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The very small body of existing literature on content marketing consistently echoes the 
refrain that more research must be undertaken on the topic. My research, published since 
2013, comprises the largest body of work on digital content marketing and content strategy. I 
have conducted and published more marketing-oriented research on digital content than 
anyone else in the field. Current literature examines content in narrow tranches, such as by 
platform or industry vertical. My research considers content as a practice, discipline, and 
strategic approach to marketing unto itself. 
 
This work provides an overview of digital marketing’s evolution and illustrates how it has 
diverged from initial expectations and offline corollaries: from advertising-centric marketing to 
new models in which advertising and media buying is either absent from the equation or 
constitutes a smaller proportion of strategy, which has shifted to owned and earned content 
models. 
 
My exploratory studies are collectively a holistic examination of content strategy and content 
marketing: creative and form factors, content’s intersection with other marketing forms, the 
evolution of technologies from publishing tools to more sophisticated applications of artificial 
intelligence (AI), Beacons, and sensors; the institutional and organisational challenges 
inherent in shifting organisations to become publishers and producers; and new forms of 
metrics and analytics. 
 
My research encompasses the following five areas: 
 
1. People: How executives, employees, and consumers ideate, create, publish, amplify, and 
consume content. 
2. Organisational Ecosystem: The roles played by brands, agencies, and technology 
vendors. 
3. Technology: I have mapped and created a framework for content technology, assessing 
how content technology relates to and integrates with other marketing technologies as well 
as with enterprise software. 
4. Strategy and Process: How content is conceived, created, disseminated, and functions 
within the paid, owned, and earned ecosystem as well as within the real- and near real-time 
enterprise demands. 
5. Measurement: I developed a framework of ‘metrics that matter’ for content, relating 
content performance to enterprise strategy rather than the ‘soft metrics’ of likes and shares. 
 
Marketing that entertains, educates, informs, or provides utility meets consumer needs. This 
increases with the evolution of technology. Content (and marketing) now bleeds off screens 
and begins to permeate the physical world as everyday objects become ‘smart’ and imbued 
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with content. Content is learning how to create itself, primarily via AI. My research scrutinises 
the implications of this evolution and content’s future state for consumers, brands, and 
businesses. 
 
Much of this work consists of firsts: the first research-based definitions of content marketing 
and content strategy; the first detailed study of content technologies and how they interrelate 
with other marketing and enterprise tools; the first research on native advertising and real-
time marketing; the first research on where content resides within the enterprise 
(organisationally, globally, and interdepartmentally); and the first research on meaningful 
content measurement. While these areas are constantly evolving, my work provides the 
baselines and benchmarks to inform future research in the field. 
 
Key words/phrases: content marketing; content strategy; digital marketing; digital media 
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Chapter 1 Introduction 

1.1 Introductory Notes 

This thesis for the degree of Doctor of Philosophy on the basis of published work is based on 

research I have led or co-led and published between 2013 and 2018. 

My research in digital content marketing and content strategy is informed by a 40-year 

career in media (film, television, print, and digital), balanced between critical analysis of the 

sector as a journalist, editor, and research analyst as well as a practitioner. I have held 

executive roles at multinational traditional media companies in print and broadcast as well as 

held leadership roles at digital media start-ups. As such, I have scrutinised content’s 

transition from print and broadcast formats to digital and critically observed how consumers 

and brands alike have seized “the means of production” (Marx, 1845), transitioning into 

prolific content producers themselves. 

My body of research on digital content marketing and content strategy submitted with this 

thesis forms the largest and most definitive body of work on these topics. I have conducted 

and published more research on digital content than anyone else in the field, albeit as a 

research analyst at respected independent Silicon Valley research firms and as a book 

author. While I have taught at the postgraduate level at several institutions, my research has 

not been published in an academic context. 

I have chosen 16 publications to submit as part of this thesis (see Appendix I) from my 

complete list based on their quality (see section 2.2 for quality based on citations and public 

reception), thematic coherence (see section 3.1 for thematic and methodological 

interrelationships among the publications), and demonstration of a significant and sustained 

contribution to knowledge (see section 3.4). 

This introductory chapter summarises and contextualises the importance of content 

marketing and content strategy as a valid field of study (section 1.2) and contains a 

statement of the research aims and objectives of this thesis (section 1.3). The thesis 

structure is outlined (section 1.4) and the publications part of this thesis are listed with 

reference to its genesis (section 1.5). 

1.2 A Case for the Study of Content Marketing and Content Strategy 

The phrase “content is king” has come to be considered an internet meme, widely attributed 

to Bill Gates (Bailey, 2010). Yet the familiar phrase was common parlance in “old media,” 
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used by Viacom CEO Sumner Redstone (1994). The term was first used by historian A. 

Wyatt Tilby in 1911. 

Content marketing has numerous definitions (Hollebeek and Macky, 2018, p. 29). Reduced 

to its essence, it can be defined as the practice of creating and publishing media for 

marketing purposes rather than “renting” advertising time or space (Lieb, 2012). Content 

marketing is certainly not a new practice; it is as old as media itself. Benjamin Franklin’s 

Poor Richard’s Almanack was created in 1732 to promote his own printing business. John 

Deere’s magazine The Furrow has been promoting that company’s farm equipment since 

1895 (Sankar, 2017). Well over a century later, the publication still thrives in multiple 

languages as well as in multiple new digital formats, such as podcasts. 

The rise of digital technologies and publishing platforms has enabled a rapid and massive 

shift from paid (media) marketing channels to ‘owned’ ones: websites and social media 

platforms marketers can control within a templated environment, such as Facebook, 

LinkedIn, and YouTube. This shift, central to my research, is due to a variety of factors: the 

rise of digital media, and correspondingly digital media channels; a shift in consumer media 

consumption habits; the growing inefficiencies of digital advertising; reduced costs of content 

marketing, given that media buys are subtracted from the financial equation; and finally, the 

substantially lower barriers-to-entry of creating and publishing content digitally. 

Correspondingly, content marketing and its corollary, content strategy (the planning, 

development, and management of content) have become firmly embedded within the 

broader discipline of digital marketing. Enterprises increasingly have their own in-house 

content marketing departments or divisions as do public relations firms and advertising 

agencies. There has also been a rise in agencies devoted exclusively to content marketing. 

An ever-expanding variety of software, from enterprise solutions by large players such 

Adobe and IBM to solutions by start-ups, has created a new niche in the marketplace. 

Finally, as marketing seeks to become integrated and to reinforce messaging across 

devices, channels, media, and even things, the concept of content as a foundational element 

of marketing becomes increasingly dominant across not only ‘owned’ media channels, such 

as web sites, but also hybrid forms of marketing that combine paid, owned, and earned 

media (Lieb and Owyang, 2012), such as native advertising, real-time marketing, digital 

public relations, and social media advertising. Content not only underpins these emerging 

forms of marketing, it also governs them. 

As on-the-horizon technologies such as the Internet of Things (IoT), Beacons, sensors, and 

artificial intelligence (AI) enable placing layers of content on nearly everything and also 
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enable hyper-contextual and hyper-personalised content that can literally create itself, 

content becomes even more critical, not just in marketing but also in specific industries (e.g., 

media and legal) and across the organisational lines of business (e.g., business intelligence, 

hiring and recruiting, and product research and development ). Content’s role and 

significance is increasing exponentially. 

1.3 Research Aims and Objectives of This Thesis 

As content marketing and content strategy become pillars of digital marketing, my research 

interests encompass the following aspects of the disciplines: 

1. Explore the best practices, both in terms of marketing efficacy and the underpinning 

ethical (and by extension, potential legal) concerns. 

2. Identify and define terminology and practices to clarify discussion and scholarship. 

3. Study the ecosystem of content, particularly concerning enterprises, agencies, 

platforms, and technology vendors, but also explore other lines of business within the 

enterprise that are or can be impacted by content marketing practices. 

