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Hello and thank you for downloading our report!

We know you’re busy (as you’ll see in the data on the following page), but this report is 
important. Yes we’re biased, but it’s important for you to understand that working in content 
today is tougher than it was just a few years ago. Channels are diversifying. Consumers 
are distracted. Technology is evolving at an exponential pace. For Pete’s sake, who could 
have predicted we would need to prepare for a world dominated by virtual reality, artificial 
intelligence, and driverless cars?  

Whether you work in B2B or B2C, the way your audience consumes content today will not 
be the same way they consume content tomorrow. So how do we plan for change, when we 
don’t know what changes are on the horizon? Great question. 

That’s exactly why we developed the first study exclusively about content planning for 
marketers: 2017 Research Report: Content Planning Challenges, Trends & Opportunities. 

We reached out to friends, clients, and partners across both B2B and B2C realms to uncover 
their top challenges, strategies, practices, and more.

Over 100 content practitioners weighed in. Below, we offer you our full report and key 
insights to help you improve your content planning effectiveness. We hope you find it as 
fascinating and useful as we have.

Enjoy! Brock Stechman & 
Brody Dorland
Founders, DivvyHQ
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Survey Results At-A-Glance

“Getting past our organizational priorities to truly 
examine and know what our audience needs is the only 
way we can ensure our planning efforts will be more 
impactful with content.”

Robert Rose 
Chief Strategy Advisor, Content Marketing Institute

64%
of respondents cited “developing 

a comprehensive content strategy” 
as a top challenge

29%
of respondents said that the single most successful 

aspect of their content planning initiative was that they 
were able to “create better, more impactful content”

59%
of respondents say their biggest 
barrier to content collaboration is 

that they are “too busy”

https://twitter.com/Robert_Rose
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S E C T I O N  1 
Content Planning Challenges, 
Effectiveness & Success

The planning aspects of content strategy, content marketing and social media take a 
unique and rare skill set. We must balance organizational content demands with audience 
desires as well as constantly evolving, channel-specific production requirements. When we 
nail it, we’re this close to Jedi status. 

In our survey results, we discovered that a resounding number of content pros across 
agencies and corporations are, in fact, struggling with all things strategy. 64% reported that 
developing a comprehensive content strategy is a top challenge, while 46% said ensuring 
content ideas align with strategy is also tough. Rounding out the top 3 was “staying 
organized” at 42% of respondents. 

64%

of respondents cited “developing 

a comprehensive content 

strategy” as a top challenge
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To p  C o n t e n t  P l a n n i n g  C h a l l e n g e s

“Slow the $@$% down. Go deep into purpose and identity 
and ground your marketing and content strategy in something 
substantive—so that our content programs can find a place within 
the context of what our customers care about.

There is such a thing as a bad slow in marketing. But there is a 
critical need for a good slow, too.”

Ann Handley 
Chief Content Officer, MarketingProfs

Unique Challenges of Companies with 500+ Employees:

53% say “gathering multiple team members together for a planning session” 

Unique Challenges of Companies with 500 or Fewer Employees: 

44% say “coming up with creative ideas” 

64% said “developing a comprehensive content strategy” 

46% said “ensuring content ideas align with the strategy” 

42% said “staying organized” 
39% said “coming up with creative ideas” 
36% said “gathering multiple team members together for planning sessions”

Helpful Tip 

A successful strategy is often a simple one. As you build out your content 
strategy, start with a single audience or a single channel, and build from 
there. It’s better to start small and gain quick wins. 

https://twitter.com/MarketingProfs
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To p  C o n t e n t  P l a n n i n g  S u c c e s s e s

Among Those Creating Better, More Impactful Content:  

85% plan their content more than 2 weeks in advance

Strategy & Objectives Pose a Challenge for Many:

Just 10% identified “creating clearly defined objectives” as a successful 
aspect of planning

What does “success” look like in content planning? 

Our survey audience was quite split on the successful aspects of their 
content planning efforts. Despite nearly a third of respondents reporting 
that creating better, more impactful content was their biggest win, other 
respondents were all over the board. 

