching new audiences)
4 Million job searches (65% conversion) 
(Higher rates to advertisers)

48,000 new, organic, members 
($3m thru paid ads)

$62 per subscriber 
(segmented asset)



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

28

AUDIENCES 
MUST 
BE 

MORE 
THAN  
BUYERS



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

B U Y E R  P E R S O N A

MOTIVATIONS 
Detail-oriented, nothing bets by Kelly  
Deeply cares about education 
Loves to travel, eat, tour, etc… 

NEEDS/WANTS 
Save for college  Cool experiences for her kids  
Efficient but different lifestyles  

PAIN POINTS 
Time savings  Unable to keep up  Frustrated 
with all her “lists”   Wants mobile organization 

“I really wish I had an app on my phone that would  
let me automatically organize in one place ALL of the 
things that I have  And let me do it in a way that I want ” 

- Kelly



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

“ A  B U Y E R ”  I S  A  S T A G E ,  N O T  A  
P E R S O N

ENGAGED SUBSCRIBED MODELED SEGMENTED REACHED VISITED NURTURED SOLD LOYAL

FOR AUDIENCES 
WE NEED MUCH MORE 

FOR A SHORT TIME 
THEY SELF-IDENTIFY 

AS NEEDING A 
PRODUCT 

????? BUYER PERSONAS



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

31

WHAT ARE 
THE JOBS TO 
BE DONE

“People  don’t  buy a  quarter- inch 
dr i l l ,  they buy a  quarter- inch hole  
in  the  wal l  "  

-   Theodore Levitt



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

W H A T  D O  A U D I E N C E S  W A N T  T O  
K N O W ?

Q WHEN _______ I WANT TO _______   SO I CAN__________

WHEN I’m rushing at work, and I’m starving and need 
something to eat, I WANT TO find something that I can eat 
with one hand SO I CAN be more productive 



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

J O B S  T O  B E  D O N E  A R E  N O T  N E E D S

A NEED 
Does not compel you 
to a particular solution 

or brand 

“I need to eat soon!” Food

NEED 

CONTEXT

CONTEXT 
But I have a tedious 

commute

Apple Doughnut

EMOTION

SOCIAL/EMOTION 
I don’t care if it’s healthy 

SO I CAN 
I just want something 

so I can feel better 
about my drive 

SO I CAN

MilkShake



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

5  S T E P S  T O  A U D I E N C E  P E R S O N A S

2  
DISCOVER

The “So I Can”  
Uncover as many 
jobs-to-be-done 
as you can 

1  
DETAIL

Define in detail 
the total 
addressable 
audience to 
ensure minimum 
viability

3  
DESIGN

Design and 
understand your 
customer’s journey 
- Map the “so I 
cans” and which 
ones - the needs - 
can we meet?

Refine further 
and prioritize 
them against our 
strengths and 
make decisions 
about the right 
ones.

4  
DECIDE

5  
DRAFT

Validate 
research and 
design success 
statements 
against personas 



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

S T E P  1 :  D E T A I L  T H E  A U D I E N C E

ASK

Who are they as people, not buyers? 

Use open-ended questions about 

challenges

• Interviews 
• Customer advisory boards 
• Online surveys

FIND

Who are they? How many? 

What is your total addressable 

audience?

• Media kits from magazines 
• Professional associations 
• Census

OBSERVE

People in their natural habitat  What 

are their needs? Contextual wants?  

What are their JTBD (jobs to be done)?

• Persona research 
• Research firms 
• Google search terms

BE
Have empathy for your audience  Try to 

do what they are attempting 

• Experiment 
• Original research 



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

D E F I N E :  E X A M P L E

N e i l  H   B o r d e n

CAPITAL GROUP 
FIND 
Research: 285K Financial Advisors 
20%-25% Certified 70K 
Minimum Viable Audience: 70K 

ASK 
Hired company to interview 50   Covered number 
of topics from work/life balance to future of their 
career 

OBSERVE 
Attended competitor events  Watched traffic  
Google trends  

BE 
Spent time with them  Learned about lack of time 
to relax, learning 



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

S T E P  2 :  D I S C O V E R  T H E  S T O R Y

MISSING
What is the job not done?

• Where can we solve a job to 
be done that isn’t 
currently being solved?

