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Executive Summary
White papers remain the gold standard of B2B content marketing. Surveys of 
B2B marketers and buyers consistently reconfirm that no other form of content 
is as influential when it comes to making purchasing decisions – and across all 
phases of the sales cycle – as is the white paper.

Yet, B2B marketers frequently fail to achieve the results they’d hoped for with 
their own white papers. Many find the process of producing a white paper to 
be an ordeal akin to root canal work. In fact, many white paper projects are 
abandoned before a white paper is ever published.

Why do white paper campaigns so often fail to meet their objectives? 

Often, the reason is simply this:  failure to plan.

White papers are highly complex documents – generally requiring more 
people, more time and a greater budget for development than practically 
every other form of marketing content. And like any other complex 
undertaking, they benefit from thorough planning. Because as the saying 
goes: If you fail to plan, you’re planning to fail.

The solution to this problem? The White Paper Plan. 

A White Paper Plan acts both as a blueprint for the development of your white 
paper, and as a constitution for managing your white paper project. It defines 
the objectives, the audience and the scope of your white paper. It identifies 
team members and their roles. It defines the project’s schedule, deliverables 
and any constraints or guidelines that apply. And it documents any 
recommendations made by the white paper writer or other team members. 

Then, once it’s approved, a White Paper Plan helps keep your project on track 
by keeping all your team members on the same page, and heading off conflicts 
before they can occur.

This white paper describes a proven, 7-step process for developing a solid 
White Paper Plan – one which will significantly improve the chances your next 
white paper achieves the results you desire.
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Problem: 
Many White Papers Fail to Deliver
In a recent survey by demand generation firm Ascend2, content marketers 
ranked white papers and research reports the most effective form of marketing 
content.i This is just the latest confirmation that white papers remain the B2B 
marketer's #1 tool for influencing technology buyers. In study after study, white 
papers consistently come out on top when it comes to influencing purchasing 
decisions. In fact, white papers have ranked first in perceived influence in every 
one of EccoloMedia’s annual surveys of B2B technology buyers since 2008.ii

Yet, marketers often fail to achieve the results they’d hoped for with the white 
papers they create. In fact, many white paper projects fall apart before a white 
paper is ever produced. In a recent CopyEngineer poll, some 79% of the 
marketing professionals surveyed said they had been involved in a 
white paper project that failed to publish a white paper (Fig. 1). And 
93% said they had published a white paper which had failed to meet it's 
marketing objectives (Fig. 2).iii

Fig.1: Have you ever been involved in a white paper 
project that failed to produce a white paper?

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

No

Yes 79%

21%

Source: CopyEngineer White Paper Failure Survey

Fig. 2: Have you ever published a white paper that failed to 
achieve its marketing objectives?

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

No

Yes 93%

7%

Source: CopyEngineer White Paper Failure Survey
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A Few Reasons 
Why White Paper Projects Fail
One reason for their high failure rate is that white papers are highly complex 
documents – more complex than most people realize before they’ve been 
involved in creating one, and far more complicated than the vast majority of 
other content projects.

In that same survey by Ascend2 mentioned earlier, 62% of content marketers 
surveyed ranked white papers and other research reports among the most 
difficult types of content to create – second only to videos and podcasts 
(64%), projects which have far greater technology and production concerns. i

Compared to other forms, creating a white paper generally involves more 
people, more time and a greater overall investment. Plus, white papers are a 
much more nuanced form than one might think. There are several distinct 
white paper types – each with its particular strengths and weaknesses – and 
each tends to work better in different phases of the sales cycle.  

A second reason why many white papers disappoint is that many organizations 
have little or no experience in publishing them. Because the time, effort and 
expense involved, most companies produce very few white papers. Thus they 
often lack in-house expertise in writing white papers and managing white 
paper projects.

