
Commercial Content Calendar Template
Your comparison page went live with last year's prices, no screenshots and no links from the product pages. It ranked, and sales never saw a single inquiry from it.
Commercial pages fail on dependencies, not on dates. This calendar ties each asset to a buyer cluster, the things it waits on, an owner and a sales KPI.
Use it for comparisons, alternatives, pricing, use-case and service pages and templates. Keep blog posts in your editorial calendar.
Inside: a fill-in calendar, a cluster picker, dependency gates, a KPI setup, a review cadence, a CSV header and a fictional example.
Commercial Content Calendar (fill-in)
When to use: One row per commercial asset, with buyer cluster, dependencies, owner, publish window and the sales KPI it must move.
Commercial content calendar
One row per bottom-of-funnel asset. A row is ready to schedule only when every dependency has an owner and a due date.
	Asset ID
	Asset (type + URL)
	Buyer cluster
	Dependencies
	Owner / publish window
	KPI

	[C-01]
	[comparison: /brand-vs-rival/]
	[buyers switching from [rival]]
	[pricing verified, screenshots, legal review, links from money pages]
	[name] / [week of YYYY-MM-DD]
	[qualified inquiries or trial starts per month]

	[C-02]
	[alternatives / pricing / use case / service / template]
	[buyer cluster]
	[dependencies]
	[name] / [window]
	[KPI and target]

	[C-03]
	[asset type + URL]
	[buyer cluster]
	[dependencies]
	[name] / [window]
	[KPI and target]



Per-row detail (fill for every asset)
· Primary query and close variants:[query - intent]
· Buyer question it answers:[what the buyer needs to decide]
· Money pages that will link to it:[/pricing/, /product/, /features/[x]/]
· Dependency status:[each dependency - owner - due date - done / waiting / blocked]
· Approver:[product, legal or sales lead], sign-off date [YYYY-MM-DD]
· Conversion path:[CTA - form or trial page - CRM field that marks it qualified]
· KPI baseline and target:[n now] to [n] by [date]
· Accuracy review date:[when prices, features and screenshots get re-checked]
· Status:[idea / blocked / ready / live / review / refresh]
Next action
· Asset owner: [name] - action: [clear the open dependency] by [date]
· Approver: [name] - action: sign off claims, prices and screenshots by [date]
· SEO lead: [name] - action: add links from [money pages] on publish day
· Sales or RevOps: [name] - action: tag inquiries from this URL in the CRM from [date]
Completion check
· Every row has one buyer cluster, not a list of personas.
· Every dependency has an owner and a due date, and none is still blocked on publish day.
· Prices, plan names and screenshots were checked against the live product within the last month.
· Comparative claims were approved by the named approver.
· At least two money pages link to the asset with descriptive anchor text.
· The KPI counts qualified inquiries or trial starts, not only traffic, and tracking works before launch.
 
Buyer Cluster and Asset Picker
When to use: Group commercial queries by buyer situation and pick the right asset type for each cluster before you schedule anything.
Start from buyer clusters, not topics
A buyer cluster is a group of people in the same buying situation. They search different words but need the same proof to decide.
Cluster builder
1. List commercial queries: "[brand] vs", "[rival] alternatives", "[category] pricing", "[category] for [industry]", "[service] near me".
2. Group them by situation. Run the list through the Keyword Cluster Tool, then rename each group after the buyer.
3. Check what Google ranks for each group in the SERP Analyzer. The page type that ranks tells you the asset type.
4. Ask sales which clusters bring the best deals: [cluster - sales comment].
Cluster to asset picker
	Buyer situation
	Asset type
	Typical KPI

	Unhappy with a named rival
	Alternatives page
	Trial starts or demo requests

	Choosing between you and one rival
	Comparison (vs) page
	Qualified inquiries

	Checking cost and plan fit
	Pricing page or plan guide
	Plan page to checkout or sales call

	Has a specific job or industry
	Use-case or industry page
	Trial starts from that segment

	Wants it done for them
	Service page
	Qualified inquiries

	Needs a starting file now
	Template or tool page
	Sign-ups after download



Priority score per cluster
· Deal fit from sales: [1 to 3]
· Demand you can see in search: [1 to 3]
· Proof you already have: [1 to 3]
· Dependencies you can clear this quarter: [1 to 3]
Map each cluster to one URL first with the BOFU Keyword to Page Map Template. This calendar then schedules those URLs.
 