29% say “creating better, more impactful content”  

18% say “better consistency in our content publishing frequency/schedule”  

13% say “improved audience targeting” 

Helpful Tip 

Don’t be afraid to experiment with different strategies and processes. Some 
aspects of your planning will work, others won’t. Identify some internal metrics to 
track your operations. Learn from what’s worked, and hone in on improving your 
content program long-term. 
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E f f e c t i v e n e s s  o f  C o n t e n t  P l a n n i n g

The Most Effective Do the Following: 

72% follow a basic documented or advanced content planning process
“Publishers don’t plan every piece of content. They commit to 
a publishing cadence per topic and then find a way to fill that 
schedule with the best ‘beat writers.’ The one thing marketers can 
do to improve their content planning is to stop planning each piece 
of content. The key to an effective editorial plan is committing to a 
publishing cadence. Build your content operations so that you can 
deliver on that cadence (1 post per day or 3 posts per week). This 
allows you to set an appointment with your audience and focus on 
the highest quality content but also on a regular schedule.

Michael Brenner 
Founder, Marketing Insider Group

69% say “somewhat effective”  

16% say “neutral or not sure”  

8% say “ineffective” 

Helpful Tip 

The best stories come from your customers. Look for ways to include 
customer-facing employees into your content planning process. They 
often uncover nuggets of content gold, but you’ll never know unless you 
mine for them.

https://twitter.com/BrennerMichael
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58% say they are “too busy” 

15% say they do not have “a culture that supports it”  

14% say there’s “lack of awareness among teams that produce content”  

B a r r i e r s  t o  C o n t e n t  C o l l a b o r a t i o n

As content becomes more visual, interactive, and modular, collaboration 
has been identified as a key component of successful planning. So, we 
sought to uncover what’s stopping teams from collaborating.

The vast majority (58%) of marketers report they are simply too busy to 
collaborate with peers, while a significant portion (15%) report they do not 
have a culture that supports collaboration. 

Helpful Tip 

Consider utilizing technology that can help manage and automate 
communication between team members. A streamlined tool can also help 
improve overall organizational collaboration.    

“Our biggest success has been aligning with our sales and 
sales development teams to produce content that they will 
actually leverage to drive conversations with customers 
and prospects. A big win for both marketing and sales!”

Steve Kearns
Content Marketing & Social Media Coordinator, 
LinkedIn Marketing Solutions

https://twitter.com/stevektweets?lang=en
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To p  C o n t e n t  M a r ke t i n g  Ta c t i c s

As content evolves, email continues to remain relevant among content 
professionals, with an overwhelming majority of respondents saying they 
plan to use it in the future. Unsurprisingly, blog articles came in second, 
while video snuck into the top 3. 

Future Tactics Among Most Successful:

81% plan on using influencer-driven content 
84% plan on producing original research or surveys 

89% 
email

88% 
blog articles 

80% 
video 

72% 
newsletters 

51% 
influencer-
driven content 

50% 
webinars 

48% 
ebooks 

47% 
original 
research/surveys

40% 
whitepapers 

10% 
other

Helpful Tip 

Just because a tactic is popular doesn’t mean it’s a fit for your audience, story, 
or budget. Think narrative first, audience second, then use tactics as delivery 
mechanisms for getting the narrative to the target audience. 

**Note that social media posts were not included in our list of tactics. We feel the real-time 
and/or promotional nature of social media content warrants a dedicated exploration of social 
content planning habits and trends. Stay tuned for that.
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S E C T I O N  2 
Process Workflow & Tool Usage

Each year Content Marketing Institute releases their annual research about B2B and B2C 
content marketing benchmarks, effectively setting the bar for the entire industry. This 
year, they reported that only 37% of B2B and 40% of B2C marketers are working from 
a documented content marketing strategy. So, roughly 6 out of 10 companies are just 
winging it. That’s not good, and is exactly why we dug into this topic.

Our numbers aligned with Content Marketing Institute for documentation with 44% of 
respondents saying they follow a basic documented process for content planning. Just 
9% reported they had an advanced documented planning process that they also regularly 
update. 

When asked how far in advance they planned content, 39% reported they plan content 
at least 1 month in advance. As far as meetings go, 28% reported they do not conduct 
regular content planning meetings, which is a big red flag.

9%

of marketers surveyed follow an 

advanced documented process 

that is regularly updated
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C o n t e n t  P l a n n i n g  P r o c e s s  &  D o c u m e n t a t i o n

Corporations Versus Agencies: 

56% of corporate respondents follow a documented, or advanced process
67% of agency respondents follow a documented, or advanced documented 
process

Overall, it seems agencies are slightly more sophisticated than corporations 
with 67% reporting they follow a documented process.

