
Content strategy
and planning



WHAT PURPOSE DOES
YOUR CONTENT

SERVE?



 We CREATE CONTENT TO...

CHANGE MINDS AND BEHAVIOURS CONNECT WITH PARTNERS

SHARE AND BUILD SKILLS AND
KNOWLEDGE

ADVOCATE FOR NEW WAYS

DRIVE PARTICIPATION INFLUENCE DECISION MAKERS

DEMONSTRATE OUR SOLUTIONSMOBILISE COMMUNITIES

ADVERTISING SERVICES DECONSTRUCT MASTER NARRATIVES



HOW DOES CHANGE
HAPPEN?



"Go for Behaviour, Not Just Awareness Change: A
problem will not go away simply because someone

knows about a behaviour. That awareness has to be
translated into an action, a behaviour, to have an

impact on the problem. "

People in Need, Behavioural Change toolkit 



meaningful
relationships through

content build over time,
and are dynamic...like

some other things



Awareness:
Views, reach

word of mouth

INTEREST: 
Likes, shares,

views, community
management

comments, DMs,
follows, clicks,
attendance,

questions, opens...

Action/ CONVERSION: 
Link clicks, completed online
action, donations, signatures,

attendance, 

Support + ADVOCACY
 Growth over time, more

participation,
regular positive

sentiments, recurring
actions, advocacy

Relationship flywheel in
CAUSE "marketing"



hostage release
negotiation

https://www.bakadesuyo.com/2013/06/hostage-negotiation/


how waves are created













CONTENT SHOULD BE
EMPATHIC, CURIOUS,
AUDIENCE CENTRIC









CONTENT SHOULD BE
ENGAGING, "SCROll-

STOPPING",
CONSISTENT but

variable



Move Us
MRI machines show that descriptive and figurative language lights up neurological regions that
incite action               
  
Encourage Empathy
Stories help stimulate parts of the brain that help us intuit others’ thoughts and emotions.

Help Us Remember 
Powerful and emotional stories release dopamine, which helps us remember with accuracy.

Promote Cooperation
Our brain produces oxytocin after listening to a character driven story. Oxytocin helps to spark
cooperation.

STORIES, for the
baseline



CHANGE-orientated
content strategies

Stories
(drama)

Thought
leadership articles

Data and
graphics

Campaigns Framing,
metaphors

Big pic stories
Learning
materials

 Live
conversations

Interviews Usable resources,
tools

Interactive content
– polls, graphics

Online learning,
workshops



Bertha House 
National Geographic 

EhWoza
Planned Parenthood
Eko (was SumofUs)

Daily Maverick   

https://www.instagram.com/berthahouse_/
https://www.instagram.com/berthahouse_/
https://www.nationalgeographic.com/
https://www.nationalgeographic.com/
https://www.instagram.com/ehwoza/
https://www.instagram.com/plannedparenthood/?hl=en
https://www.eko.org/campaigns/
https://www.dailymaverick.co.za/
https://www.dailymaverick.co.za/


Which topics will you choose to organise your content? Then, break them down into
subtopics/ themes 

Theme/topic (in line with core goals and focus
areas)

Subtopics/subthemes/ stories/ angles 

Gender equity 
List everything that could go in here – stuff you
want to create content about (granular)

Climate justice 

Open data 

Organised poor 

Etc.

THEMES, TOPICS



Audience 

THEME
Audience 

AUDIENCE Theme 

Theme 



CHANNEL Mon Tues Wed Thur Fri

WEEKLY (short cycle)

FB
Topic/  audience

community
management 

Topic/  audience
community

management 

Topic/  audience
community

management 

Topic/  audience
community

management 

Topic/  audience
community

management 

Tiktok  Topic/  audience

Twitter  Topic/  audience Topic/  audience

Web 
Topic/ audience

article
Topic/ audience  Topic/ audience 

MONTHLY (long cycle)  

Newsletter
Monthly newsletter

topic/ audience

Op-Ed  topic/ audience

Intvus topic/ audience

QUARTERLY Web  Special project/ publication 

ANY TIME Any time  Urgent news/ org updates

REGULAR SCHEDULE



Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Community mobilisation/ TOPIC
16 days

of
activism 

Fundraising/ TOPIC

Advocacy/ TOPIC

etc

CAMPAIGN SChEDULE