Dependency Gates Checklist
When to use: The things a commercial page waits on: pricing, screenshots, claims approval, proof, internal links and tracking.
Dependency gates
A commercial page is only as good as its facts. Treat each gate below as a dependency with an owner. If a gate is not cleared, move the publish window, not the standard.
Gate 1: pricing and plans verified
· Your prices and plan names match the live pricing page on [date checked].
· Rival prices come from their public pricing page, with the URL and date noted: [URL - date].
· Where a rival hides prices, say so instead of guessing.
Gate 2: product screenshots
· Current UI, no beta features, no customer data: [screenshot list - owner].
· Alt text written for each image.
Gate 3: claims and approval
· Every comparative claim has a source you can show: [claim - evidence].
· The FTC's policy statement encourages comparative advertising that is truthful and non-deceptive. Ask your own counsel what applies to you.
· Approver signed off: [name - date].
Gate 4: proof
· Real quotes, reviews or case studies with permission: [source - permission date].
· No made-up numbers or composite customers.
Gate 5: internal links from money pages
· Links planned from [pricing, product, feature or service pages] with descriptive anchors.
· The new page links back to the trial, pricing or contact page.
Gate 6: tracking
· The CTA fires an event marked as a key event in GA4: [event name].
· The CRM records the landing URL for each inquiry.
Keep the claims and sources in the Competitor Comparison Evidence Matrix Template, and compare rival visibility, pages and backlinks with Competitor Analysis.
 
Sales KPI and Measurement Setup
When to use: Pick one sales-oriented KPI per asset and set up the events, CRM field and read dates before launch.
Pick a KPI sales would care about
A commercial page should be judged on what it does for pipeline. Traffic and rankings are leading signs, not the goal.
KPI menu
	KPI
	Where it is counted
	Good for

	Qualified inquiries
	CRM, after sales review
	Service, comparison and pricing pages

	Trial starts
	Product or GA4 key event
	Alternatives and use-case pages

	Demo requests
	Form event and CRM
	High-ticket comparisons

	Sign-ups after download
	GA4 key event
	Template and tool pages

	Assisted deals
	CRM "content used" field
	Pages sales sends to buyers



Setup before publish
1. Name the event for the CTA: [event_name].
2. In GA4 Admin, under Data display, open Events and click the star to mark it as a key event. Google defines a key event as an action that matters to the success of your business.
3. Pass the landing URL into the form so the CRM stores it: [hidden field name].
4. Agree what "qualified" means with sales: [budget, fit, timeline rules].
5. Record the baseline from the old URL or the closest page: [n per month].
Leading signs to watch
· Impressions and position for the primary query in Search Console, plus an on-demand top 10 check in the Rank Tracker.
· Clicks from money pages to the asset.
· CTA click rate on the page.
Need a CRM to log each inquiry as a deal? crmsoftware.pro keeps contacts and deals in a pipeline with custom stages.
 
Monthly Review and Refresh Cadence
When to use: Keep live commercial pages accurate and read their KPI on a fixed rhythm, separate from new publishing.
Commercial pages need their own review rhythm
Prices, plans, screenshots and rival features change. A wrong price on a pricing or vs page costs trust at the moment of decision.
Monthly (first week)
· Read the KPI per live asset: [asset ID - KPI this month - target].
· Check prices and plan names against the live pricing pages.
· Ask sales which pages buyers mentioned, and which objections came up: [notes].
· Move blocked rows: new window, or drop the asset.
Quarterly
· Re-take screenshots after product releases.
· Re-check every comparative claim and its source date.
· Crawl the commercial URLs with the Website Audit for broken links, redirects and missing internal links from money pages.
· Add new buyer clusters from sales calls and search data.
Refresh triggers
· A rival changes prices, plans or its name.
· Your product ships or retires a feature named on the page.
· Impressions hold but the KPI falls for two months in a row.
· Sales says buyers quote outdated facts from the page.
Report the commercial rows in the KPI section of the Monthly SEO Report Template, so leadership sees inquiries next to rankings.
How this differs from your editorial calendar
· The Content Calendar Template schedules blog posts by date, topic, keyword and author.
· This calendar gates fewer, higher-stakes pages on dependencies and a sales KPI.
· Run both. Link new posts to the commercial pages they support.
 