"We've seen great white papers become big lead generators, and lead closers," 
says Bob Buday, co-founder of thought leadership firm The Bloom Group. "But 
nearly every firm we have worked with during the last 18 year has a runaway 
story – a story of a white paper that didn't deliver."iv

"Nearly every firm we have worked with 
during the last 18 year has a story of a 
white paper that didn't deliver."
- Bob Buday, co-founder, The Bloom Group
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Some of these companies may also be a reluctant to attempt new white papers 
because of past failures or difficulties they've had with the form. 
CopyEngineer's survey found that the two most common causes of failure to 
publish a white paper was an internal conflict over objective, scope or audience 
that arose after development of the white paper had begun (Fig. 3).iii

Fig. 3: On projects that failed to produce a white paper, 
what was the most frequent reason for the failure?

0% 10% 20% 30% 40% 50% 60%

Internal conflicts over objective,
scope, content, etc

Budget cuts or priority changes

Draft white paper could not be approved 10%

50%

Source: CopyEngineer White Paper Failure Survey

40%

Choosing the wrong writer is another common cause of white paper failure. It's 
important to choose a writer with a strong understanding of what makes a 
white paper work. Most copywriters are accustomed to writing benefit-oriented 
sales copy that appeals to prospects' emotions. Trying to a write white paper 
that way invariably leads to disaster, as white papers draw their power from 
facts and logic, not emotion.

"The reader is not a fool," says copywriter and white paper writer Bob Bly, 
author of The White Paper Marketing Handbook. "He knows your purpose in 
publishing the white paper is ultimately self-serving: to promote your product. 
But since you have chosen the white paper format, he expects your document 
to deliver what white papers promise: useful information and advice on a 
specific business or technical topic." v

62% of content marketers ranked white 
papers and other research reports among
the most difficult types of content to create.
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The Most Frequent Cause of
White Paper Failure
By far the most likely reason for a white paper to fail to meet marketers’ 
expectations, however, is that the white paper project was inadequately 
planned.

Inadequate planning of a white paper is usually the result of the two factors 
just mentioned: a lack of experience managing white paper projects, and a 
corresponding lack of appreciation of their complexity.

It’s the complexity of a white paper project that makes proper planning 
essential.

All complex projects require careful planning. No homebuilder would try to 
construct a new home without a plan – a detailed blueprint – to work from. And 
no software engineer would attempt to code an enterprise software application 
without first developing a set of requirements, a development plan and some 
higher-level functional design. So why would anyone sit down and start typing 
away at a white paper of six to twelve pages or more without first developing 
a plan?

Yet, CopyEngineer found that less than half (43%) of marketing 
professionals surveyed always develop their white papers from a 
written and approved plan (Fig. 4).iii

Yet, going too far to the logical side can be fraught with peril, as well. 

Companies in highly technical niches often ask their technical experts to 
author white papers, fearing an outside writer will lack sufficient domain 
knowledge for the job. Unfortunately, subject matter experts (SMEs) typically 
lack both (1) experience in writing white papers, and (2) sufficient time to 
devote to them due to their technical duties. Having SMEs craft white papers 
often results in a drastically prolonged development process and an 
underperforming white paper.
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What's more, the factors most frequently cited as the reasons for those white paper failures – 

factors like insu�cient/ine�ective promotion, wrong type of white paper, excessive length and 

inappropriate level of detail (Fig. 5)iii – as well as the most common reason for failure to publish 

a white paper – internal con�icts (Fig. 3)iii – are all symptoms of insu�cient planning.

Without a strong plan – one that takes into account your objectives, your target audience and a 

host of other factors – your white paper is unlikely to deliver the results you’re hoping for.

Fortunately, there exists a proven method for planning a white paper which can help marketers 

manage their white paper projects more e�ciently, enjoy better results from their white paper 

campaigns, and even overcome a previous lack up experience with the form.

Fig. 4: Do you develop your white papers working from 
an approved, written plan?

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Always

Sometimes

Never 14%

43%

43%

Source: CopyEngineer White Paper Failure Survey

Fig.5: For your white papers that failed to achieve their marketing 
objectives, what was the most common reason for the failure?

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Wrong type of white paper for the objective

Inappropriate level of detail for the target audience

White paper was too long

Insufficient or ineffective promotion

Ineffective title

Causes undetermined

40%

17%

15%

10%

10%

8%

Source: CopyEngineer White Paper Failure Survey
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The solution is a White Paper Plan.