4. Explore systems of metrics that can be applied to content, that are meaningful to the 

enterprise, and that correspond to goals. 

5. Examine and map the technology that enables content and contextualise it in relation 

to the broader ‘marketing cloud’ as well as enterprise software. 

6. Assess and map content’s role in on-the-horizon technologies, e.g., AI, IoT, Beacons, 

and sensors. 

1.4 Thesis Structure 

This thesis is developed over three chapters, integrating the 16 publications submitted with 

this thesis. These chapters are complemented by three appendices. 

This first chapter introduces and contextualises the topic, justifying its choice and relevance, 

and defining aims and objectives. Chapter 2 is a literature review. It critically examines the 

existing academic research on content marketing and related practices and conducts a gap 

analysis, describing the areas in which my research fills those gaps and therefore 

contributes to the knowledge in the field. Additionally, my methodologies are described. 

Chapter 4 explores the public reception of my work as well as summarises citations. 
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Appendix I comprises the 16 publications that are part of this thesis and listed in the 

following section, as well as additional books I have authored; Appendix II contains samples 

of my research tools and instruments; and Appendix III presents the required statements and 

declarations that fulfil the Anglia Ruskin University Research Degree Regulations 

(September 2019), namely regarding the items c), d), e), and f) of point 4.1 of its part B. 

1.5 Genesis and Chronology of the Publications Used as Part of This Thesis 

Congruent with the concept of PhD by published work, an academic path has not led to this 

endeavour, but rather four decades of professional experience in media industries, 

overwhelmingly in deeply specialised inquiry and domain expertise as a journalist and editor 

focused on digital marketing and advertising, as a research analyst covering the same 

sector, and as an author. I have relentlessly surveyed the media landscape in general, and 

digital marketing and media in particular, since its inception. I have published prolifically on 

media since the early 1980s. 

My undergraduate degree is in art history with a minor in Greek philology. This was followed 

by postgraduate work in film history and theory. Further pursuits in academia were not 

financially feasible. My early career was in feature film marketing as well as in film and 

media journalism (for example, Variety, The New York Times, The Guardian, and The Wall 

Street Journal). Working as bureau chief for the leading entertainment industry trade 

publication at the time, Variety, immersed me in television coverage. Later, as head of global 

marketing for Universal Television and Networks Group, I oversaw marketing for The SciFi 

Channel. This position provided an opportunity to work on digital content, media, and 

marketing campaigns with advertisers and audiences in the mid-1990s at the inception of the 

commercial internet. I never looked back. 

This begat several years of working for early internet start-ups in media, marketing, and 

branding. In the early 2000s, I returned to journalism full time, becoming editor-in-chief of 

The ClickZ Network, at the time the leading network of sites related to digital marketing, 

advertising, and search, amounting to eight years of a deeply intensive and immersive 

education in a rapidly evolving field. This continued as I opened and ran the U.S. operations 

of Econsultancy, a prominent British trade publisher, also focused on education and 

research around digital transformation. During this time, I became involved with 

postgraduate teaching as well as helping to establish postgraduate digital marketing and 

publishing curricula, first at the New York University School of Publishing and later at Hult 

Business School (U.K., U.S., China, and Dubai). 
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After overseeing research on digital marketing and transformation, first at The ClickZ 

Network, which acquired Jupiter Research, and later at Econsultancy, I transitioned to the 

role of analyst full time. At this point, I had published my first two books on digital marketing: 

the first was on search, and the second was one of the first books on content marketing. At 

The Altimeter Group, a prominent independent Silicon Valley research firm, I covered digital 

marketing and media. It was there that I led or co-led the bulk of research submitted with this 

thesis (see Appendix I). Later, after The Altimeter Group was acquired, I founded a research 

consultancy called Kaleido Insights with three former Altimeter colleagues, where I continue 

to publish. I have also continued to teach, most recently two postgraduate modules at 

Harbour Space University (Barcelona): content marketing and content strategy. These 

intensive postgraduate modules are based on my published research. 

This PhD by published work is undertaken at the end of a career spent microscopically 

observing the growth and impact of the digital marketing and media landscape. As I sunset 

my activities as an analyst, author, journalist, editor, and executive, my goal is to spend 

more time teaching at the postgraduate level. A doctorate will enable my goal to pass on my 

work, learnings, and experience. I also hope it will help bridge the very deep divide between 

practice and academic work in the field. 

1.6 List of Publications Submitted as Part of This Thesis 
Item 
No. 

Author(s) Year Title Publisher Research 
Type 
(Section 3.1) 

Summary 

1 Lieb, 
Rebecca 

2012a Content: The 
New 
Marketing 
Equation 

Altimeter 
Group 
 

Definition 
Research/Be
st Practices 

This work 
contains the 
first research-
based 
definition of 
content 
marketing and 
examines the 
requirements 
for 
organisations 
to shift 
marketing to 
more content-
centric 
models by 
providing a 
framework of 
organisational 
content 
maturity. 
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2 Lieb, 
Rebecca 
and 
Owyang, 
Jeremiah 

2012b The 
Converged 
Media 
Imperative: 
How Brands 
Must 
Combine 
Paid, Earned 
and Owned 
Media 

Altimeter 
Group 
 

Definition 
Research/Be
st Practices 

This research 
was the first 
to note and 
define the 
convergence 
of paid, 
owned, and 
earned 
media. It 
examines 
how 
marketers can 
find and 
harness the 
right 
media along a 
highly 
dynamic 
customer 
journey. 

3 Lieb, 
Rebecca 

2013a Defining and 
Mapping the 
Native 
Advertising 
Landscape 

Altimeter 
Group 
 

Definition 
Research/Be
st Practices 

The term 
‘native 
advertising’ 
rapidly 
became 
endemic in 
digital 
marketing 
circles with 
little effort to 
understand 
what it is. 
Clarity and 
definition 
were called 
for. This 
research 
addresses the 
following: 
What is native 
advertising 
and, by 
extension, 
what is it not? 
It also 
attempts to 
map product 
offerings and 
looks at risks, 
rewards, and 
ethical 
concerns. 

4 Lieb, 
Rebecca 

2013b Organizing 
for Content: 
Models to 

Altimeter 
Group 

Best 
Practices 

Despite an 
overwhelming 
trend toward 
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Incorporate 
Content 
Marketing 
and Content 
Strategy in 
the 
Enterprise 

content 
marketing and 
the need to 
continually 
feed an ever-
increasing 
portfolio of 
content 
channels and 
formats, most 
organisations 
have not yet 
addressed 
content on 
either a 
strategic or 
tactical level. 
This research 
explores 
scalable 
organisational 
models for 
addressing 
content needs 
across the 
enterprise 
and makes 
recommendati
ons for a 
holistic 
programme. 
 

5 Lieb, 
Rebecca 

2013c Real-Time 
Marketing: 
The Agility to 
Leverage 
‘Now’ 

Altimeter 
Group 
 

Definition 
Research/Be
st Practices 

Real-time 
marketing 
(RTM), the 
strategy and 
practice of 
reacting with 
immediacy in 
digital 
channels to 
external 
events and 
triggers, has 
been steadily 
growing in 
use and 
popularity. All 
marketing 
organisations 
must consider 
to what 
degree they 
will function in 
real time. This 
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research 
explains the 
benefits of 
RTM, outlines 
business 
cases to 
which it can 
be applied, 
and identifies 
best practices 
and steps to 
foster RTM 
readiness. 

6 Lieb, 
Rebecca 

2014a Why Context 
Is Essential 
to Digital 
Marketing 

Altimeter 
Group 
commissi
oned by 
SDL 

On-the-
horizon 
technology 

This research 
describes the 
types of 
contextual 
marketing, the 
elements of 
context, and 
the technical 
requirements 
for execution 
as well as 
looks at the 
future of 
context in 
digital 
marketing. 
 