Spreadsheet Header (CSV)
When to use: A paste-ready header row and allowed values to run the commercial calendar in Google Sheets or Excel.
Paste-ready spreadsheet header
Paste this row into cell A1 of Google Sheets or Excel, then split text to columns by comma. One row per commercial asset.
asset_id,asset_type,url,primary_query,buyer_cluster,buyer_question,money_pages_linking,dep_pricing_verified,dep_screenshots,dep_claims_approved,dep_proof,dep_internal_links,dep_tracking,blocked_by,owner,approver,publish_window_start,publish_window_end,published_date,kpi_name,kpi_baseline,kpi_target,kpi_actual_30d,kpi_actual_90d,key_event_name,crm_field,accuracy_review_date,status,next_action,next_action_owner,notes
Allowed values
· asset_type: comparison, alternatives, pricing, use_case, industry, service, template, tool
· dep_* columns: not_needed, todo, waiting, done
· kpi_name: qualified_inquiries, trial_starts, demo_requests, signups, assisted_deals
· status: idea, blocked, ready, live, review, refresh, retired
Sheet tips
· Set blocked_by with a formula that lists every dep_ column still at todo or waiting.
· Highlight rows where status is ready but any dep_ column is not done.
· Highlight rows where accuracy_review_date is in the past.
· Filter by buyer_cluster to see gaps: clusters with no live asset.
 
Worked Example (fictional field service software)
When to use: Three filled rows for an invented SaaS: one live, one blocked on pricing, one waiting on approval.
Worked example: Quernlight, Q1 2026 commercial calendar
Example only. Quernlight is an invented scheduling app for field service crews. Plovercrest and Mossharbor are invented rivals. All URLs, dates (all in 2026), people and numbers are made up.
	Asset ID
	Asset (type + URL)
	Buyer cluster
	Dependencies
	Owner / publish window
	KPI

	C-01
	Comparison: quernlight.example/quernlight-vs-plovercrest/
	HVAC firms outgrowing Plovercrest
	Pricing verified, 6 screenshots, claims sign-off, links from /pricing/ and /dispatch/
	Dana (marketing) / 12 to 16 Jan
	Qualified inquiries: 0 now, 6 a month by end of March

	C-02
	Alternatives: quernlight.example/mossharbor-alternatives/
	Plumbing teams leaving Mossharbor after a price change
	Mossharbor prices re-checked, 2 customer quotes with permission
	Dana / 2 to 6 Feb
	Trial starts: 10 a month by end of March

	C-03
	Use case: quernlight.example/use-cases/emergency-call-dispatch/
	Owners running 24/7 emergency call-outs
	Product approval of the on-call feature text, links from /features/
	Ravi (product marketing) / 16 to 20 Feb
	Trial starts from the use-case page



Row reads at the end of February 2026
· C-01: live on 15 Jan. Linked from /pricing/ and /dispatch/ on the same day. 4 qualified inquiries in February, logged by landing URL in the CRM. On track.
· C-02: blocked. Mossharbor removed public prices on 28 Jan. The team rewrote the price section to say prices are on request and moved the window to 2 to 6 Mar.
· C-03: waiting on product sign-off. Ravi owns the follow-up by 24 Feb.
Next action
· Dana - publish C-02 with the new price wording by 6 Mar.
· Ravi - get sign-off for C-03 and add the /features/ link on publish day.
· Sales lead - add "content used" to every won deal from March.
Why this works
· Each page answers one buyer cluster, so sales knows when to send it.
· The blocked row moved its window instead of going live with a guessed price.
· The KPI is read from the CRM, so the team sees inquiries, not only visits.
Free template from seotools.pro · https://seotools.pro/templates/commercial-content-calendar-template
