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The strategic intention
of this book.
Hey, my name is Susan Diaz and I am Chief Content Strategist at c+p digital. We are a digital 
marketing shop that focusses on content experiences that convert. We believe that 10x your 
digital marketing results are possible no matter what your size. It’s made possible by thinking 
through strategy using simplified formulas, employing creativity and the power of your right 
brain, as well as keeping agile and thinking about your approach and teams differently. Which 
is what you’re about to learn to the basics of in this book.

Let me tell you a story.
I have a young child. Back when she was a toddler (and often even now), I struggled with 
parenting.

Why?
Firstly, because I was expecting it to fit into some notion in my head of how it ‘should be’. 
And, secondly, spending too much time on the areas that didn’t count that much and too 
little time into the areas that really counted. 

My frustration only built when my child, who spoke much later than the books tell you they 
should, just wouldn’t be quiet. I was putting in the parenting hours, but we never seemed 
to find peace. 

Does this sound familiar?
Even if you’re not a parent (or it’s been ages since you actively parented - you lucky sod, you). 
Can you identify with this scenario?

Putting in a whole ton of effort, but but not getting the results.

Now, cut to content.

It is our firm belief at c+p that what’s wrong with the digital world today is that we’re so 
heavily focussed on doing it first, doing it better, and jumping on bandwagons, that we lose 
focus on the strategy of things. We forget to think. Like harried ‘mommy me’, you’re doing 
the work, you’re hurling your half-a$$ed answer at your toddler but she’s not buying it. She 
keeps asking more questions. ‘Why?’ is the most common one!

Why do you think she asks that?
Because she doesn’t understand.

Therein lies our solution. Enjoy discovering it through the rest of this book!

Love and light.

Susan XO!
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How to use this book?
Congratulations!
You’ve just purchased one of the coolest systems on the market that will help you bring 
together the basic elements of strategic thinking for your digital marketing efforts.

This system is called 5 Degrees of Simplification™  - The Toddler Method.
 
Why toddler?
Quite simply because it’s a state of mind. One in which the greatest of clarity is created by 
something toddlers are quite brilliant at - asking questions!

More specifically, the question ‘why’.

Within this system you will learn to work through 11 simple activities, akin to the fun activities 
found in a children’s activity book. Do you remember those mazes, connect the dots, and 
colouring pages that helped us all learning everything we knew as kids? Well that’s what you 
have here. But this book is not for toddlers. It’s for you, the digital marketer! The core goal of 
this strategic activity book is to help you engage your right-brain for what is typically a left-
brain activity, for example, to document strategy for a digital project.

So how do you use this book?
First, and perhaps non-intuitively for a digital person, print the book. Yes, print it.

Then grab a variety of drawing and erasing material. Think pencils, pens of different colours, 
and crayons. Now settle in to a quiet and creative space to get started.

Suggestions for places in which you can do this:
• Curled up on your couch (if you live alone)
• Your favourite coffee shop (and if people see all your colourful pages and ask you what 
 you’re working on, tell them about us)
• Over drinks with a few friends (but only if they’re going to contribute)
Each of the 11 activities has helpful notes and a process of thinking to guide you through it.

The crux of the system involves answering the question ‘what makes this different’? A necessary 
answer regardless of whether you’re doing short video or a large campaign. We will teach you 
how to answer that bigger question in five questions or less. All five questions are the same.  

Why?
When you drill deep and repeatedly ask yourself why you’re doing something, you tap into 
your inner toddler. Why do toddlers ask the question why so much?  Because they don’t 
understand until you break down the messaging to its most basic. Let’s channel that toddler. 
Repeatedly ask why, and poke holes in your answers until your inner toddler shuts up.

Enjoy.
Oh and remember, if you need help, drop us a line and we’ll reply within 24 hours. Your 
enrolment email will have the details.
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Colour in the
Laughing B

uddha.