We believe the very nature of content planning requires some sort of 
documentation. In order to successfully flesh out an editorial plan or list of 
story ideas, content teams should at a minimum be regularly referencing 
strategic guidelines for each content channel or property, audience 
personas, and upcoming campaign schedules. 

Despite the majority of respondents reporting that they follow a 
documented process, there’s still a full 37% of professionals who don’t 
bother to get anything down on paper. 

Do not follow a process

Follow a very basic undocumented process 

Follow a basic documented process  
Follow an advanced documented process  
Follow an advanced documented process 

that is updated regularly 

5%

9%
9%

32%
44%

Helpful Tip 

The best content planning processes are treated as living, breathing, audience-
centric documents. As you improve your content marketing, update your process 
and strategy accordingly.
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C o n t e n t  P l a n n i n g  T i m e l i n e s

Among respondents, the majority reported planning their content either 
1 month (38%), or several months (25%) in advance. Music to our ears! 
That being said, nearly 22% report they plan within 1 week, hours in 
advance, or not at all. 

What About the Most Successful? 

73% of the most successful practitioners plan content 1 month, or    
                 several months in advance.

“The best content plans embrace the creative tension of diverse 
perspectives. Combine the C-suite’s business directives with the 
content creators’ storytelling vision to create compelling stories 
that challenge conventional thinking.”

Maggie Schneider Huston
Senior Content Manager, UPS

38% plan within 1 month of publishing  

26% plan within 1-2 weeks of publishing  

25% plan several months in advance 

8% plan just a couple of days or hours in advance of publishing 

3% do not plan in advance

https://twitter.com/JournoMaggie
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Corporations Versus Agencies: 

15% of respondents at corporations say Senior Management (C-suite)
is involved
37% of respondents at agencies say Senior Management is involved

We’ve always said that content marketing is a team sport. It’s good to 
see the variety of professionals involved in the content planning process, 
although the biggest group appears to be senior production professionals 
at 85%.

Te a m  M e m b e r s  I n v o l v e d  i n  C o n t e n t  P l a n n i n g

Senior Production (Manager Level) 

Junior Production (Specialist Level)

Management (VP or Director Level)

Senior Management (C-Suite) 

Intern
 

85%

32%
13%

61%
60%

Helpful Tip 

Getting your team aligned doesn’t happen overnight. Ensure you have ready-
baked audience objectives to balance out organizational priorities. Common 
objectives will make alignment easier.

Companies > 500 

19% Senior Management 

74% Management

94% Senior Production 

71% Junior Production 

13% Intern

Companies < 500

37% Senior Management

54% Management

81% Senior Production

56% Junior Production

12% Intern 
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F r e q u e n c y  o f  C o n t e n t  P l a n n i n g  M e e t i n g s

33% meet weekly 

28% do not have meetings 

26% meet monthly 
11% meet quarterly  
2% meet daily 

Having a consistent content planning meeting schedule is essential for 
content marketing effectiveness.
 
Which is why we were surprised to find that our second largest group of 
respondents at 28%, does not conduct regular content planning meetings. 
That’s nearly one third of content professionals. 

Helpful Resource 

Download the DivvyHQ Content Planning Meeting Agenda Template 

Effectiveness & Frequency of Planning Meetings:  

62% of those that report being extremely or somewhat effective meet 
                  weekly (35%) or monthly (27%)

50% 
of respondents who report neutral or ineffective content results say 

                  they do not have regular content planning meetings
 

https://divvyhq.com/2013/04/content-planning-meeting-template-for-content-marketers/?utm_source=PDF&utm_medium=eBook&utm_campaign=Q2-2017-Survey
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C o n t e n t  P l a n n i n g  To o l  U s a g e

Choosing the right toolset is an integral part of effective content 
planning. Ideally, you’d have a single platform that stores content 
ideas, automates scheduling, manages your production process 
and facilitates collaboration. Based on our survey, it appears that 
professionals who choose to use offline tools, or no tools at all are 
struggling to attain success with their content planning. 

53% use free online tools (Google docs, etc.)

22% use paid online tools (DivvyHQ, etc.)  