STORIES

MAP their stories to a journey. How do they 

discover, try, learn etc… Then, listen for the 

“so I can” in the stories  Capture everything 

• “once upon a time…” 
• “Every day…  Then one day…” 
• “One time we tried…"

CONTEXT
Track the emotional and social context 

of the stories you’re hearing 

• Hear the needs, but really 
pay attention to the social 
and emotional wants 

SEARCH

What are the new solutions that can 

meet these needs and wants? Who are 

the competitors for ideas?

• How are these audiences 
searching and/or finding  
ideas to solve this JTBD? 



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

D I S C O V E R :  E X A M P L E

N e i l  H   B o r d e n

LINCOLN 
ELECTRIC 
INTERVIEWED SCULPTORS 
80% wanted to get into welding but were afraid 
of how dangerous it was 

HEARD FROM THESE ARTISTS 
“I wish there was a way I could learn about 
welding that didn’t make me feel dumb, and that 
could show me the way  I want to get into 
welding, but I’m afraid it’s just too hard and 
complex  I want to learn on my own time, so I can 
create some really cool new art pieces ”



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

S T E P  3 :  D E C I D E  W H I C H  J O B S  T O  
S O LV E

List out everything you’ve learned and 

heard from your audiences   

Make decisions and priorities about 

which ones you should/could solve 

Find a story that is valuable only to a 

very small but perhaps forgotten or 

little-known audience 

COMMON JOB FOR  A 
NICHE AUDIENCE

Find a niche value that is different 

from what anyone else is delivering to 

a big, common audience 

NICHE JOB FOR  A  COMMON 
AUDIENCE

LIST OUT ALL THE JOBS



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

C O N T E X T :  H O W  N I C H E ?

LIST OUT ALL THE JOBSA HOSPITAL’S 
AUDIENCE 
PARENTS? 
Who need a hospital that meets the needs of the 
entire family, so they can feel like they have all 
the services they need under one roof  

JENNIFER? 
The single parent of two kids who needs a 
familiar hospital near her family so she can feel 
like the doctors know who she and her family are  

MARIA? 
Wealthy working mom of two boys who love 
sports  She needs a close hospital so she can 
know her kids are getting the latest treatments 



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

S T E P  4 :  D I F F E R E N T I A T E

It’s “what you have to say” on a 

particular topic 

But it’s balanced by how you can make 

it unique to you 

Find your unique take on how to solve 

the JTBD in a familiar context  

UNIQUE P.O.V.  IN 
COMMON CONTEXT

Relevant but shared P.O.V.  - but 

delivered in a very specific context 

COMMON  P.O.V.  IN 
SPECIFIC CONTEXT

FIND THE UNIQUE P.O.V.



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

D I F F E R E N T I A T E  E X A M P L E

LIST OUT ALL THE JOBSFIND THE 
UNIQUE 
UNIQUE P O V  IN A COMMON CONTEXT 
“Welding is a chosen life ” Lincoln Electric made 
welding cool and sexy for artists who wanted to do 
interesting things   But they did it in a print and 
digital magazine  

COMMON P O V  IN A UNIQUE CONTEXT 
Vanderbilt Children’s Hospital used standard 
weather data available to anyone  But they placed it 
in a unique context that made the content more 
valuable 



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

S T E P  5 :  D E S I G N  S U C C E S S  
S T A T E M E N T S

With JTBD specified, you may need to 

interview more audiences to validate 

and identify specifics 

But now you’re listening for 

“opportunities” to solve A JOB - rather 

than the job themselves 

VALUE ACTION + METRIC + JOB ACTION + CLARIFYING CONTEXT/EMOTION

THEN MAP THE STATEMENTS TO A FORMAT

REVISIT AND VALIDATE YOUR RESEARCH



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

S T E P  5 :  D E S I G N  S U C C E S S  
S T A T E M E N T S

MAP IT TO A SPECIFIC STRUCTURE

VALUE ACTION + METRIC + JOB ACTION + CLARIFYING CONTEXT/EMOTION

If I’m going to get into welding, I obviously need to learn welding  But I want it to be easy and less time-

consuming to learn welding  I want to have classes or tutors without going to  welding shops  I’m 

embarrassed that I’m a beginner 

VALUE ACTION WANT METRIC

JOB ACTION

CLARIFYING CONTEXT



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

E L L E N :  T H E  “ E N T R E P R E L A W Y E R ”

LIST OUT ALL THE JOBSWHEN I’M… I NEED…  
Working alone at night after working all day… I 
need to grow my billable hours   I need to sell 
better, market better  

BUT I WANT TO… 
Find ways to hack or shortcut the tasks… to 
make more time for my law research… 
Automate things around things like marketing 
and accounting… 

