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High-level Mission / 
Strategy (relate to business 

goals)

Benchmarks (evaluate 
historical reporting)

Measureable 
Goals (e.g., sales, leads 

generated, desired 
revenue)

DEFINE

Content Assets (e.g., 
white papers, articles, 

videos, etc.)

COLLECT
Document

KEY

Preparation

Data

Internal Feedback (e.g., 
reports on what's not/working, 

data & anecdotes on tactics & 
themes)

Market Intel. 
Analysis (e.g., survey 
data, focus groups, etc.)

IDENTIFY ACT

List of Constraints (e.g., 
sales cycle seasonality, target 

industries/personas, scheduled 
events, stakeholder requests)

Manual Input

Decision

Other 
requirements? 

(e.g., market research, 
competitor info, target 

audiences, 
etc.))

Priorities & 
Stakeholders (e.g., 

vanity metrics, bandwidth 
limitations, indiv. 

specialties)

Once the objective is 
clear, relevant information 
is gathered, stakeholders 

are engaged, and 
constraints are identified, 
you're ready to move on to 

discuss tactics.

DEFINE COLLECT IDENTIFY ACT

DEFINE COLLECT IDENTIFY ACT

DEFINE COLLECT IDENTIFY ACT

No

Campaign Goals 
(SMART targets, tactical 

approach based on audience 
journey stage)

Timescales & 
Milestones (incl. start/finish 

dates)

Calls to Action 
(incl. motivators for each 

asset/channel/persona/stage)

Metrics (How to measure 
success, ROI)

Process

Messaging-Exercise 
(Target audience, key proof 

points, cross-sellling 
enablement)

Reporting 
Mechanisms 

(goals-tracking metrics and 
frequency)

Asset Groups (group 
content by customer journey 

stages and associated 
outcomes)

Persona Messaging 
(Unique to target audience and 

journey stage)

Atomized Content 
(Leverage existing assets for 

buying journey)

Potential 
Channels (Right format 
for personified messaging 

& engagement)

Gaps (Additional content 
creation required?)

Update/Create 
content (per gap analysis, 

affecting launch timeline)

Schedule launch 
& deployment 

tactics (incl. media 
across owned, earned, 

paid channels)

Predefined 
Process

Communicate to 
Stakeholders (to support 

sales enablement)

Assign Reporting 
Responsibility

Once it is in-market, 
perform campaign 

monitoring and prepare to 
report on findings to 

determine the next steps. 

Collected 
data anticipated? 

(Based on success 
markers)

Evaluate 
engagement 
metrics (Did 

personas progress 
through funnel/journey 
effectively, or stay at 

same stage?)

Yes

Determine: Adjust & 
Repeat campaign or 

report outcomes. 
(Was valuable data 

gained, despite 
benchmarks?)

No

Verify data quality 
(Assess if plan-phase metrics 

performed as expected)

Assess findings 
(explore outcomes and 

insights)

New Requirements? 
(Document new needs 

identified, e.g., narrower target 
audiences, etc.)

Data opportunities? 
(Determine if the data suggests 
different/new opportunities or 

needs to collect data.)
After performing thorough  

outcomes analysis, move on 
to implement new or iterative 

campaigns with refined 
tactics based upon findings 

and performance.

Adjust Assets (Consider 
best suite of assets, channels, 

budgets, and sales goals 
based on prior outcomes 

analysis)

Change Analysis 
(Review sales landscape for 
new legislation, regulation, 

audiences, competitors, 
etc.) 

Goals (Refined, or same as 
prior campaign for comparison)

Refine 
messaging?

Determine Next Steps 
& Communicate (What 
will move prospects toward 
targeted sales outcome?)

Re-investigate  
assumptions?

Yes
No

Yes

Yes

No

Manual 
Operation

Build foundational 
messaging for 

customer-centric, 
cohesive campaign 

enablement
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