Let’s begin by asking the
question ‘why’ a lot.
Simplify.
If you can deliver the answer to your strategic questions in a way that can get your inner  
toddler to stop with the questions, you’ve got gold! 

Dig. Dig. Dig.

Do this by repeatedly asking the question ‘why’ of yourself. Sometimes if the why doesn’t fit  
as fluidly as you’d like, change it up and ask ‘what for’ or ‘I should care because…’ 

Keep asking yourself the question till you can dig no deeper.

Till the answer feels like the soft hum of peace.

Like the quiet of a toddler.

As you colour in the Buddha,
reflect on how you feel as you
complete it. Satisfied?
Peaceful perhaps?
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‘But how’?, you ask
Start by opening your mind.
Let’s get into a creative state of mind.

Creative impetus is available in various ways through this book, through a bunch of activities, 
games and puzzles to give you some respite from all this thinking! Here’s the first fun activity 
to clear your brain and put you in the ‘right’ frame of mind.

Follow the paper plane along your journey. As you find the answers on each quest, you’ll get 
closer to your content strategy! And when you reach the end, you’ll be able to take off into 
the world of content with your very own jet plane to success.

how many squares
 can you find in the grid below?
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of simplification?

degrees

   So what is

There’s never more than 5 ‘whys’ between a 
strategic question and its answer.
Channel your inner toddler and keep asking ‘why’, until you get
to an answer that gets the toddler to stop asking questions.

It’s that simple.
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Repetition.
Alliteration.  
Formulas.
And visuals.
5 benefits of having a content strategy

Clarity
Know exactly what you’re going to do.
Quality
Just. Better. Content.
Efficiency
Halve the time you spend on social.
Effectiveness
Get twice the results. At least!
Peace
Enjoy foolproof ‘plug and play’ formulas 
and a step-by-step process that allows you 
to figure out your answers - and have fun 
while doing so!

These methods are all intended to help you 
learn quickly and activate your right brain - so 
you can get the answers you know are hiding 
somewhere in your head!

Benefits of the
toddler method.
There’s 5 as we see it.
Are you starting to see a lot of 5? You’ll see a lot more themes to help you remember things 
through this book. 
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Complete 11 quests 
to develop your 
content strategy.
Finding your content strategy can feel like getting lost in a maze, especially with all the 
marketing jargon and confusing terminology. We break it down for you into 11 easy quests. 
As you complete each one, you’ll discover that they’re easier than you think, because just like 
in a quest, one clue leads to another. So let’s start by completing the maze and then tackle  
each quest, one by one. Like the Digital Marketing Hero you are! Off on a quest to find your 
innner toddler.

1. Audit your content.
2. Discover your brand voice.
3. Find your target audience.
4. Suss out your competition.

5. Set content goals.
6. Find your USP.
7. Do a SWOT analysis.
8. Document your strategy.

9. Create a distribution plan.
10. Measure your success.
11. Develop a social calendar.
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Quest 1 
Let’s dive right in...

Content audit.
Imagine you’re a diver swimming in a wonderfully clear turquoise ocean. What do you see 
in your underwater paradise? Draw everything you see under the ocean in as much detail as 
you want. And take your time! Drawing unleashes all sorts of creative genius - even if you’re 
the stick figure type of artist, like me! 



10

1. List all your owned and rented content, such as any videos you’ve uploaded, newsletters,
 pictures you’ve uploaded or social media posts. Think of anything you’ve ever written, 
 posted or uploaded, EVER. When where you last active on each platform?
 (Use an extra sheet to document) 

2. What tracking or measurement tools do you have, if any?

3.	 If	you’re	not	using	a	specific	tool,	what	are	you	doing	to	see	your	results?

4. Are you using email to market? How?

5. Are you using video? How? And where are they?

6.	Are	all	your	profiles	filled	and	populated	with	pictures?	And	links?

7. Have you ever used paid social advertising? Outline what you’ve used and whether 
 it was successful. 

8. How long do you spend on social media every day (including at nights)?

Have you thought of everything? Hint: Think of any selfie you’ve ever taken. 
Have you ever Snapchatted or shot a boomerang video? Any content counts! List it!