As its name applies, a White Paper Plan (or “WPP”) is a plan for creating a white 
paper. It's a blueprint, agreed to by all project stakeholders, which governs the 
development of a white paper.

You can think of a White Paper Plan as your white paper's constitution. Like any 
constitution, it must be ratified by those it will govern. But once ratified, all 
subsequent decisions affecting the project must be in accordance with it.

By taking just a little time at the beginning of your white paper project to 
develop and gain approval of a solid WPP, you’ll gain a number of important 
benefits that will greatly increase your chances of reaching the goals you want 
to achieve.

First, developing a White Paper Plan with your chosen writer helps you – the 
marketing manager in charge of the project – engage with that writer and 
define the project. If you’ve never developed a white paper before, this 
planning process will help you understand your responsibilities. Then, the plan 
itself will help you manage the project successfully and avoid nasty surprises 
and delays.

Second, developing a WPP also helps your writer engage with you, 
understand the goals you want to achieve, and assist you in defining the 
project.

Once approved, the WPP helps manage the project. It will even allow the 
writer to take the reins and manage the project for you, if you wish. And it will 
help your writer deliver the project on time and to your satisfaction by speeding 
key processes and minimizing problems and rework.

Benefits of a White Paper Plan

Solution:
The White Paper Plan
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Finally, creating and adhering to a White Paper Plan greatly increases the 
chances your white paper campaign will exceed your expectations and 
please your management. An approved WPP helps you keep your white paper 
project on track, resolve conflicts and minimize risks.

Basically, a White Paper Plan performs four basic functions.

First, it defines the scope of your white paper project. This includes 
defining your marketing objectives for the project, the team that will work on 
the project, and the basic parameters (style, topic, scope, etc.) of the white 
paper itself.

Second, the WPP provides a constant and consistent frame of reference 
for the development team throughout the development process. As mentioned 
earlier, a WPP acts as a constitution for your white paper project, keeping the 
project on the agreed course and all participants on the same page.

Third, a WPP resolves differences before development begins. Having 
the objective, topic, scope and other top-level parameters of your white paper 
clearly defined and agreed to by all stakeholders – before development begins 
– heads off arguments before they can occur. This reduces distractions later in 
the project, and minimizes, if not eliminates, mid-project scope changes and 
their associated scrap and rework.

Fourth, a WPP makes for smoother communication among team 
members. Having a strong WPP in place insures that everyone involved in the 
project shares the same understanding of the project’s scope and objectives. 
This greatly streamlines the interview, writing and review processes for the 
writer.

What a White Paper Plan Does

Think of a White Paper Plan as your 
white paper's “constitution.” Once ratified, 
all decisions affecting the project must be 
in accordance with it.
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The following is an adaptation for marketing managers of CopyEngineer's own 
process for planning white papers for clients. It has been developed based on 
recommendations from other experienced white paper writers and Copy 
Engineer's own lessons learned from developing successful white papers. Its 
flexibility should allow you to adapt it to your own procedures and best 
practices, and you are encouraged to do so.

The most critical member of your white paper development team is your writer. 
And unless you yourself are a writer with experience in crafting modern white 
papers, it is your writer who will do most of the heavy lifting during the 
development process.

Your writer should help you create your white paper plan. You may even want 
your writer to take charge of the planning process, if he or she has experience 
in planning and managing white paper projects. In any case, selecting your 
writer must be your first step.

Decide exactly what you want in a writer. Do you have an in-house writer who 
can handle the job, or do you need to hire a freelancer? Do you want just a 
writer, or do you also want your writer to manage the project for you? Do you 
need specific industry or technical domain knowledge, or is white paper writing 
experience and expertise more important to you? Make a list of the factors 
important to you before you begin your search.

A Proven, 7-Step Process

Step 1:

Having the top-level parameters of your 
white paper clearly defined and agreed to – 
before development begins – heads off 
arguments before they can occur.

Select Your Writer
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Regardless of your specific criteria, the writer you hire should have a thorough 
understanding of the following:

How to plan a white paper project

The strengths and weaknesses of the basic types (formats) of white 
papers

How to craft an effective white paper in the format you need.