7 Lieb, 
Rebecca 

2014b A Culture of 
Content 

Altimeter 
Group 

Sector 
Cartography/
Best 
Practices 

This work 
provides a 
framework for 
how 
organisations 
of any size 
can establish, 
evangelise, 
and foster a 
culture of 
content. 
Research 
addresses the 
problem of 
how 
organisations 
can ideate 
and create 
content for 
marketing 
purposes, 
which 
requires 
participation 
from across 



  9 

the 
enterprise. 

8 Lieb, 
Rebecca 

2014c The Content 
Marketing 
Software 
Landscape: 
Marketer 
Needs and 
Vendor 
Solutions* 

Altimeter 
Group 
 
*includes 
daughter 
artefacts: 
 
2014c.1 
Content 
Marketing 
Software 
RFP 
2014c.2 
Content 
Marketing 
Vendor 
RFP 
Template 
 

Sector 
Cartography 

The content 
marketing tool 
landscape is 
crowded, 
rapidly 
changing, and 
highly 
inconsistent. 
Evolution and 
change are 
rapid. 
Marketers 
struggle to 
select not 
only the right 
tools for their 
own content 
marketing 
needs, but 
also solutions 
that integrate 
with 
enterprise, 
process, and 
platform 
concerns. 
This report 
helps 
marketers 
make 
informed 
buying 
choices by 
mapping eight 
needs 
scenarios to 
the existing 
vendor 
landscape. 
Two related 
artefacts help 
marketers 
assess their 
own needs 
and create a 
request for 
proposal 
(RFP). 

9 Lieb, 
Rebecca 

2015a From Web 
Traffic to 
Foot Traffic: 

Altimeter 
Group, 
commissi

Best 
Practices 

Research on 
driving 
customers 
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How Brands 
and Retailers 
Can 
Leverage 
Digital 
Content to 
Power In-
Store Sales 

oned by 
Cofactor 
Digital 
 

into physical 
stores with 
digital content 
and media 
and 
influencing 
their decision 
to take action 
once they are 
there. 
 

10 Lieb, 
Rebecca 
and 
Etlinger, 
Susan 

2015b Content 
Marketing 
Performance: 
A Framework 
to Measure 
Real 
Business 
Impact 

Altimeter 
Group 
 

Sector 
Cartography 
/Best 
Practices 

Content 
strategists 
and digital 
marketers 
struggle to 
select the 
right metrics 
and frequently 
opt for 
measuring 
volume rather 
than impact 
when impact 
metrics are 
too complex 
to measure or 
the required 
data or tools 
are not 
available. 
This research 
lays out a 
framework for 
measuring the 
impact of 
content 
across the 
business and 
includes a set 
of case 
studies and 
recommende
d metrics to 
enable 
content 
strategists to 
approach 
measurement 
at the outset, 
rather than at 
the 
conclusion, of 
their content 
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development 
initiatives. 
 

11 Lieb, 
Rebecca 

2016a Contextual 
Campaigns: 
Context, 
Content, and 
Consumer 
Connections 
in a Post-
Screen World 

Conglomo
tron LLC 

On-the-
horizon 
technology 

 Research 
examining 
marketing and 
content 
marketing, in 
what some 
term the 
‘phygital’ 
world of 
Beacons, 
sensors, and 
the Internet of 
Things. 
Contains best 
practices, 
risks, rewards 
and case 
examples of 
content and 
consumer 
connections 
that are 
everywhere 
and can 
permeate 
almost 
anything. 
 

12 Lieb, 
Rebecca 

2016b The Eclipse 
of Online Ads 

commissi
oned by 
ScribbleLi
ve/Visual.l
y 

Best 
Practices 

Research on 
the declining 
efficacy of 
digital 
advertising 
and the 
concurrent 
rise of owned 
and earned 
content 
strategies. 
 

13 Lieb, 
Rebecca 
with 
Szymans
ki, Jaimy 

2017a Content: The 
Atomic 
Particle of 
Marketing 

Kogan 
Page 

Book based 
on published 
research 

A 
compendium 
of the 
previously 
published 
research, 
rewritten in 
book form. 

14 Lieb, 
Rebecca; 
Groopma

2017b Three 
Macrotrends 
Impacting the 

Kaleido 
Insights 

Best 
Practices 

 Research 
that identifies 
and analyses 
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n, 
Jessica; 
Owyang, 
Jeremiah; 
and 
Szymans
ki, Jaimy 

Journey to 
2030 

three 
macrotrends 
that will 
impact 
humans, 
organisations, 
and 
ecosystems in 
the coming 
decade and 
beyond. 
 

15 Lieb, 
Rebecca 
and 
Groopma
n, Jessica 

2018a Automated 
Content: How 
Artificial 
Intelligence 
Impacts 
Content 
Throughout 
the 
Organization 

Kaleido 
Insights 

On-the-
horizon 
technology/ 
Sector 
Cartography; 
Definition 

Content can 
now not only 
write itself, 
but images, 
videos, and 
other forms of 
communicatio
n can also be 
created with 
little or no 
human 
intervention. 
Artificial 
intelligence 
(AI) drives 
this trend, but 
other 
technologies 
are also 
involved. The 
implications of 
automated 
content go far 
beyond 
marketing into 
numerous 
lines of 
business that 
will be 
impacted by 
this trend, as 
will industries 
such as news, 
media, 
finance, and 
energy. 

This research 
defines 
automated 
content; 
presents a 
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portfolio of 
use cases; 
and discusses 
opportunities, 
risks, and 
rewards of 
automated 
content as 
well as its 
future state. 

 
16 Lieb, 

Rebecca 
2018b Global 

Content 
Strategy: 
This Is Going 
to Be Big! 

Kaleido 
Insights 

Best 
Practices 

Enterprises 
are still in the 
early stages 
of integrating 
content 
strategy as a 
discipline into 
marketing, 
operations, 
and 
technology. 
Multinationals 
face a more 
complex 
challenge: 
scaling 
content 
across 
borders, 
languages, 
cultures, and 
teams. This 
research 
examines the 
related 
challenges 
and provides 
best practice 
recommendati
ons. 
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Chapter 2 Literature Review and Research Summary 

2.1 Literature Review 

A constant refrain in the extant academic research on content marketing, in the work that 

does exist, is the fact that there is scant academic research on the topic, despite significant 

practitioner interest, “resulting in an important knowledge gap” (Hollebeek and Macky, 2019, 

p. 29). Müller and Christandl (2019) echo this same sentiment. The first academic, peer-

reviewed study on business-to-business (B2B) content marketing was not published until 

2014 (Holliman and Rowley, 2014). All the above-referenced work stresses a need for 

research in the area of content marketing. While “content strategy” is an industry standard 

term and the subject of no shortage of books and trade journal articles, there exists no 

academic literature or research around the topic. 

This literature review was conducted via digital search, given the fair assumption that any 

academic literature published around these purely digital topics would be available 

electronically. Peer-reviewed academic journals were searched during the months of 

November and December 2020 using the following terms: ‘content marketing,’ ‘content 

strategy,’ ‘paid, owned, earned,’ ‘native advertising,’ ‘content metrics,’ ‘content 

measurement,’ ‘real time marketing,’ ‘content and AI/artificial intelligence,’ ‘automated 

content,’ ‘contextual content,’ ‘content + enterprise/organization,’ ‘content + 

Beacons/sensors,’ ‘digital/online advertising effectiveness,’ ‘content marketing 

software/technology.’ When this last search yielded zero results, I searched for the names of 

vendors exclusively servicing this area (e.g., Content.ly, NewsCred), again with no results, 

leading me to conclude no academic research exists in the technology sector of this 

discipline. 