8am 12pm 4pm 8pm 12am

Activity 1 Worksheet
Your web asset audit cheat sheet.
Let’s go through all your content, one by one. Some larger companies may have an audit  
updated each year.
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Quest 2 
Discover your brand voice.

You’ve made it to the next stage of your quest, 
and now your task is to find your brand voice.
This can sound utterly pretentious or utterly frightening if you’ve never really done any brand 
work before.

Here’s the simplest way to explain this. When people meet you, you give off a vibe. You’re 
either chilled, or high energy, or kind and helpful… or a thousand other descriptions. It’s your 
personality.

In the digital world, this is your brand voice.

Because unlike in the past where only a few brands had the money to put themselves out  
there, today we are all digital brands.

Sound terrifying? It doesn’t need to be.

Here’s why.
It’s a long winded primer on why some things go viral and some don’t.

Imagine you have a thought. It’s big. It could go viral.

At the same exact time you’re having the thought, imagine a million other people are too. 
Most of us think that and give up.

Here’s why you shouldn’t.
We each do different things with that thought. Many of us will stop caring about the thought. 
Some of us will only care about it because someone else did something with the thought, 
and never move beyond the complaining. Still more of us will try, think we failed, and quit. 
And some of us will actually find a way to see the thought through to the end. 

For every one of us that did make it to the finish line, there’s an audience.  That’s the nature 
of a huge, huge digital world. This is why so many ‘digital entrepreneurs’ make it. They’re 
not all being sleazy. Many are successful because they’ve found their ‘tribe’ and are able to 
legitimately use their skills to make a living. 

It’s the village economy.
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So given all that, the only real way to set yourself apart is to keep at the ideas you believe 
in, and...

Listen closely.
Find and stay true to your voice.

In a world where nothing is unique, the only thing that you can do to stand out is have some 
personality. Replace the need to be unique with the need to be original. 

Thnk of all the viral ideas you’ve seen. All original takes on something!

Be quirky, inimitable, meomorable.

Find a voice. Use humour, use earnestness, use style, use candour. Tell stories about your  
life. This is original.

Find a voice. Here are some fun activities to get you started.
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Activity 2 Worksheet
 
Take somtime to do these 2 exercises to help you get started on having a clear brand voice. 
Either for yourself, or to translate the values of the brand you’re working on to the effort 
at hand.
 
Clarifying the voice you’re trying to portray is a key part of content strategy.

1. Kill the jargon
 Identify 10 ‘jargon keywords’ for your brand. Words nobody cares about but you. Like 
 ‘leverage synergies to bring you optimization. Now,make yourself a scorecard. (Take any
 piece of your content - tweet, blog post, video, anything - circle every word that features!
 And dock points every time you use them in the piece of content you’re working on.)

2. Have a great personality, in reverse.
 Give your brand (or the task/campaign at hand for your brand) a terrible ‘reverse   
 personality’. Think of 5 attributes you’d hate to for this to be described as. Things like   
	 ‘windbag’	‘inflexible’	‘flippant’	‘condescending’	‘insensitive’	‘self-focussed’.

 Why negative instead of just looking at your brand values if you already have them? And
 why for every effort? Because it’s extra sobering when you see that you’re checking 
 boxes on a negative list. We often just don’t see it because we’re too close to it. When 
 you take things into a different context. You get fresh perspective.

 Now keep your list front and center and try not to be that person in any of your content.
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Do you know your target audience?

Don’t sweat if you’re not 100% clear.

Defining your audience is not hard and can actually be a really 
fun exercise.

Break it down to one single person.

Give them a name. A job. A dog. 

What you’re doing, in more modern terminology, is building 
a ‘buyer profile’.

Quest 3 
Find your audience.