20% use free offline tools (Excel spreadsheets, etc.)  
5% do not use any tools 

What Do the Most Effective Use: 

80% who reported being effective overall use online planning tools

Helpful Tip 

Planning and executing on content goals using manual methods can prove 
painful and time consuming. Consider finding digital tools that speed your 
process, improve visibility across teams, and reduce the burden of inefficient 
email collaboration.
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S E C T I O N  3 
Budget, Team & Success

As the digital marketing landscape grows more complex each year, so do the software 
options marketers have for planning, creating, tracking, and distributing content. Choosing 
the right mix of tools can often come down to budget and demonstrating ROI. 

At 23%, our largest group of respondents reported they simply don’t have a budget. 
Beyond that, marketers spend anywhere between $100 to $5,000 a month on digital 
marketing tools. Interestingly, when comparing large versus small budgets, differences in 
overall success were negligible.
 
In addition to budget, we explored team structure, and the overall effectiveness of those 
teams based on planning objectives. We found that the most common team structure was a 
“dedicated in-house team” made up of 2-4 professionals. 

Just 7% reported meeting all of their objectives.

7%

report meeting all of their 

content planning objectives
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C o n t e n t  To o l  B u d g e t s

23% do not have budget 

20% have budget of $100-$500  

16% have budget of $500-$1,000  
15% have less than $100 a month  
15% have budgets of $1,000-$5,000 a month

Helpful Tip 

No matter the size of your budget, invest in specific tools that will help keep you 
organized, produce content faster, and can demonstrate ROI.  

Content teams often face increasing demands to produce great content, 
but the addition of resources doesn’t always follow suit. One way to help 
create efficiency and streamline process (do more without more people) is 
to implement planning and collaboration tools.

Determining the right budget for tools can be a tricky process. In fact, you’ll  
find that the largest segment of our survey respondents do not have a 
budget (23%) for content process tools.
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C o n t e n t  Te a m  St r u c t u r e

Corporations Versus Agencies: 

53% at corporations say they have a dedicated in-house team
37% at agencies have a single-person team

Simply put, success in content planning and execution requires the right 
mix of dedicated professionals. In our research, we sought to uncover how 
the majority of teams are operating. We were surprised to find that more 
than half (56%) describe their team as either “single-person” or “freelance.”

“Defining the needs and opportunities in the customer
experience and serving cross-functional business needs is a 
complicated endeavor in a digitized multichannel marketplace. 
Customer-facing content has two sets of clients; the external 
audiences to whom it is targeted, and the internal audience whose 
objectives and goals must be served by the content. Collaboration 
ensures that both needs can be met to create a seamless 
customer experiences that optimize value realization for the whole 
stakeholder ecosystem.”

Carlos Abler  
Leader - Content Marketing & Strategy, 3M

40% are a dedicated in-house team  

32% are single-person teams 

24% are freelancers 
23% agency  
23% have multiple departments producing content

https://twitter.com/Carlos_Abler
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Helpful Tip 

The most successful marketers meet weekly to discuss editorial needs, content 
calendars, review metrics, and come up with story ideas.  

D i g i t a l  M a r ke t i n g  P r o f e s s i o n a l s  I n v o l v e d  i n  C o n t e n t  P l a n n i n g

60% of respondents say 2-4 professionals are involved in 
  their content planning process

22% our second largest group of respondents say 5-7 professionals 
   are involved

Getting a team aligned around a cohesive planning process can make or 
break a content department. We found in our research that the majority 
of respondents have between 2 and 4 professionals involved in their 
planning. Interestingly enough, these numbers were relatively steady 
across agency and corporate respondents. 
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Milestones, objectives, and ideas are all integral to the content planning 
process. Meeting these objectives is a different ball game. Our research 
confirmed the fact that professionals rarely meet all objectives, with just 
7% of respondents reporting they were able to do so. 