In a survey of extant digital marketing research, the terms ‘content marketing,’ ‘content 

strategy,’ and ‘native advertising’ are not canvassed (Lamberton and Stephen, 2016). 

Content marketing is mentioned (Lamberton and Stephen, 2016, p. 162) as only existing in 

the context of social media, disregarding owned and paid channels. This trend continues. A 

recent overview of digital marketing literature (Krishen et al, 2021) references virtually every 

digital marketing channel and platform, save ‘digital content marketing’ (p. 183). Yet the 

authors discuss the evolution of content co-creation on social media platforms as well as 

consumer content creation, going on to say, “inherent in any study regarding DM [digital 

marketing] is the content itself (information/data)” (p. 193), yet without citing any literature in 

this regard. 
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Citations in the extant body of research (e.g., Bu, Parkinson and Thaichon, 2020; Lou, et al., 

2019; Hollebeek and Macky, 2019; Wang, Malthouse et al., 2019; Holliman and Rowley, 

2014) are overwhelmingly non-academic. These include industry trade publications (e.g., 

Econsultancy; it is worth noting that I earlier founded and ran that company’s U.S. 

operations); for-profit research and conference organisations (e.g., The Content Marketing 

Institute), software vendors conducting their own content marketing initiatives (e.g., 

Outbrain), and books by consultants and prominent conference speakers (e.g., Handley, 

Pulizzi, Wuebben, Rose, Halvorson and Rach, Baer, Peppers and Rogers). This latter cohort 

would also include my work, differentiated by the fact that it is the only research-based work 

in the cohort, excepting an annual survey from The Content Marketing Institute on content 

marketing trends and spend in the B2B and business-to-consumer (B2C) sectors. 

Similarly, adjacent categories of my research such as native advertising best practices are 

hardly examined in academic literature. The one journal article on native advertising best 

practices (Campbell and Marks, 2015) cites industry, technology, and business media 

sources and no academic work. 

Also frequently cited are more dubious sources of information, such as now-defunct 

company blogs (e.g., ozcontent.com) and open-platform media (e.g., Steimle, 2014). This 

pattern is indicative of woefully inadequate source vetting. While there is, of course, a wealth 

of authoritative online self-published work, obscure (now failed) companies and contributors 

are as uncredentialed as they are biased. The sources cited in the previous paragraph are, 

of course, similarly employed directly or indirectly as advisers, consultants, and technology 

providers. However, they also enjoy legitimacy as book authors, legitimate publishers, high-

profile speakers, and as practitioners of repute. 

Searching the extant research is muddied as the term ‘digital content marketing’ in peer-

reviewed academic journals refers to the marketing of digital content products, such as 

articles, videos, and games (Koiso-Kanttila, 2004; Swatman, Krueger and van der Beek, 

2006; Rowley, 2008). Digital content strategy has not been addressed at all as a topic in 

academic research. Rather, the term applies only to the publishing issue of “how much 

should be free?” (Halbheer, et al., 2014). 

There is a narrow understanding of content marketing’s purposes in extant academic 

research. That content should “help” rather than “sell” (Holliman and Rowley, 2014) 

disregards hedonic motives, that is, content designed to entertain, create awareness and 

affinity, facilitate sharing, and aid in branding, awareness, or other forms of message 
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amplification. Hollebeek and Macky (2019) claim content is only intended to produce sales in 

the long rather than short term, a claim that is both unsubstantiated and fallacious. 

Most academic content marketing research is highly data driven and focuses narrowly on 

social media channels with very little regard for content’s role in owned or paid media. This 

fragmented approach cannot be broadly applicable to the content landscape (Lamberton 

and Stephen, 2016).  

Myopic approaches abound, such as on content created for a single purpose on a single 

channel (Lou, et al., 2019; Mazerant, et al., 2021), or in extraordinarily narrow vertical with 

little external applicability, such as “Content and Iranian commercial saffron corporations” 

(Rahimnia and Hassanzadeh, 2013). A focus solely on website copy does little to drive 

broad understanding and ignores “reservoirs of relevance” (Li and Kannan, 2014). 

Numerous sub-disciplines related to content marketing and content strategy are similarly 

overlooked in academic research. While social media is a significant academic research 

focus, no academic work seriously considers how social channels relate to content 

marketing, nor the broader context of social media or content in paid, owned, and earned 

media. This term, which I coined with collaborators (Lieb and Owyang, 2012b) immediately 

became industry standard terminology (Burcher, 2012; Savar, 2013; Penn and Buhler, 2013; 

Stanley, 2019) but appears in only two academic works: a how-to social media book (Luttrell, 

2018) and a public relations journal article arguing that ‘shared’ should be added to the paid, 

owned, earned model (Macnamara, et al., 2016), an argument my co-authors and I heard 

from the public relations agency sector almost as soon as our research was published. 

Real-time marketing, another topic my research examines, is mentioned in only one very 

recent academic study (Mazerant et al, 2021) and only in terms of a single – and again, 

social media – content channel: Instagram. 

With scant attention paid to the convergence of paid, owned, and earned media in 

academia, academic research on tactics such as real-time marketing (RTM) (Kallier, 2017; 

Willemsen, et al., 2018; Mazerant, et al., 2021) and practices like native advertising 

(Campbell and Marks, 2015; Wojdynski and Golan, 2016; Wojdynski and Evans, 2016; Wu, 

et al., 2016; Wang, Xiong et al., 2019) disregard the fact that these (and other new forms of 

media) are the result of converged media, a blending of paid, owned, and earned into new, 

content-driven form factors and channels. 



  17 

Measurement and metrics are similarly a superficially researched area. Social media (and by 

extension content) measurement is still assessed in vanity metrics: likes and shares, such as 

an assessment of social media strategies used by top universities (Figueira, 2018). Other 

studies still tend to measure soft vanity metrics, such as interaction and engagement (e.g., 

likes and shares; Brubaker and Wilson, 2018). Kumar et al. (2016) look at how content in 

social channels affects sales, and research in social listening and market intelligence 

considers user-generated content’s value to marketing organisations, but there is to date no 

academic research on how insights can be transferred back to the enterprise in terms of 

individual lines of business (e.g., human resources, product development, and finance). 

Academic research must look beyond return of investment to newer metrics that indicate 

how marketing benefits both the firm and consumers (Lamberton and Stephen, 2016). 

Not only are the impacts of content on the enterprise disregarded in academic research, 

including uses for intelligences generated from content, organisational, and infrastructure 

requirements for creating and governing content on a local and global basis. How social 

media can effectively function in organizations and enterprise models has been examined 

(Felix et al, 2017), including recommendations for guidelines and policies. This is defined 

even more narrowly to the point of specific sectors, such as higher education (Oliveira and 

Figueira, 2017). Yet content’s organizational and enterprise demands and requirements 

remain unexamined. 

Research on content marketing technologies is also completely nonexistent. The 

interrelations and interdependencies of the content marketing ecosystem has also not been 

considered by existing research: the enterprise, agencies, technology vendors, and content 

and publisher platforms. 

Near-horizon technologies in the context of content marketing are similarly unaddressed in 

academic literature. Context is examined (Li and Kannan, 2014) but in a limited channel 

context. The IoT, Beacons, and sensors are not covered, nor are marketing triggers outside 

of geography, such as messaging based on weather or other events and conditions.  

Similarly, AI has just begun to be examined in academic research (Kose and Sert, 2017; De 

Bruyn, et al., 2020), promisingly addressing some organisational challenges. Other research 

considering AI look at machine tagging (Salminen et al, 2019); benefits to consumers and 

privacy concerns (Puntoni et al, 2020). A systemic survey of the literature on AI’s 

implications in marketing points to studies on AI’s capabilities in marketing for prospecting, 

data analysis, robotics, customer services, e-commerce, and similar, but finds research 

specific to AI and content generation (Vlačić et al, 2021). Again, there is an overfocus on 
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social media at the expense of other channels, even long-extant AI-fuelled technology such 

as chatbots.  