Congrats! You’ve made it to quest 3, where you’ll 
find your audience.
Now that you’re here, let’s find out what your obstacles are.

Do you often feel like you’re shouting into a black hole on social media?

Do you feel like you’re spending hours and hours with little result to show for it? Do you feel 
like you don’t have a clue what results you should even be looking for?

Let’s flip that for bigger businesses.

You’re tracking everything! You’re up to your eyeballs in insights and don’t know which ones 
to action. Conversions are thin on the ground. Successes are no longer replicable.  

So, what is the point of all this?
 
There has to be a greater purpose than just pushing stuff on people.
 
There is. The customer.

Content marketing is about what the customer NEEDS. Everybody isn’t going to read your 
article. But that one person who NEEDS to read it RIGHT NOW will; if you do it right.
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To use the framework, start by writing down your hunches in each category. This can come 
from what you know about whoever your ‘people’ are currently.

Who is it for?
It = Product.
In the first case: Product = you.
In the second case: Product = mustard-flavored toothpaste.

Then validate your assumptions about your target customer.

• Use survey tools to validate, spending time to make your questions engaging. Send it out
 to the right people and get some insights.
• Choose your list carefully. Send your questions out to the people who match your 
 assumptions.
• Read, read, read. See what other people are saying about their audiences, read industry 
 publications. This will help validate your target audience assumptions and help you build 
 a clear persona.

Ultimately, you need to focus your content marketing on the audience you’re trying to 
reach. Whether to sell to, build influence with, or connect in communities over kumbaya and 
kombucha. 

So let’s build you an audience.

Hint: This applies to you whether you’re a personal brand or a company. This is just as vital to someone 
looking for employment as it is for a company that’s trying to sell mustard-flavored toothpaste.
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Activity 3 Worksheet
Defining a target audience
This framework consists of a series of 11 questions to help you think about your target  
audience from different angles.
 
1. First, let’s define gender
 Why this is important: Indelicately put, you wouldn’t sell bras to men. So start there.

2. What is their stage-of-life? (Ie: student, parent, retiree, etc)
 Why this is important: Knowing what stage of life your audience is at can help you establish
 many of their experiences and interests.

3. How does your target customer make a living?
 Why this is important: People look for content relating to what they do. A lot. 

4. Let’s talk means. How’s your target customer doing financially?
 Why this is important: This helps you target the people who can afford what you’re
 pitching. If you have a 5K offering, someone barely making the bills can’t afford it.

5. Urban or rural?
 Why this is important: Lifestyles change depending on where you live. Having an idea of
 your target customers’ environment will help you walk through their experiences.

6. What does your target customers’ weekend look like?
 Why this is important: Singles, parents, grandparents? They each have different #lifegoals.

7. Work to live or live to work?
 Why this is important: This defines passion for what they do.

8. What hobbies might they have?
 Why this is important: Talking about work isn’t the only way to a convo. Play works too.

9. What would be your target’s #VacationGoals?
 Why this is important: More ‘play’ assumptions to build that target profile.

10. How does your target like to consume media?
  Why this is important: Today’s world is a mix of people with different ways of getting
  information and entertainment - from newspapers to live streaming. Figure out how your
  target operates.

11. Favourite format of social interaction? (ie: online, phone, in person etc)
  Why this is important: Speaks to their digital nativity (or lack thereof) in their everyday
  interactions.

Hint: Call a friend! Pretend you’re asking her these questions and build a buyer profile for her. 
Now, apply that same approach to find your target audience. Who really buys your product or service? 

Have fun finding out!
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Quest 4 
Sussing out the competition.

You’ve reached your fourth quest and now’s the 
time to identify your competition.
As a small business or personal brand, there are probably two things you don’t have: 
1. Access to high-end tools to discover what is currently out there.
2. Agencies at your service to sort it all out for you and serve it to you in gourmet chunks.

And even if you work for a large corporate, all the details often don’t filter to where they are 
needed.