SO I CAN… 
Enjoy my new business, and actually practice 
law and build an awesome law firm  

“This is a marathon, not a sprint   I’ve got to get out 
of the business of chasing clients for money, 
marketing and sales, so I can create the law firm of 
the future   I’ve got to start doing my real job more 
than 20% of the time ”   - Ellen



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

C L E A R  A U D I E N C E S  -  C L E A R  V A L U E

2  
DISCOVER

The “So I Can”  
Uncover as many 
jobs-to-be-done 
as you can 

1  
DETAIL

Define in detail 
the total 
addressable 
audience to 
ensure minimum 
viability

3  
DECIDE

Which JTBD are in 
your niche?  Which 
ones will you help 
solve 

Refine further 
and develop a 
unique P O V  on 
how YOU solve 
them 

4  
DIFFER

5  
DESIGN

Validate 
research and 
design success 
statements 
against personas 



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

E X E R C I S E
CHOOSE AN AUDIENCE 
For today, just describe your audience in terms that go 

beyond a marketing segment  Who are they as people?
1

2
CAN YOU RESEARCH 
During the break to see how many people are in this 
audience? Should you go further niche? What value?Get to your 

Business 
Purpose 3

WHAT ARE SOME JTBD? 
For today, assume  What do you think they NEED? 
What do you think they WANT?

4
BONUS: HOW MUCH VALUE 

If you know one of your goals - can you do a quick 

“back of the envelope” calculation of the valuation of 

your audience at 25% acquisition? 



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

R E S O U R C E S
Jobs To Be Done Design Thinking and JTBD Product Roadmapping
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P R O J E C T  P I T C H
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S E S S I O N  T H R E E  
L E T ’ S  S T A R T  O U R  

P R O D U C T  D E V

“Market ing is  te l l ing the wor ld  you’re  a  
rock star  Content  Market ing is  
showing the wor ld  you are one ”  

3  
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P R O J E C T  P I T C H
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S A M  P R I C E  -  T E M P L A T E
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W H Y  W E  C A L L  I T  A  S T O R Y  M A P

PRIORITIZE

01

02

03

04

DEFINE 
SUCCESS

LOCATE 
THE ROCKS

MAP IT
AGILE SOFTWARE DEVELOPMENT 

Grouping “user behaviors” which borrows from 
the extreme programming of the 1990s 

CREATIVE NARRATIVE 
An outline of major plot points, characters, 
setting, conflict and resolution 

DISCOVERY DRIVEN PLANNING 
An approach for planning high-potential 
projects whose prospects are uncertain at the 
start  

A FOUR STEP PROCESS 
Define success, find the rocks, prioritize and 
map the efforts  



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

2   
WHAT NEEDS TO 

BE TRUE

List out all the 
“rocks” and 
“assumptions” 
you are making 
for the defined 
success 

1   
DEFINE  

SUCCESS

What does 
success look 
like? Paint a 
clear and 
measurable 
picture of 
success 

3   
PRIORITIZE THE 

SHOWSTOPPERS

Define the “show 
stoppers” and 
“testable” 
attributes of your 
plan

Place a date on 
success, put 
initiatives in a 
timeline, and 
identify clear 
milestones and 
phases 

4   
MAP  

THE PLAN

4  S T E P  P R O C E S S
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T h e  C o n t e n t  A d v i s o r y

4  S T E P  P R O C E S S
Define & list
All the things we have achieved  

State them in the past tense  

Hint: you’ve already started this 

with your goals 

Don’t set a date
Not yet  This is about defining the 

right strategy to a timeline, not a 

timeline to a strategy 

1. We have achieved…  

2. We grew the leads by 10%  

3. We built an audience of 2,000 subscribers  

4. We integrated with our enterprise CMS  

5. We won awards for our efforts  

6. Our platform is recognized by sales as the 

best enablement tool 

SUCCESS!!



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

S T E P  T W O :  R O C K S

What needs to be true?
What rocks will be in the way, and 

what are the assumptions that we 

are making that will affect our 

ability to reach this success?