2.2 Research Summary 

My body of research, published since 2012, forms the definitive body of work on digital 

content marketing and content strategy. I have conducted and published more research on 

these topics than anyone else in the field. 

These works have been cited over 415 times on Google Scholar and 109 times on 

ResearchGate (as of June 6, 2021), and I have presented my work at hundreds of 

conferences across the globe (see chapter 4 for public reception of work). 

My work provides an overview of the evolution of digital marketing and illustrates how it has 

diverged from both initial expectations and offline corollaries: from advertising-centric models 

to new models in which media buying is either absent from the marketing equation or 

constitutes a much smaller proportion of both practice and strategy, which has instead 

shifted to content-based models. 

The research questions that shaped my inquiries include: What are the best practices in 

content marketing and content strategy? What are the demands placed on enterprises and 

on the marketing ecosystem? How can marketers know if their content-driven initiatives are 

successful? What are the technological needs and requirements around content, and how 

do these integrate and interface with other marketing as well as enterprise technologies? 

How do on-the-horizon technologies (e.g. AI, Beacons, sensors) impact content marketing, 

and what are the inherent risks and rewards? And finally, what will be the future state of 

content, media, and marketing as a whole from a content perspective? 

Taken as a whole, this body of research is also a holistic examination of the scope of content 

strategy and content marketing: creative executions; content’s intersection with and impact 

on the spectrum of marketing channels and tactics (e.g., social media, advertising, branding, 

and RTM); the evolution of technologies enabling digital marketing practices, from simple 

publishing tools to much more complex applications of AI, IoT, Beacons, and sensors; the 

institutional and organisational challenges inherent in radically shifting both the marketing 

and wider organisation to become both publishers and producers; and the new forms of 

metrics and analytics necessary for measurement. 

Marketing that entertains, educates, informs, or provides utility meets consumer needs. This 

trend is only increasing with the evolution of technology as content (and marketing) bleeds 
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off of screens and begins to permeate the physical world we inhabit. At the same time, 

content is literally learning how to create itself, primarily though not exclusively via AI. My 

research also examines the implications of this evolution and content’s future state across 

the media and marketing ecosystem: consumers, brands, agencies, technology vendors, 

and business enterprises as a whole (the marketing organisation as well as other lines of 

business). 

As I wind down my career as an analyst, I have begun to teach at a postgraduate level and 

wish to continue to contribute to the field in this capacity as I continue to conduct and publish 

additional research in the field (see 4.8 Future Research). 
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Chapter 3 Research Methodology 

3.1 Research Philosophy 

My body of research is a collection of pragmatic studies. As defined by Duram (2012), all my 

projects focus on individual decision-makers within real-world situations. My work identifies 

and names the problems inherent in their world and work, while research inquiry leads to 

understanding these problems. The research findings always point to policy, process, and 

other real-world solutions. My research aims encompass two of the four goals Duram applies 

to pragmatic research: “to seek an understanding based on human experience” and to 

“promote activism, democracy, and policy formulation.” (p. 2)  

Further to Duram’s definition of pragmatic research, my work confronts the status quo and 

sometimes incorporates a mixed-methods approach to best tackle the specific problem 

(Tashakkori and Teddlie, 1998). 

My research is characterised by exploration. “An exploratory study may not have as rigorous 

as methodology as it is used in conclusive studies, and sample sizes may be smaller. But it 

helps to do the exploratory study as methodically as possible, if it is going to be used for 

major decisions about the way we are going to conduct our next study” (Nargundkar, 2008, 

p. 41). 

Fifteen research outputs, each a separate project, have been submitted with this thesis. Not 

all share identical methodologies, but all share strong qualitative methodological similarities, 

qualitative research being particularly suited to exploratory studies (Creswell, 1994). The 

approach to all my work is also interpretivist: in-depth qualitative investigations utilising 

relatively small samples (Saunders, Lewis and Thornhill, 2012). In all cases, the interviews 

are with expert and highly experienced practitioners. 

My research also corresponds to what Kvale (1983, pp. 186-187) terms a ‘hermeneutical 

circle,’ informed by knowledge of the theme one interprets: “The…qualitative research 

interview requires an extensive knowledge of the themes of the interview in order that the 

interviewer may be sensitive to the different nuances of meaning.” 

In addition to being either exclusively or overwhelmingly interview-based qualitative studies, 

all my research has the aim of creating or elucidating pragmatic roadmaps or defining critical 

sectors and components of the evolving digital content marketing and strategy landscape. 
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The types of research submitted with this thesis fall into four broad categories, all of which 

are conducive to a qualitative semi-structured interview methodology as defined by Braun 

and Clark (2013, p. 205). 

Definition Research: Terms such as ‘native advertising’ and ‘real-time marketing’ were 

quickly adapted and handily used across the industry and media but never defined or 

qualified. My work attempts to define these terms as well as to create frameworks for the 

tactics and strategies required by these practices as they pertain to the digital marketing 

ecosystem. These projects correlate with what Kvale (2007) terms ‘conceptual interviews,’ 
intended for conceptual clarification. As Kvale (2007, p. 72) writes, in such interviews, 

“questions will explore the meaning and the conceptual dimensions of these terms, as well 

as their positions and links within a conceptual network.” 

Sector Cartography: Quickly emerging and fast-developing areas, such as the technology 

landscape serving content marketing, were undefined and unmapped. Qualitative research 

aids with the study of poorly understood phenomena (Yin, 1994; Marshall and Rossman, 

1995). My research surveyed the new vendors in the field, which led to mapping an eight-

stage structural framework for the content marketing vendor landscape and describing how 

that structure corresponds to the broader marketing technology universe. Correspondingly, 

mixed narrative and reporting interviews (Kvale, 2007) with the users of these new 

technologies (brands and agencies) led to the development of a seven-phase framework to 

help these constituencies select appropriate vendors whose offerings correspond to their 

needs. 

Best Practices: Recognising struggles and shortcomings in digital content marketing, both by 

observation and fuelled by research on needs, sparked my research on best practices. For 

example, I created a framework for meaningful content marketing measurement (unrelated 

to sales and ‘vanity metrics,’ e.g., likes and shares). I also developed a framework and 

selection criteria for enterprises to apply to a fast-growing and confusing content technology 

landscape, correlating vendor offering with buyer needs. The predominant method for this 

research is narrative interviews (Kvale, 2007), focusing on the stories subjects tell and their 

professional life experience as well as the broader qualitative interview focus on how these 

subjects experience and understand their world (Kvale, 2007). Similarly, my research 

revealed a roadmap for content marketing maturity (particularly within the enterprise; Lieb 

2012a) and also offered models for integrating content marketing practices into extant 

marketing organisational models as well as corporate governance. This work was broadened 

into building a content operation capable of functioning at global scale for large enterprises. 
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The qualitative approach of narrative interviews intends to understand an individual’s 

perception of the world and is concerned with gaining insight (Bell, 1999), which is the goal 

of all the research in this category of my work. Numerous scholars agree that when 

individuals relate stories about their experiences, they are in the process making sense of 

them (Mishler, 1986; Riessman, 1993; Seidman, 2006; Webster and Mertova, 2007; 

Fludernik, 2009). 

On-the-horizon technology: My work on contextual content (AI, Beacons, and sensors; Lieb 

2016a) and automated content (primarily through AI; Lieb and Groopman, 2018) has helped 

set the stage for next-generation content marketing practices by examining how marketers 

(and other business sectors) are currently applying nascent technologies. These studies 

illustrate how cutting-edge technologies not only foster new advantages and risks for the 

marketing organisation but also demonstrate how they can benefit other lines of business, 

such as business intelligence, product development, supply chain, and human resources. 