So, it helps to have frameworks that you can use to make sense of all the reports, letting you 
poke around to draw some conclusions. Or even to know where to look for answers.

But before we go any further, let’s take a moment to think of the many people we meet 
regularly who tell us their brand has no competition. 

Say what?

Everybody has competition.

Even if you’re the only one offering a product or service, you still have competition from other 
things that your audience might be doing instead of using your product or service. 

And while your positioning might have set you apart and way ahead, when it comes right 
down to the ‘what’ of what you do, you’d do best to identify your competition. 

Doodle time!

Draw any kind of hat for the clown and colour it in. Be imaginative. 
This clown can wear any kind of hat you can think of.
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The process broadly involves one or both of 2 
approaches.
(Or just go to the head of brand/marketing/communication in your organization and ask 
where can you find the competitor info.

If you already have some people in your space you are inspired by, then you’d go with the 
route called ‘who can I learn from’ and create a hero competitor list. (Remember this also  
works if you’re looking for a job. Know your competitors.) 

 
Who are your heroes in the space?
Everybody needs a dream list. And chances are, if you’re doing something you love and 
you’re good at it, you have a hero or two. Look them up. And get ready to start reading.

If you have a very long list of people you admire, start reading a couple of pieces and shortlist  
these down to 3. There’s little point wasting your time looking into more than 3 competitors.

Once you’re down to 3, follow them in a few places. This way you’ll get some updates to 
keep in the back of your mind. But more importantly, pick some of their content and settle in  
for a good long read or listen.

The second way to approach this is to take a 
look at who else is out there. 
At it’s most basic, this involves running google searches. Let’s assume you know no SEO and 
have no idea what keywords even are.

What will you search for? Well, the words that come into your head. Generic words, not 
marketing-speak. Because these are the words that customers use to find what they’re 
looking for.

Start with what you would describe yourself as – again the what, not the why. We can’t stress 
enough how important it is to skip the marketing copy here and define with real English words. 

So, define yourself using words like..”I am a graphic designer”. “I am a business coach.” 
“I am a new restaurant delivery app.” “I am a menber of the marketing in a large canadian 
bank.” (If you are looking for a job, for example.)

Start by googling your definitions. See what comes up. Take a look at them, shortlist and then 
approach this the same way you would the first method.

Hint: Would your customer search for ‘nail salon’ or ‘nail bar’?.
Or if it’s a men’s hair salon, would they search for ‘grooming salon’ or ‘barber shop’?.

Hint: Hero competitors are those whose work makes you say: “Dang! I wish I’d done that!” If you have 
no real context in the competitive space, and are going in blind, then you’d go with the second route, 

which is ‘who else is out there?’.
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Now what specific things are you looking at? And where is the line?

Let’s answer that question by looking at this in a dining-out metaphor. Let’s say you went 
out for dinner and had the most amazing salad. Weeks later you’re still craving it. You swear 
you’ll go back and make a list of the ingredients so you can make your own, because the 
restaurant is too far, and damnit! You’re on a budget. So, the next time you go, you pay close 
attention to every sensation as you enjoy the salad, noticing that the dressing is creamy and 
has a berry flavor. You can identify the veggies, fruit and protein in it. And this time you do 
create a version of it.

No, it doesn’t taste exactly like the salad from the restaurant. No, you didn’t copy it, because 
you have no real clue what they put in there except the visible ingredients, and even then, you 
don’t know how much of each. All you know is that you like that combination of ingredients, 
and you bring your own unique take on it. 

Does that help you understand what inspiration is and what plagiarism is?

Plagiarism would be if you somehow got the chef’s specific recipe and made your own version 
that you sleazily passed off as your own, regardless of whether you made money off it or not.

So when you’re looking at the content of your heroes, pay particular attention to how they’re 
headlining and the kind of flow they have in their pieces.