1. We got the budget to do this project  

2. We installed WordPress for our CMS  

3. Bob and his team got out of our way  

4. PR Cooperated with us on promoting our 

content  

5. We found the right freelancer writers  

6. Compliance gives us the “green light ” 

7. Etc  

ROCKS & ASSUMPTIONS
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T h e  C o n t e n t  A d v i s o r y

S T E P  T H R E E :  R O C K S
Showstoppers
This thing must be true or we will 

not go forward, we have failed, or 

we will have to stop and solve 

Testable
No less important, but we can  

either test and iterate around  

this item, or there are gradations 

of achieving this that become 

showstoppers 

1. We have achieved… 

2. We grew the leads by 10%  

3. We built an audience of 2,000 

subscribers  

4. We integrated with our 

enterprise CMS  

5. We won awards for our efforts  

6. Our platform is recognized by 

sales as the best enablement 

tool 

SUCCESS!!
1. We got the budget to do this project  

2. We installed WordPress for our CMS  

Bob and his team got out of our 

way  

3. PR Cooperated with us on promoting 

our content  

4. We found the right freelancer writers  

5. Compliance gives us the “green light ” 

6. Etc 

ROCKS & ASSUMPTIONS



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

S T E P  F O U R  -  M A P  I T

Business Case Planning Build Operate

August 1, 2020
1. Acquired new budget 

apropos to the scale we 
are planning for

2. Have cross-functional 
executive buy-in and 
get roll-out assistance

3. Built the Business-
Case; have the 
discipline/focus to 
build and execute plan

Sept. 1, 2020

5. Marketing CMS 
requirements 
documented

Jan. 15, 2021

6. Marketing re-organization 
complete. Agency contracted

7. Drawn lines on the owned media 
platforms, and can manage 
marketing content on those 
platforms

8. Created and shared a common 
content calendar for all marketing 
oriented content.

April 30, 2021

9. New hires made

13. Authority to retire content. 
14. Reduced publishing cycle time.

15. Marketing leadering experiences 
and recognized as a COE

16. Created standards and guidelines 
for content intake into marketing

17. Clear measurement of content 
performance, audience 
engagement and centralized 
analytics

February 28, 2022

4. Plan created

Nov. 15, 2020

January 31, 2021

10. Capability and authority 
for operational protocols 
of content creation 
process (physicians, 
regions, national etc…)

11. Clarity on how to balance 
workload capacity to a 
60/30/10 model.

12. 100% clarity on content 
ecosystem

October 15, 2021

01 02
03SET A DATE  

BE EXACT 

Aug Sept Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec Jan Feb
2020 2021 2022

March 1, 2022

WORK OUT 
END DATES 

MAP ITERATIVE 
PHASES 

Business Case Planning Build Operate

Pizza Party
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T h e  C o n t e n t  A d v i s o r y

W H E R E  A M  I ? ?
UPDATE
I’ve completely upended my project and re-did my four questions. 

I’m building a community of Customer Experience consultants (experienceadvisors.io) - I’m 

calling them Experience Advisors. The idea is to build a community of people like me who 

need coaching and help building their practice.  The JTBD for them is to have access to 

things that no one has access to - pricing, deliverable template, mentorship, research, etc…   

Goal is to deliver 1,000 of them in a community in one year .  Monetized through community 

coin. And through transactions between members.  

NEXT STEPS: STORY MAP OUT MY PRODUCT BUILD 
Technology, Decisions on Platform, Invite beta members etc… 

http://experienceadvisors.io
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S E S S I O N  F O U R  
T I M E  T O  B U I L D

“Market ing is  te l l ing the wor ld  you’re  a  
rock star  Content  Market ing is  
showing the wor ld  you are one ”  

4  



R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

W H E R E  A R E  Y O U

WHY - An existing audience that can trust 
me with insight into something new that is 
mysterious and that builds trust and opportunities 

WHAT - Some kind of thought leadership 
resource center or informational hub on 
best practices in  

WHO - Marketing leaders and senior practitioners 
at larger brands that are struggling with what Web 
3.0 means for marketing strategy 

HOW - A subscribed audience that can be 
monetized through advertising and sponsorship 
opportunities, and also provide new opportunities 
for consulting 

The business purpose 
and 

focus  The platform’s 
business plan and 

differentiation

1

MY CRYPTO BUSINESS 
MISSION
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M Y  U P D A T E !
UPDATE FROM LAST TIME
I upended my project when I got to figuring out the audience and what I was passionate 

about. 

Decided to build a community of Customer Experience consultants (experienceadvisors.io) - 

I’m calling them Experience Advisors.  

Idea is to build a community of people like me - but who are younger (or coming out of a 

brand and going freelance) and need coaching and help building their practice - OR for 

senior level consultants who want to monetize the assets they’ve built over the years.  