Again, the approach to this work is based on narrative interview s, as outlined above, with a 

strong emphasis on capturing perspectives from across the ecosystem of brands, agencies, 

publishers, and technology vendors. 

3.2 Research Planning and Design 

Based on close and continual observation of my field of research (and earlier, coverage area 

as a journalist and editor), the first phase of research planning was by observing 

developments and activity in the arena of digital content marketing and strategy and 

formulating answerable questions (Marczyk, DeMatteo, and Festinger, 2005) about this 

quickly evolving landscape. Examples include the following: 

• How do marketers know if content marketing is working? 

• What are the advantages, disadvantages, and risks of using technology to automate 

content creation and distribution? 

• How is the ecosystem of paid, owned, and earned media evolving? 

• What is real-time marketing/native advertising, and what are the implications? 

Each question was formulated into a hypothesis, such as “marketers now buy less paid 

media [advertising] and instead invest more in owned and earned media,” enabling the 

development of a formal research plan (Appendix 2.1), a document that correlates to what 

Braun and Clark (2013) term ‘timetabling research.’ In addition to outlining the research 
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hypothesis, methodology, and storyline, the plan also identified questions the research 

endeavoured to answer, the proposed audience (an element missing from literature on 

research design), and a target publication date. For validation, input, and approval, the plan 

was circulated to the project editor, researcher, and fellow analysts to complete the 

thematising and design stages of the study. 

3.3 Formulating Research Questions 

The more structured the interview, the easier later conceptual structuring of the interview by 

analysis becomes (Kvale, 2007). Interview questions were therefore mapped into modalities 

(e.g., strategy, execution, and measurement) and structured with a view toward coding and 

categorisation, mapped to theoretical frameworks (e.g., marketing ecosystem, people, 

processes, and strategy) and context (Braun and Clark, 2013). At the same time, the 

questions were also mapped to the research hypothesis, a form of “informed speculations” 

(Bryman and Bell, 2011). The semi-structured questions were always consistent across 

interviews to facilitate data analysis but were sometimes varied, when appropriate, to be 

relevant to the ecosystem sector represented. Questions asked of a publisher, for example, 

would differ from what was asked of that publisher’s clients or a brand or agency. 

At the same time, questions were mapped to Watson’s (1984a, b) framework of What, Why, 

How (conceptually) and How (Practically), correlating with the pragmatic philosophy of the 

research. 

I undertook purposeful sampling (Palinkas et al, 2016) to represent each individual 

constituency of the ecosystem of the topic under investigation. These constituencies are 

usually brands, agencies, technology vendors, media companies, and often industry experts. 

So, for example, my research on content marketing software (Lieb, 2014c) focused on 

understanding buyer needs and pains in the buying process as much as it did on the actual 

technologies. 

Survey design correlates with Braun and Clark’s guidelines (2013, pp. 343-345). In the 

single case of the broad sample survey (Lieb, 2015a), questions were vetted with the 

professional research organisation commissioned to execute the telephone survey. 

3.4 Sample Selection 

As stated above, my research overwhelmingly focuses on the digital marketing ecosystem, 

comprised of brands, their agencies, technology vendors, and media and publishers. Most of 

my research makes a concerted effort to represent the spectrum of views from these four 
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constituencies. Clearly, it is necessary at times to narrow the focus to a specific cohort. For 

example, my research on the content marketing vendor landscape necessitated special 

concentration in the technology sector. However, this sector-level attention is never 

exclusive. That study, for example, also necessitated interviews with technology users to 

inform the findings from the vendor interviews and survey. 

The number of subjects interviewed for each project varied, but averaged between 15 and 

20 subjects per project, corresponding to Kvale’s (2007, chapter 4) mean of 15 ± 10 for 

interview studies. 

3.5 Interview Subjects and Access 

Kvale (2007, ch. 4, p. 17) states that “substantial familiarity with the theme and context of an 

inquiry is a precondition for the expert interviewing,” and over the past decade, I have been 

privileged to interview many of the leading marketing executives in the world; top-level 

managers; agency, vendor, and media experts; government officials; and experts from other 

sectors (such as trade associations and academia). Having both worked in and covered 

media industries for decades as a journalist, editor, and analyst, I am fortunate to enjoy a 

peer relationship to many of these people, which both grants access and fosters 

introductions. Braun and Clark (2013) term this shared group identity with interview subjects 

as ‘reflexivity’ and ‘insider status.’ At the same time, I brought to these interviews a 

perspective from differing facets of the ecosystem, gap analysis, and journalistic objectivity. 

My relationships with my subjects were therefore steeped in similarity but at the same time 

highly critical and analytical. 

Kvale (2007) says this knowledge of the interviewer is critical to an open phenomenological 

approach. The ‘power-asymmetry’ Kvale (2007) claims is present in all interviews is 

somewhat mitigated by the fact that interviewer and interviewee alike are highly critical 

subject matter experts. Occasionally, the interviewee will seek the perspective or even the 

validation of the interviewer in this scenario, requiring the interviewer to be diligent about 

keeping the focus on the interview at hand. 

Additionally, publishing ‘open’ (i.e., Creative Commons) research under the rubric of 

respected and high-profile analyst firms provides incentive for the interview subjects to be 

positioned publicly as subject matter experts. Many of these people are highly influential in 

their industries and view a request to be interviewed and an acknowledgement in the 

published report as affirmation of that status. This makes the interview process positive 

(Kvale, 2007) as well as beneficial for many interview subjects. Some of my subjects, of 
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course, requested anonymity, which was respected. This was usually because they either 

lacked corporate authority to speak on the record or because speaking candidly would 

create risk, such as a real or perceived breach of discretion or confidentiality. 

I am also in a position to conduct informal qualitative research on a continual basis. Annually 

attending dozens of digital marketing conferences and events facilitates continual informal 

conversations, as well as referrals and professional networking for research topics and 

sources. 

Finally, every formal interview included the questions, “Who else do you think I should speak 

with in regard to this study?” This question provided snowball as well as stratified sampling 

and provided a safeguard against any potential selection bias (Pannucci and Wilkins, 2011) 

on my part.  

3.6 Data Collection 
3.6.1 Semi-Structured Interviews 

Regardless of research type, all my interviews (excepting surveys) adopted the open 

phenomenological approach (Kvale, 2007). During interviews, nearly all of which were 

conducted by phone, both the researcher and analyst simultaneously took notes on the 

conversation; interviews were also recorded, and when both sets of notes were insufficient, 

also transcribed. The notes, taken in real time, facilitated meaning condensation (Kvale, 

2007) by rapidly condensing long statements into briefer rephrasing of conveyed concepts. 

Bechhofer, Elliott, and McCrone (1984) describe the advantages of multiple interviewers in 

which a ‘passive’ interviewer can take notes and make observations while the other is 

speaking. They also describe this technique as more informal and collegial. 

Per this method, each interview invariably began with a briefing that defined the situation for 

the subject, briefly explained the purpose of the interview, use of a recorder, and so forth, 

and asked if the subject had questions before starting the interview (Kvale, 2007). Prior to 

the interview, each interview subject had already received a formal written interview request 

via email to which was attached a detailed outline of the project and the research process, 

as well as our guidelines on disclosures, transparency, and so on (Appendix 2.2.a.2). 

Interviews were always concluded by requesting additional statements not covered by the 

interview guide, recommendations for other potential interviewees, and when appropriate a 

request for relevant case studies or examples. This often led to fascinating conversations 

and discoveries, such as an introduction to a marketer conducting individually targeted 

running shoe campaigns to runners who used treadmills in gyms only on rainy days. The 
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rest of the time, this target audience was running outside and therefore unreachable (Lieb, 

2016a). 