What kind of look and feel do they favour? Can you tell what their philosophy is as a brand? 
Are their calls to action strong? How are they attracting their people? Do they have offers and 
promotions? Also, take a look at what content formats they create and share.

And start documenting the things you 
like and dislike.
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Activity 4 Worksheet
Competitor notes.

Competitor

USP

Best thing about them

Worst thing about them

Keywords they use?

Formats used?

Type of content?

Facebook? (URL)

Best use

Twitter (URL)

Best use

LinkedIn (URL)

Best use

Instagram (URL)

Best use

YouTube (URL)

Best use

Other channels?

Details (URLs)

Any other info?

1 2 3
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Quest 5
Set content goals.

While many people start with goals, that’s a little too Utopian to work. To set meaningful 
goals you need to first be fully clear on your context. Then you can build goals with legs; 
goals for your content that are linked to your company strategy or #LifeGoals!

That’s why goal setting is quest five in your journey.

You now have context.

You’re really clear about who your audience is.
You’re really clear about who else is vying for the attention of your audience ie: who your  
competitors are.
You’re clear about your current scenario and where your strengths lie.
Now, it’s time to set goals.

What is a content goal?

It is the overarching thing you want your content to do for you.

Setting a goal is your first step to accountability. And content marketing is nothing without 
accountability.

Here, we’ll apply more clarity of thought and bring it all together with a formula that will 
simplify, and get you to the answers you need for your strategy to work.

Formula:
What overarching thing will I do?
+
By when will I do it?
+
What result will it get me?

Now try to superimpose your answer on a SMART framework. Make sure your answer is  
Specific Measurable Achievable Realistic and Time Bound.

Ready, set, go!
Let’s get goals.
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Quest 5 Worksheet A.
Set content goals.
Well done! You’re almost half way!

Before we go any further, create a vision board for your goals. Doodle, cut out pictures or 
images from magazines, scribble whatever you’re feeling. Use this space to visualize your 
goals and what success will look like. 
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Quest 5 Worksheet B.
Goal setting. 
Set 3 goals using the formula below.

What will I do + by when + what result will it get me
For example:

Don’t say:
I will increase my customer base this year for better revenue.
This (effort) will get us some lead gen.

Say:
I will increase my customer base by 30% before (date) to support
an increased revenue of 200K.
This (effort) will get us a (20%)  increase in leads by (date).

Now it’s your turn.
Write out up to three of your goals.

1. 

2. 

3. 

Hint: Don’t forget to put in numbers where applicable.
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Quest 6
Find your USP.

Wow, you’re really speeding along with your quests, aren’t you?

When you find your USP, you distil things down to the essence of what makes you, you.

This is also the first literal example of using the toddler method, though every answer you’ve 
arrived at so far should be the simplest possible version that you can imagine, using these 
formulas.

Here, you’re going to ask yourself the question ‘What makes me different?’ and answer it. 

Your first answer will be pretty generic. We all start there. Hence the method. Dig deeper and 
ask yourself a series of ‘why?.’

Drop two things. Jargon and defence. Call yourself out when you’re using jargon, and drop 
the defence as soon as you realize.

Plain English is your goal. We’ve already explained the system. And there’s an example to  
guide you along your way.

Find five differences.
Closely look at the two images below. See if you can find five differences. 

Hint: There’s extra points if you find a sixth one!
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Activity 6 Worksheet
Define your differentiator or unique selling proposition. 
This is what it all comes down to in the end. The crux of your brand. 
What makes you different?

Why?

Why?

Why?

Why?

Why?

Example: Aesthetician
I think my USP is that I give the best facials.
To narrow it down, it helps to ask the question ‘why?’
So here’s how it would go…

I give the best facials.

Why?
Because I use all organic products?
Why?
Because organic products are natural and good for your skin?
Why?
Because I have research that proves organic products detoxify, brighten and have long-term 
anti-aging benefits.
I should care because?
It’s an organic facial with instantly visible and lasting results.