Fortunately, an understanding of how to plan a white paper and of the 
strengths and weaknesses of the various white paper formats can be gained by 
studying this white paper. (More on the latter topic can be found under Step 5: 
Get Content Recommendations.) Learning how to craft and effective white 
paper, however, requires a bit of study, practice and experience.

Once you’ve selected your writer, the first question he or she will probably ask 
when discussing your project with you is: What are you hoping to accomplish 
with your white paper project? More specifically:

This question is critical to the success of the project. It is the single most 
important question to answer before starting your white paper. It’s best to give 
it some thought ahead of time. Do you need to:

You may have more than one objective, and that’s fine, but you really need to 
identify your single, most important goal for the project. This will determine 
the type of white paper your writer will create for you (again, more on this in 
Step 5).

Support a product launch?

Generate leads?

Build mindshare for your brand?

Nurture leads through a complex sales process?

Cast doubt on competitors, or respond to their assertions?

Win more head-to-head competitions at the end of the sales process?

Step 2:
Determine Your Business Objectives
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Once you’ve settled on your primary goal, there are a number of additional 
questions you’ll need to answer.

You'll likely want the writer to address the concerns of other interested parties 
(influencers or decision makers, depending on who the primary audience is). 
But try to limit the list to no more than two (one is better), and make sure 
they’re closely related. Trying to address too wide a variety of concerns will 
likely distract the primary audience and make the white paper too long.

If so, what keyword phrases should be investigated or optimized for? 
Remember, your writer needs to know your specific business objectives for the 
project in order to craft the right kind of white paper – and any necessary 
supporting materials – to will meet those objectives. Ultimately, that will 
determine the overall success of your project.

Are you trying to reach an executive or a technical audience?

What is the job function or title of our ideal reader?

What demographic information do we have on this reader (age, gender, 

etc.)?

What psychographic data do we have (attitudes toward our product, etc.)?

Who is the ideal reader for your white paper?

At what point in the sales cycle should the prospect encounter it? 
How will the white paper be distributed?
      Will it be gated or ungated on your website?
      Will it be printed to support trade shows or sales calls?

How will the white paper be used?

Do you have any SEO objectives for the white paper? 

What is your most important goal? 
This is the single most important question 
to answer before starting your white paper.
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Late addition of reviewers who haven’t 
bought into the agreed concept can create 
confusion and drastically slow the review 
process.

Once you’ve determined the objectives for your white paper with your writer, 
you’re ready to put together the rest of your team. Besides your writer, this will 
likely consist of (1) subject matter experts (2) reviewers, and (3) a graphic 
designer or two.

First, choose your subject matter experts (SMEs). Who are the best 
sources of information on the product or topic to be addressed in your white 
paper? Who will your writer need to interview? Try to limit this list to the best 
two or three available, as the more SMEs the writer has to interview, the 
harder it will be to schedule and complete those interviews.

Second, determine who needs to review the white paper. Who needs to 
review the white paper’s technical content? Who will review the paper from 
marketing? From sales? Who needs to approve the final white paper? It’s 
extremely important to establish and freeze this list of reviewers as part of the 
WPP approval process. You need all reviewers to agree to the scope of the 
white paper at the outset of the project. Late addition of reviewers who haven’t 
bought into the agreed concept can create confusion and drastically slow the 
review process.

Finally, you’ll need to decide who will provide the graphic design. Do you 
have a trusted designer who can handle the project? Has he or she done white 
papers before? Will he or she handle both layout and illustrations? If not, you 
may want to consider hiring a freelance graphic designer. If you’re using an 
outside writer, he or she may be able to provide graphic design for an 
additional fee.

In any case, your writer and designer should discuss the project before any 
graphic work is done. Your writer should be able to provide guidelines for 
layout, and he or she should review the final layout and graphics for 
readability.

Step 3:
Assemble the Rest of Your Team
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Next, you’ll want to discuss your schedule needs with your writer, as those 
needs may impact the scope of the white paper. You don’t want to be overly 
ambitious with the content if you have a tight schedule.

Do you have any real world deadlines you need to meet? Do you have a 
product launch or trade show to support? Have you already purchased ad 
space in a trade journal where you want to promote the white paper? Will any 
staff editorial bonuses be affected by delivery? Make these needs known right 
up front.