C o n t e n t  D e v e l o p m e n t  E f f e c t i v e n e s s  B a s e d  o n  P l a n n i n g

Meet all of their content planning objectives

Meet most of their content planning objectives

Meet just some of their objectives

Responded “Objectives? We don’t have those”

7%

11%

44%
38%

What the Most Effective Get Right: 

67%   
of content professionals who have weekly or daily content 

                   planning meetings report they meet most, or all planning objectives

63% of content professionals who meet quarterly, annually, or do not 
have content planning meetings at all also report only “sometimes” 
meeting objectives, or simply have no objectives at all

Helpful Tip 

Setting realistic objectives is better than shooting the moon. Once you gain 
momentum, you can start to aim higher with content.
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S E C T I O N  4 
Content Production Volume, Success 
Metrics & Reporting

As early as 2013, many had declared we were embarking on an era of “content shock.” In 
layman’s terms, it was meant to convey the fact that we were on a path as an industry to 
produce more content than any audience could possibly consume. Which is why as a part 
of our research, we wanted to see where most content professionals were at with their 
overall production and cadence. We found that the majority of content professionals are 
creating between 1 and 10 pieces of content each month (42%), with a much smaller group 
creating content daily, or multiple times a day. 

Also in this section, we discuss key metrics professionals track, and whether their historical 
performance is impacting future planning. 

42%

of marketers reported creating 

1-10 pieces of content per month 
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M o n t h l y  C o n t e n t  Vo l u m e

How Much Content Agencies are Producing: 

49% create 10-50 combined 10-24, 25-50 
37% create 1-10 
14% create 50-100+ 

“The most important thing I track is the waterfall of leads. Clicks 
to landing pages to Form submits to Marketing Qualified Leads to 
Sales Qualified Leads to Opportunities to Deals.”

Chris Moody 
Content Marketing Leader, GE Digital

42% create 1-10 pieces of content 

29% create 10-25  

13% create 25-50

It seems professionals have responded to content shock appropriately. 
Surprisingly, the vast majority of content teams surveyed are producing 
1-10 pieces a month. Just 13% are able to keep up with a daily publishing 
schedule. Overall, agencies are outpacing corporations, in terms of 
overall production. But this is not a big surprise considering many 
agencies are set up to service multiple corporate clients.

How Much Content Corporations are Producing: 

51% create 1-10 
42% create 10-50
7% create 50+

https://twitter.com/cnmoody
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M e t r i c s  Tr a c ke d  f o r  C o n t e n t  P l a n n i n g  S u c c e s s

Tracking Conversions Improves Effectiveness: 

67% of those who rated their content planning effective also say they 
track conversion metrics 
34% of the least effective track conversion metrics

83% track consumption metrics (opens, views, clicks)  

80% track engagement metrics (time on page, pages per session, shares, comments)

59% track conversion metrics (goal completions, transactions, assisted conversions,   
              email subscriptions, social conversion) 
38% track content production volume (avg. blog posts per month, social posts per month)  

10% benchmark against competitors

“Over the past year we made a strategic effort to engage 
our local audience and turn them into an army of social 
ambassadors. This has translated to an increase in our engaged 
followers on social, increased web traffic, and a more positive 
perception of our organization.”

Janette Maack
Digital Marketing Manager, Visit Vacaville 
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C h a n g e s  B a s e d  o n  H i s t o r i c a l  C o n t e n t  Pe r f o r m a n c e  D a t a

Honing in on the right metrics is key. And knowing how to leverage 
your data and adjust course based on historical performance is 
increasingly important to the success or failure of any content program. 

Amazingly, a full 47% of our respondents said their content planning 
has changed only slightly based on historical performance metrics and 
data. We certainly expected to see a higher number of professionals 
saying their planning had changed. 

Least Effective Not Changing Course: 

62% 
of content professionals who ranked their overall effectiveness as 

                 neutral or ineffective say their content planning has either “not 
                 changed at all” or has changed “slightly” based on historical        
                 performance data.

47% say their content planning has changed slightly

34% say it has changed significantly  

9% say it has changed drastically  
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About the Survey

Thank you for reading our 2017 Research Report: Content Planning Challenges, Trends & 
Opportunities. 

In an effort to help our content marketing community benchmark their content performance 
against other organizations, and uncover the top barriers to content planning success, the 
team at DivvyHQ developed a comprehensive 20-question survey to address these issues 
head-on. 

The survey was released widely to an online audience and includes responses from over 
100 content marketers ranging from large enterprise organizations to small and medium-
sized businesses.

If you are interested in getting more stats, insights from top thinkers, advice from 
practitioners, and content tips from our staff, please subscribe to the DivvyHQ blog. 

Contact

(877) 573-4889

sales@divvyhq.com

https://goo.gl/8UMDgm
https://goo.gl/DWXRSQ
https://www.instagram.com/divvyhq/
https://twitter.com/divvyhq
https://www.facebook.com/divvyhq