Excellent!
Now knit together in no more than 20 words. Start with...

I give the best facials. Because I use all organic products. Because organic products are 
natural and good for your skin. Because I have research to prove that organic products 
detoxify, brighten and have long-term anti-aging benefits. It’s an organic facial with instantly 
visible and lasting results.
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Hint: Create a few options and choose the best one!
We give organic facials with instantly visible 
and lasting results. They are proven to detoxify, 
brighten and offer long-term anti-aging benefits.

Voila - your 10 second elevator pitch.
 
Yours goes here.
  
 
 
 Option 1

 Option 2

 Option 3

 Option 4

 Option 5
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Quest 7
Do a SWOT analysis.

You’re now well into your journey, which means it’s time to pause and take a moment to think 
about where you’re at. What are your strengths, your opportunities, your weaknesses and 
your threats as a brand?

Fill out your SWOT analysis below. Use this space to doodle and fully think this through.
 

Activity 7 Worksheet
SWOT Chart.

Strengths

Opportunities 

Weaknesses

Threats
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Quest 8
Document your strategy.

This quest is a big step on your journey. Now that you’re fully immersed in your content 
strategy, you might need a little handholding to tackle this next part, so we’ve put together 
a self-explanatory framework for you to follow in the next activity. 

You’re simply bringing together the answers from your previous quests!

Enjoy.
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Quest 8 Worksheet
Setting a strategy. 
 
What do I do?
Brief 50 word description of your business/self personal brand

How am I different?
USP goes here

Who am I talking to?
Target audience (give them a name for easy reference)

What am I like? Fill your top 4 single words
1. What do I sound like?
 

2. What do I look like?

3. What is my nature/character?

4. What do I stand for?

Knit this together into a 30 word anthem!
Think like a song chorus. Extra points for rhyming!
 
 
 
 
 
What are my goals?
Fill in top 3 goals
1.

2.

3.
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What is my core content strategy?

Example:
I will increase my leads by 30% before January to support an increased revenue of XX%. 

How? 
 
1. I will build my list using email marketing
2. Segment audiences and create and offer for each one

 Strategy 1

 Strategy 2

 Strategy 3

Hint: You answer this question by going into 1-2 ‘How’s for each goal. 
And don’t forget to use your audit and SWOT findings here.
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Quest 9
Create a distribution plan.

You’ve reached the next level of your journey. This is where you focus on distribution. You 
have those fantastic strategies that will result in the creation and curation of content. Here 
you will answer the question “what will be the media for your messaging”. And for the 
purpose of this exercise we ask you to think social media and email. Keep it simple to start.

When you start seeing successes, you will move to the next level.

Using the same worksheet you did in your audit (page 10, question 1), highlight the ones you 
plan to keep using. No separate worksheet here.
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Quest 10
Measure your success.

We’re nearly at the end! Rather than racing to the finish line, let’s start with an activity.

10-minute Mind Break.
Fill in the missing numbers. 

Now, let’s measure what we’ve learned so far.

At the start, and indeed for a long time afterwards, there are really only two categories of  
numbers to measure. The first is social engagement. The second is referral traffic.

We can further break this down into three numbers:
1. Social engagement (likes, comments, clicks)
2. How much traffic is coming to your site/alternative online property - and from where?
3. Amplification (social shares)

If you keep these numbers on hand and assess them regularly, you will be ahead in your 
content distribution game. As you evolve, you will expand to many more numbers like 
campaign specific numbers, conversions, ROI and much more. But this right here is your 
hack. Your median measurements, if you will. If these are healthy and doing what they’re  
supposed to do to get your organic game on point, the rest will fall into place. Again, no 
worksheet here. Use your favourite way to record that. 3 numbers, overtime, to show progress.
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Quest 11
Develop a social calendar.

We’re here. It’s calendar time. How is this calendar different?
Our calendar is meant to inspire and organize in equal parts. Like all good design, we aim to
bring form and function.