3.6.2 Qualitative Survey Research 

Two of my research projects incorporated qualitative survey data in addition to semi-

structured interviews. “A mixture of closed and open-ended questions is relatively common 

in survey research” (Braun and Clark, 2013, p. 341). Both these studies combined qualitative 

survey research and qualitative interviews, using the quantitative data to facilitate the 

qualitative research (Bryman and Bell, 2011). 

The Content Marketing Software Landscape (2014) incorporated two online surveys 

designed by me and fielded via Google Surveys, which permits a degree of data coding. The 

first survey (Lieb 2014c, p. 4) asked 80 marketers to force rank their content marketing 

needs as well as their planned investments in specific categories of content technology. The 

data resulting from these measures, that it, “what do you need?” versus “what do you intend 

to buy?,” revealed a strong disconnect between stated needs and spending allocation. It 

revealed marketers’ needs to be technology aligned with strategic goals (affording better 

processes and measurement), whereas these same marketers’ planned technology 

investment was already earmarked for purely tactical solutions (tools to help them to 

produce more content, more quickly). 

The second survey in this same study (Lieb 2014, p. 15) catalogued the self-reported 

technological capabilities across 53 technology vendors who responded (110 were 

contacted). Analyzing these reported capabilities led to the identification of eight discrete 

categories of technology that enable content marketing, which in turn led to the development 

of a methodology for buyers to assess their needs and evaluate available tools. Results and 

names of these vendors are outlined in the report’s methodology section (Lieb 2014, p. 16). 

Additional criteria were also gathered via the survey that could be considered pertinent to 

vendor selection, such as company size and age, number of employees, and the onboarding 

assistance available to new clients.  

This survey research method was necessary to convert qualitative data into a numerical 

representation that could be quantitatively analysed (Braun and Clark, 2013) as well as to 

collect data from a larger sample size than it would have been practical to interview on an 

individual basis. It also provided a higher degree of stratification (Braun and Clark, 2013) in 

the sample. Additionally, surveys “can generate great data, can be less daunting than doing 

interviews or FGs, and can be a very quick and cheap way to collect (lots of) data.” (Braun 
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and Clark, p. 341).The design of both these surveys correlated with guidelines laid out by 

Braun and Clark (2013, pp. 343-345): title, participation information, the survey body, a 

clean-up question, a link for further inquiry, and a box for optional additional text information. 

In the first survey of marketers, demographic identity was authenticated via the invitation 

process but participants remained anonymous. The technology vendors’ identities as 

companies were revealed as one of the research goals was to enable buyers to assess 

vendors’ capabilities in a spreadsheet, an important research output. 

The results of both these surveys were presented in the research. The findings were also 

considered in the analysis of the 10 semi-structured interviews that were also part of the 

study. Those participants were selected to represent the spectrum of technology buyers and 

investors: large and small brands, agencies, venture capital firms, and industry experts. 

For commissioned research I conducted in 2015a, From Web Traffic to Foot Traffic, a third-

party research firm was engaged to survey by phone 500 VP-level executives from major 

U.S.-based consumer packaged goods and retail brands (the food and drink sector was 

excluded from the cohort). Given the scope and complexity of this undertaking, it was 

necessary to outsource the work to a research firm, although I designed the questions, 

which were vetted for validity with the organisation commissioned to conduct the survey. 

These measures were designed to investigate the challenges that brick-and-mortar retailers 

faced in leveraging digital advertising to promote in-store traffic, as well as to investigate the 

maturity of their digital marketing strategies, such as integration with print, online, and mobile 

advertising, and bridging the online/in-store shopping divide. 

A sample this large and narrowly targeted resulted from the defined research goals as well 

as provided more accurate mean values and reduced the margin of error (see Lieb, 2015, 

pp. 4-5 for survey questions and results). 

3.7 Vendor and Agency Briefings 

As an analyst covering not only digital marketing but also the overarching digital marketing 

and media sectors, I have a continual responsibility to keep abreast of the fast-paced and 

persistent evolution of the technology landscape as well as the state of agencies. To 

accomplish this, and to continually inform my research agenda, I regularly conduct interview 

briefings with the hundreds of relevant companies in my area of coverage, ranging from 

start-ups to multinational enterprise organisations (e.g., IBM, Adobe, and Salesforce). These 

briefings are common practice in the world of technology research analysts. 
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My approach to this considerable task is to reserve a specific weekly block of time for 

briefings, all of which follow a semi-structured interview protocol conforming to virtually all 

the guidelines outlined above. Interviews are limited to a half hour and follow an interview 

guide (Appendix 2.2.a.2). These briefings allow me to maintain an ever-evolving database of 

developments in the sector, learn of new and evolving business models and technological or 

product developments, obtain access to case examples and case studies, and to meet and 

maintain relationships with key industry figures. 

Protocols for accepting and scheduling a briefing include the following: a start-up must be 

operative and serve clients; new or smaller firms receive no more than one briefing per year; 

briefings with enterprises are often held on a departmental basis (e.g., IBM Watson); and the 

introduction of a major new product or a major acquisition is often grounds for an immediate 

briefing (e.g., Adobe’s acquisitions of Marketo, Omniture, and Neolane). 

Briefings are generally conducted by phone as a rule, though numerous in-person briefings 

are held at major industry events, such as South by Southwest (SXSW). Briefing notes are 

maintained in the cloud so that they can be accessed by colleagues; therefore, I have 

access to data about companies adjacent to or beyond my coverage area. 

3.8 Case Studies and Examples and Third-Party Research 

An important component of nearly all the research I have conducted is case studies and 

examples. As Bryman and Bell (2011, p. 63) point out, “Multiple case study designs have 

become increasingly common in business and management research,” allowing researchers 

to discover what is common and what is unique and to promote theoretical reflection on 

findings. 

For some of my projects, notably my work on content metrics and automated content, 

examples of work in the field are as, if not more, important to the research than the 

interviews themselves. Descriptive case studies “expand on trends and themes already 

discovered by survey research.” (Lee et al, 2007, p.170). Case studies are used in my work 

both for theory generating and for theory testing (Lee et al, 2007). 

The Altimeter Group’s researchers collected and maintained a database of tagged digital 

marketing case studies and case examples for research purposes. Additionally, illustrative 

case studies and examples were routinely requested during interviews. Outreach to 

companies known to be active in a specific sector to request case studies and examples was 

common. Often, case studies and examples were discovered at conference presentations. In 
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all cases, they were used with permission and full attribution. From this strategic sampling of 

case studies, it was possible to extrapolate generalizations (Eisenhardt, 1989). 

Frequently, these case studies provided the basis for research as much as interviews did. 

My work on content marketing performance (Etlinger and Lieb, 2015b) is essentially a 

portfolio of case studies illustrative of the seven identified metrics for measuring the efficacy 

of content marketing initiatives. My work on automated content (Lieb and Groopman, 2018) 

contains case studies and examples of content automation germane to a variety of business 

verticals and lines of business. These case studies and examples, therefore, apply to both 

analytic and empirical generalisations (Yin, 1994). 

Occasionally, my work cites third-party research, again with full attribution. 

3.9 Validation of Interview Knowledge 

Validation is an ongoing process during the research investigation in which the analyst 

continually questions and theorises (Kvale, 2007). Miles and Huberman’s (1994) approach to 

validity is to analyse sources of potential bias. Throughout my research, this process was 

ongoing. In fact, it often led to research projects as I was able to identify biases in 

professional practices that future research could address. For example, after continually 

being told marketing initiatives were measured in terms of social media uptake, I embarked 

on research to investigate hard metrics that related to business goals rather than ‘soft’ 

metrics, such as ‘likes’ and ‘shares’. 

Gap analysis also figured strongly in my validation process. For example, when I asked 

senior marketing executives to enumerate content channels in which their firms were active, 

only one cited search and zero mentioned email, although 100 percent of the organisations 

they represented were active in both (far less buzzworthy) channels (Lieb, 2012a, p. 16). 