Of course if your needs are flexible, let your writer know that, too. Hopefully, 
you’ll be planning your white paper well in advance of your need date, as a 
more flexible schedule will allow your writer more time for thoughtful editing 
and is likely to result in a better white paper.

Once you have your own needs out on the table, your writer will be able to help 
you put together a delivery schedule for the project. Deliverables (milestones) 
for a typical white paper project will include:

The schedule for these deliverables should take into account not only the time 
the writer needs to produce each deliverable, but should also factor in time for 
review cycles. Note that the “draft” milestone here is not a “rough” or 
“preliminary” draft, but represents the writer’s best effort (and probably 
numerous editing cycles) prior to review.

White Paper Plan (WPP)

Outline (submitted for approval before the draft begins)

Draft (submitted for review and approval)

Revisions (requested following review)

Layout and Illustration

Step 4:
Agree on Schedule and Deliverables
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Planning your white paper well in advance 
will allow your writer more time for 
thoughtful editing and will likely result in 
a better white paper.

As part of the approval process of the WPP, the team members identified in 
Step 3 should confirm their availability to support those phases in which 
they’re involved.

Now that your writer knows your objectives and schedule needs, it’s time for 
him or her to provide you with some recommendations on what your white 
paper should look like when it’s finished. Naturally, you may already have a 
subject in mind for your white paper, but the writer should base his 
recommendations not only on topic, but also on the objectives and constraints 
you’ve laid out.

The purpose of this section is to gain approval of the plan by all stakeholders. 
Everyone will be able to see what they’re agreeing to, and what they’ll be 
working toward during development.

The writer’s first and most important recommendation will likely be the 
type of white paper he or she will produce for you.

The vast majority of marketing white papers either fall into one of three major 
archetypes – categories of white papers – or a combination of two of those 
archetypes. The reason this choice is so important is that each of these white 
paper archetypes is far stronger than the others in different phases of the sales 
cycle and for achieving different marketing objectives.

Step 5:
Get Content Recommendations
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The writer’s first and most important 
recommendation will likely be the type of 
white paper he or she will produce for you.

The three white paper archetypes – or flavors, as Gordon Graham, author of 
White Papers for Dummiesvi likes to call them – are:

The problem/solution white paper explores a nagging industry problem and 
offers a new and better solution. This is the best type of white paper for 
building recognition for your company, educating journalists, analysts and 
bloggers, as well as your sales team and channel partners, and for generating 
leads early in the sales cycle.

A backgrounder provides detailed information on a new technology or product, 
often in terms of its features and benefits. Backgrounders are best used for 
supporting product launches and for customer evaluations at the end of the 
sales process.

A numbered list, as the name implies, is a numbered list of points relevant to 
a given topic. White papers of this type are easily identified by numbers in 
their titles, which often take one of the following (or similar) forms:

Pure numbered lists are generally the quickest and easiest white papers to put 
together. They are also the most versatile and flexible. They can be used 
effectively for nurturing leads in the middle of the sales process, casting 
doubt on competitors, or taking a controversial stand to gain publicity for your 
brand.

Problem/Solution

Backgrounder

Numbered List

5 Questions to Ask When...
6 Things Every Marketing Manager Needs to Know About...
7 Best Practices for Achieving...
8 Deadly Errors to Avoid...
9 Tips for Better... (etc., etc.)
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The numbered list can also be combined with either the problem/solution or 
backgrounder archetype to create a hybrid form. The white paper you are 
reading right now, for example, is a problem/solution-numbered list hybrid.

If you would like more detailed information on the different white paper types, 
you may want to read the following article: The 3 Types of White Papers and 
When to Use Each One.vii

Possible Titles

Each of these archetypes is far stronger 
than the others in different phases of the 
sales cycle and for achieving different 
marketing objectives.

Discuss with your writer any ideas you have for the topic and title of your 
white paper.

The single biggest factor in your prospect’s decision to read your white paper 
is the white paper’s title. Your writer will work hard to craft the most 
compelling title he can for you. So he or she will probably want to suggest 
some possible draft titles and get feedback from the rest of the team during 
the planning stage.