It’s the Yin and Yang (the science + the art)

We like to think of this calendar as a ‘bullet journal’ meets ‘editorial calendar’. It’s not fancy. 
In fact, it’s super plain.

So here’s the idea.

5 days = 5 blocks to fill with content
x4 = 20 in each sheet

That will roughly be your month, except we’ll have 13 months in the content year. Because, 
why not? 

So, let’s do an analog calendar for your digital content!

We call this calendar: Unplug and Play!

In all the modules so far we’ve given you formulas and frameworks that help you just plug 
and play!

Now we bring it all together. 
And unplug.
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The difference between many other calendars and this calendar is that we’ve put formulas in 
here for you. And brought in many layers of simplification. 

Each sheet provides the right balance of content - yours and other people’s. It also has 
tiny icons that will alert you to other balances. We’ve also put together the right mix of six  
categories, namely:

1. Creative property
2. Repurpose opportunity
3. Video content
4. Audio content
5. Tips and tricks
6. Home Base - industry and stuff you know about.

It also has the 5 days of each week split into creation and curation. Here, we’ve done a 
variation on Andrew Davis of Brandscaping’s Social Sharing Strategy. He recommends a 4:1:1 
ratio. 4 pieces of curated content, 1 piece of original/created content, and one piece of  
promotional content.

For simplification we’ve combined the two 1’s into a single 1.

4+1 (4 curated 1 original).

Let’s just agree not to promote unless you’re adding some value to people’s lives. So, if you 
have a deal or offer, record a little video or write a blog post with a story or a doodle or 
something.

4 curated, 1 created each week - so 5 in total. 

5 also ties neatly ties into 5 degrees. We like subliminal connections that make things  
memorable.

Are you still scared by the idea of one ‘created piece’ each week?

Hint: Remember, it can be a photo with a caption as a meme, 
a little insta story, a FB live post, a blog post, anything!
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Activity 11 Worksheet
Unplug and play - content calendar.

How to use the ‘unplug and play’ content calendar?
To start, print out the regular version of the calendar. You’ll find it has icons on it, pre-balanced 
in 6 categories that maximize what you have and create the right balances in terms of format. 
People ask us a lot how to keep up with algorithm changes and the resulting lack of reach. 
This is how you do it.
 
Balanced, Powerful Content, Consistently.
Get a cup of coffee or alternative bevvie. Get a few different coloured pens and start 
doodling. At this stage, you’re putting in the ideas. I.e., Megan began with #MachoMondays 
to spotlight and reach out to male clients, and to help female clients learn from it/develop 
empathy. What would your creative property be? It doesn’t have to alliterative; it doesn’t  
have to be on a Monday!

If your creative property is on a different day, mark the top with the letters of the week 
appropriately. Now it is M T W T F. If your creative property is on a Wednesday, title the top 
W T F M T, if on Thursday, it would be T F M T W.

Then fill in audio and video ideas. i.e., 1 productivity video and 1 motivational video (ideas 
on from whom). And so forth. Doodle as you like. Make it fun. Do it over coffee with a friend 
if that helps. Once you’re done, you have a few options:
a. Do it yourself. Choose a day of the week, allocate 1 hour. Find and schedule pieces for the
 week. Repeat.
b. Hand it over to a VA to execute for you. Oversee and approve everything for the first
 couple of weeks.
c. Find an outsource resource if this is not really for you. This upfront planning helps you look
 into a broader range of price points in a partner.

Don’t forget to acknowledge and respond to all engagement at a fixed time.
Set 15 minutes a day.
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Unplug and play - content calendar.

Creative property

Tips and tricks

Home base/industry

Create

Curate

Repurpose opportunity

Audio content

Video content
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Unplug and play - content calendar.

Ninja edition!
Create your own canvas using the categories below.

Creative property

Tips and tricks

Home base/industry

Create

Curate

Repurpose opportunity

Audio content

Video content
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