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& Planning Template

Use this template to align your video creation with the customer journey stages discussed in
our article. This ensures every video has a purpose, a target, and a plan for repurposing.

1. Quarterly Strategy Overview

e Primary Goal for this Quarter: (e.g., Increase brand awareness for new spa, or Generate

50 supplier leads)

e Target Audience: (e.g., Corporate event planners, Luxury leisure travelers)

2. Video Planning Log
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3. Production Workflow Checklist

For every video, ensure these steps are completed to maintain high "Video Authority" and

engagement:

[ ] Define the "Who": Is this for a first-timer or a returning prospect?
[ ] The 3-Second Hook: Does the video grab attention immediately?
[ ] Value Check: Does this answer "What's in it for me?" for the viewer?
[ ] Technical Quality: Is the audio clear? Is the lighting professional?
[ ] CTA Placement: Is there a clear next step mentioned or shown?

[ ] Accessibility: Have you included captions/subtitles for silent viewing?

[ ] Repurposing Audit: Have we scheduled the blog post and social snippets




4. Performance Tracking (30-Day Review)

Video Total Average CTA Lesson
Title Views Watch Time Clicks/Leads Learned

Expert Tip: Review this calendar monthly with your creative and sales teams. If a video has a
high view count but low watch time, your "hook" is strong, but your content may lack value.
If watch time is high but clicks are low, your "Call to Action" needs to be clearer!