The JTBD for them is to have access to things that no one has access to - pricing, deliverable 

template, mentorship, research, etc…   Goal is to deliver 1,000 of them in a community in one 

year .  Monetized through a creator coin. And through transactions between members.  

http://experienceadvisors.io
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M Y  U P D A T E !UPDATE FROM LAST TIME
IDEA: a private community for those who advise companies on customer 

experience and content.  A Web3 Network on Discord and powered by a 

crypto currency - members all have a “fractionalized” stake in helping the 

community foster and grow. 

Who Benefits: 

Younger members getting the help they need - Senior members giving 

they help they can give - monetized through access to content, assets, 

events and consultation. 

Best Outcome If We Do It: 

A recurring revenue stream, a growing investment, and a FUN way to 

engage with peers and be exposed to new ideas. 

Worst Outcome if We Don’t Do It: 

Nothing bad - but a missed opportunity to take advantage of recurring 

revenue.
Project Name: ExperienceAdvisors.io 

Next Action Steps 

http://ExperienceAdvisors.io
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2   
WHAT NEEDS TO 

BE TRUE

List out all the 
“rocks” and 
“assumptions” 
you are making 
for the defined 
success 

1   
DEFINE  

SUCCESS

What does 
success look 
like? Paint a 
clear and 
measurable 
picture of 
success 

3   
PRIORITIZE THE 

SHOWSTOPPERS

Define the “show 
stoppers” and 
“testable” 
attributes of your 
plan

Place a date on 
success, put 
initiatives in a 
timeline, and 
identify clear 
milestones and 
phases 

4   
MAP  

THE PLAN

S T O R Y M A P  -  R E M E M B E R …
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M Y  S T O R Y  M A P !UPDATE FROM LAST TIME

SUCCESS METRICS.  (June 2023) 
•1,000 People In Community 
•Creator Coin worth $20 a coin (which would mean a valuation of  $1M) 
•Recurring Revenue of $500,000 Year 
•Happy, thriving community 
•Smoothly running technology 

What Needs To Be True 
• Technology needs to be acquired and implemented  (Discord group set up) 

• Marketing and acquisition website built and deployed (email newsletter created) 

• Invite to initial group of 100 needs to be successful 

• Marketing and promotion campaign assembled for other acquiring other 900 

• Must find time between existing client work  

Showstoppers 
None of this works without the technology platform built and tested - Priority Number One 

None of this works without a plan to acquire the initial group of 100. 
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M Y  S T O R Y  M A P !UPDATE FROM LAST TIME

EXPERIENCE ADVISORS

$IDEA
SWAG  (T-Shirts) 

Marketing Materials

Creator Coin 

Logo

Logo In An Ad 
(Example)
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M Y  T O  D O  L I S T
TECHNOLOGY 
• Still torn on Discord vs. other Community Software - testing them out on the weekend (Kajabi,  Memberful) 
• Web site - Wordpress - actively building it right now - it’s just a small one page site for member acquisition. 
• Email Newsletter - probably Mailchimp unless I go with the community software platform 
• Rally - need to update site and get everything up to date (waiting to do that till infrastructure is built) 

CONTENT 
• Writing About Us Page - and Member Page - Honestly looking at corollary communities and copying 

• Writing all the guidelines and community ideas and putting together initial list of assets to “seed the well” 

MARKETING AND PROMOTION 
Thinking about it - but not worrying about it yet. 
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L E T ’ S  D I S C U S S  Y O U !  

W H A T  A R E  W E  B U I L D I N G
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A P P E N D I X  S L I D E S

mailto:ROBERT@CONTENTADVISORY.NET
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DO A PEST(EL) ANALYSIS IF YOU CAN
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DO A PEST(EL) ANALYSIS IF YOU CAN
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V A L I D A T E  Y O U R  A U D I E N C E  S I Z E
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R o b e r t  R o s e  

T h e  C o n t e n t  A d v i s o r y

1.Budget Percentages For Marketing – 2019

2.Pestel Analysis Overview

3.Market Sizing Overview TAM, SAM, SOM

4.Michael Porter’s 5 Forces That shape Strategy

https://www.brafton.com/blog/content-marketing/the-ultimate-list-of-marketing-spend-statistics-for-2019-infographic/
https://www.swotanalysis.com/blog/pestel-analysis
https://blog.hubspot.com/marketing/tam-sam-som
https://hbr.org/2008/01/the-five-competitive-forces-that-shape-strategy