Call to Action
What do you want your ideal reader to do after she has read your white paper? 
What is the next step she should take in the sales process?

Put this in your white paper plan (in rough draft form). Those who review and 
approve the plan will want to know how the white paper is going to coax the 
prospect further down the sales funnel.

And be specific. Don’t just send prospects to your home page where they can 
begin to wander around, get distracted and get lost. Instead send them to a 
specific page where they can get directly related information. Encourage them 
to take a next step that will lead them closer to a sale.
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The single biggest factor in your prospect’s 
decision to read your white paper is the 
white paper’s title.

Overview of Contents
If you have definite ideas about what you want in your white paper, be sure to 
discuss these with your writer. Then, let him summarize those in the plan. Or 
simply let your writer come up with a basic proposal for the white paper’s 
contents based on the needs you’ve discussed.

In any case, don’t expect a detailed outline in the WPP. It’s too early for 
that. A detailed outline can’t be put together until after the writer does 
thorough research and interviews your SMEs.

Remember, the WPP is only a plan, not the white paper itself.

Your call to action for prospects with an immediate need – your hard offer – 
will invite them to contact your sales team. Encourage these prospects to call 
to discuss their specific needs or to arrange a demonstration or your product.

The call to action for those with a possible future need – your soft offer – will 
not ask the prospect to speak with a salesperson. They’re not ready for that 
yet. Instead the soft offer will direct the prospect to further information related 
to your product. It could direct them to the product page on your website, to 
an online video or interactive demo, or even to another white paper. You might 
even provide a choice of soft offers to cater to different interests or different 
types of prospects.
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stages of the buying cycle – regardless of the phase you intended it for. In 
general, this means you’ll want to have multiple calls to action: different calls 
to action for different phases of the sales cycle. In practice, you can make this 
simple by dividing your prospects into two groups – those who have an 
immediate need for your product or service, and those with no immediate need 
– and providing two calls to action.



Step 6:

Along with your objectives, your team, your schedule and your writer’s content 
recommendations, you’ll want to document any other important factors that 
may impact the project.

What follows is a list of examples. Which factors you document will depend on 
your particular situation.

Marketing Strategy
Where does this paper fit into your overall marketing plan?

Promotional Plan
How do you plan to promote this white paper? What additional content 
(landing page, press release, blog posts, tweets, email blasts, etc.) will you 
need for your white paper campaign? Talk this over with your writer. A 
freelancer may offer discounts on projects bundled with a white paper.

Supporting Documentation
The most convincing white papers present a preponderance of third-party 
evidence and other proof points that support their argument. As Gordon 
Graham says, "Strong evidence creates affinity with the reader, strengthens 
your claims, and proves that your white paper is more than one vendor's 
opinon." viii So, once you've decided on a topic for your white paper, it's always 
a good idea to take stock of any such evidence you may already have on hand. 
This is an area where you, your marketing team and your SMEs can lend your 
writer – especially an outside writer – a gigantic helping hand.   

Document Other Important Factors
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"Strong evidence creates affinity with 
the reader, strengthens your claims, 
and proves that your white paper is 
more than one vendor's opinion."
- Gordon Graham, That White Paper Guy

Competitors
Who does the writer need to investigate? What are the strengths and 
weaknesses of their offering, relative to ours? What assertions do they make 
that need to be refuted in our white paper?

Corporate Design Template
Does your company use one? Can it be tweaked if it is inappropriate for this 
white paper?

Spelling and Style Notes
Should U.S. or UK spellings be used? Is there an editorial style guide that must 
be followed?

Translations
If the white paper will be translated into different languages, the writer should 
be informed, as it will affect his writing style. He’ll want to use shorter, simpler 
sentences with no contractions. He’ll also need to pay careful attention to his 
choice of metaphors, to make sure they will be understood in all target 
languages and cultures.

How To Plan A White Paper
A Proven 7-Step Process for Minimizing Headaches and Maximizing ROI

www.copyengineer.com © 2016 CopyEngineer | Page 19



What to Look For in a White Paper Writer
If this is your first white paper or if you’ve had difficulty with past white paper 
projects, you may want to seek the help of a freelance white paper writer.

Notice I said “white paper writer,” rather than copywriter.

While most white paper writers also write promotional copy, most freelance 
copywriters have little or no experience writing white papers. Hiring a skilled 
white paper writer rather than just any copywriter is important for two reasons.

Step 7:

The final step of the process is to distribute your white paper plan for review 
and approval. This step can be very simple or very complex, depending on the 
size of your organization, but approval of the plan should signify the following:

All stakeholders agree upon and accept what the development team will 
be working toward

Changes to the team will not alter the plan (new team members accept 
the approved plan)

The plan will be the primary reference (final arbiter) in settling any 
disagreements that may arise regarding the objective, scope and content 
of the white paper.

Remember, the WPP is like a constitution for the development of your white 
paper. Its purpose is to keep everyone pointed toward the same goal and to 
defend the rights of all involved. It may also be a binding agreement, if you’ve 
hired a freelance writer. So, approval of a WPP is like the ratification of a 
constitution, and an approved WPP shouldn’t be amended without careful 
consideration and due process.

Gain Approval of the White Paper Plan
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Remember, the WPP is like a constitution 
for the development of your white paper. 
Its purpose is to keep everyone pointed 
toward the same goal and to defend the 
rights of all involved.

Besides experience in planning and writing white papers, there are at least two 
more things you’ll want to look for.

First, you should make sure your writer knows the strengths and weaknesses 
of the different white paper archetypes we discussed earlier (in Step 5 of the 
process). You can discover this quickly by asking what type of white paper the 
writer would recommend, based on the objectives you’ve laid out for him.

Second, your writer must be able to understand and write about your offering. 
Does he have an adequate technical background? Will he be able to communi-
cate efficiently with your SMEs? Will he be able to communicate effectively 
with your target audience? This doesn’t mean the writer must be an expert in 
your field or even have previous experience in your industry. But you will want 
to feel confident the writer’s learning curve will not cause a significant delay in 
the project.

Finally, if you would like additional tips on choosing a white paper writer, see 
CopyEngineer’s “what to look for” guide, 7 Questions to Ask When Hiring a 
White Paper. You should have received that white paper along with the one 
you're reading right now.
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The first reason is that many copywriters try to write white papers using the 
same techniques and writing style they use in writing promotional copy. As 
mentioned earlier (page 4), doing so will invariably spell disaster for a white 
paper campaign.

The second reason is that most of the heavy lifting on a white paper project falls 
to the writer. You’ll want your writer to be able to not only handle the writing of 
the white paper, but also help with – and most likely take charge of – the white 
paper’s planning, as well.



Conclusion
Like all large, complex projects, white papers require careful planning if they are 
to achieve the objectives set for them. White paper projects benefit from 
documentation of that planning in the form of a White Paper Plan.

The 7-step WPP development process described in this white paper will enable 
you to quickly build an effective White Paper Plan that gains prompt acceptance 
and approval from both team members and company executives.

A well-constructed WPP will keep all parties involved in the development of your 
white paper focused on the same objectives. It will settle disagreements before 
they become problems. What's more, a good WPP will increase the probability 
your next white paper will be produced on time, approved quickly, and deliver 
the results you desire.

About CopyEngineer
CopyEngineer has written many successful white papers for technology 
companies in a variety of sectors, including semiconductors, requirements 
engineering, aerospace and automotive testing.

CopyEngineer offers a white paper planning service which enables customers to 
get a White Paper Plan developed quickly, at a reasonable cost, and with no 
obligation to contract for the full white paper, while also allowing them to 
discover what it’s like to work with CopyEngineer.

If you then decide to hire CopyEngineer to write your white paper, CopyEngineer 
will credit the amount you paid for your WPP toward the purchase price of your 
white paper.

To discuss a possible white paper project and putting together a White Paper 
Plan, call CopyEngineer at (+39) 011 569 4951. You can also contact me via 
Skype (at CopyEngineer), or send an email to info@copyengineer.com.

If you would like more information on how to make your white papers more 
effective, be sure to request our special report: 10 Common Mistakes that Kill 
White Paper ROI, at http://www.copyengineer.com/10-common-mistakes/.
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