In addition to the analyst and researcher conducting validation throughout the interview and 

analysis phase of each project, each research report was reviewed by a minimum of two 

peer reviewers. Often, one peer reviewer was also the project editor. These peer reviewers 

were fellow research analysts with substantial subject matter familiarity, though not 

necessarily possessing deep domain expertise. Their comments and input were solicited at 

the proposal stage of a research project and again when the project was in the draft phase 

as one of two pillars of the research validation process (Kvale, 2007). 

The final stage of validation was to seek the input of the highly expert interview subjects 

themselves, who can also be regarded as peers. In addition to obtaining formal approval of 
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any quotations used in the final artefact, each interview subject was provided a copy of the 

final report prior to publication accompanied by a request for input and comment (Appendix 

2.2.b), what Kvale (2007) terms ‘self-understanding’ in the validation process. Occasionally, 

this resulted in additional data or additional insights from the subjects. 

3.10 Data Analysis 

“The more the analysis is undertaken in the early stages of an interview investigation, the 

easier and the more qualified the later analysis will be” (Kvale, 2007, ch. 6). Data analysis 

was therefore an overriding consideration at the earliest stages of project design. Interview 

questions were formulated with a view toward coding and categorisation, as was the primary 

research tool (Appendix II). This coding structure often correlated with the ecosystem-centric 

focus of the research and the five fields of inquiry outline in the thesis abstract. The structure 

of interview questions was therefore correlated to industry sectors (e.g., agencies, brands, 

and technology vendors), as well as people, strategy and processes, technology, 

measurement, and the like. This correlates to Watson’s (1984a, b) What, Why, How 

(conceptually) and How (practically) framework of question planning and formulation. 

In interviews, both the researcher and analyst simultaneously took notes during the 

conversation, a form of meaning condensation. “Meaning condensation entails an 

abridgement of the meanings expressed by the interviewees into shorter formulations. Long 

statements are compressed into briefer statements in which the main sense of what is said 

is rephrased” (Kvale, 2007, chapter 9, p. 7). 

This approach greatly facilitated both immediate as well as longer-term clustering, coding, 

and categorising the interview data. Noting patterns and themes as well as seeing 

plausibility and clustering help the analyst see “what goes with what” (Miles and Huberman, 

1994, pp. 245-246). 

Coding interview statements’ meaning into categories made it possible to quantify how often 

specific themes were addressed in a text. The frequency of themes could then be compared 

and correlated with other measures. This quantified data was sometimes used to surface 

research insights (e.g., in Lieb 2012a, Figure 3, p. 15). 

3.11 Research Tools 

My primary research instrument is a Report Dashboard (Appendix 2.3), a cloud-based 

spreadsheet shared by myself and the project researcher. Its purpose is to simultaneously 

serve both as an interview guide as well as a structured tool to surface findings and patterns 
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and to facilitate thematic coding, clustering, pattern-based analysis, and categorisation 

(Braun and Clark, 2013) throughout the duration of the interview process as well as after the 

interviews are completed, when an overview of all interviews can “identify common 

statements and group them into first-order codes” (Petriglieri, 2015, p. 526). 

The Dashboard might differ slightly from project to project, but its common elements were 

always an interview guide. Interviews were almost always conducted by phone and 

recorded. The Dashboard also contains separate note-taking areas for the analyst (myself) 

and researcher, both of whom are on the call. 

Separate tabs on the spreadsheet allowed us to code and cluster findings as they emerged 

from interviews as well as to highlight valuable quotations. 

“The more attention is given to the pre-interview stages of thematizing and analyzing, 
the higher the likelihood of producing high-quality interviews. And the higher the 
interview quality, the easier will be the post-interview stages of transcribing, 
analyzing, verifying and reporting the interviews, and the more likely it is that an 
interview inquiry will lead to significant new knowledge.” (Kvale, 2007, chapter 4) 

Occasionally, additional tabs were added to the Dashboard as a result of interview learnings, 

which Kvale (2007) terms ‘getting wiser’ (p. 45) during the interview process. For example, 

interviews in the field of automated content rapidly began to reveal examples of content 

automation gone wrong, often to humorous or tragic effect. These unanticipated case 

examples quickly found a home in a new cluster termed ‘Misfires,’ where they could be 

quickly found and resurfaced. My work on automated content (Lieb and Groopman, 2018) 

surfaced one such misfire: an online retailer used AI to feature their bestselling product in 

newsletters. The unfortunate result was a bestselling Christmas ornament highlighted in the 

Easter edition. 

Occasionally, interview questions were designed for forced ranking, such as what are your 

five greatest needs in content marketing technology, and what are the top content channels 

used by your company? The spreadsheet capabilities of the Dashboard were useful for 

tabulating the resulting data. 

The Insights section of the Dashboard also served as an important tool for gap analysis: 

what are the interview subjects not saying? This is where and how, for example, I was able 

to discern omissions, such as executives not mentioning email as a content channel (Lieb, 

2012a, p. 16). The Insights section is where such notations can be made. 



  32 

Finally, the Dashboard serves as an administrative and project management tool: it contains 

names and contact information of interviewees, enabling tracking and progress reporting, for 

example, who has been sent requests for interviews and quote approval, and who has 

responded. 

3.12 Pragmatic Steps: Research Funding, Ethical Issues, and Relationship with 
Collaborators 

As my research was conducted outside of academia, it is beneficial to lay out some of the 

procedural processes surrounding the execution and production of my projects. 

3.12.1 Funding 

All research submitted with this thesis, with three exceptions, was independently funded by 

two independent research firms: The Altimeter Group or Kaleido Insights. Contextual 

Content was self-funded. 

Two projects were funded by technology sector clients: From Web Traffic to Foot Traffic: 

How Brands and Retailers Can Leverage Digital Content to Power In-Store Sales was 

funded by Cofactor (a marketing technology company then owned by Gannett), while The 

Eclipse of Online Ads was funded by two technology firms, ScrbbleLive and Visual.ly. In 

each case, the client agreed to and approved the research premise following a discussion of 

potential ideas, but otherwise had no editorial input. The research processes and teams 

were identical to those described for my independent research. However, production of the 

final commissioned research artefact was borne by the clients; they were responsible for 

producing the graphics as well as the design and production of the final report. As author, I 

maintained contractual final approval over all these elements. 

3.12.2 Ethical Issues 

My research endeavours to be as transparent as possible in terms of citations and 

disclosure. Each report has a clear methodology section and contact information for further 

inquiry. Case studies and examples are credited to the relevant brand, agency, or 

technology vendor. 

“In order to ascertain the trustworthiness and the scope of the interview findings, the reader 

needs to know by which specific procedures the researcher obtained these results. The 

researcher may here strive towards a transparency of method procedures” (Kvale, 2003, ch. 

11). 
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All interview subjects are identified by name, title, and company (as mentioned in section 

3.5, there is value in this acknowledgement). There are occasional exceptions when 

interview subjects requested not to be personally identified, usually because of a reluctance 

to go through internal approval channels when authorisation to speak was required. In most 

cases, the names and companies of these people were not included in the report but 

substituted with a broad identifier (e.g., marketing executive at a Scandinavian public sector 

company). In a single case, an interviewee who spoke on background and explicitly against 

company policy was not referenced at all. 

Overwhelmingly, the ethical issues in interviewing outlined by Brinkmann and Kvale (2017) 

are not applicable to my work as it does not touch on topics such as therapy, power 

dynamics, or any risk of harm to the interview subject (other than occasionally agreeing to 

confidentiality if naming a participant would create professional jeopardy). My research is not 

conducted in a medical or clinical setting, and my relationship to my interview subjects is 

closer to a peer relationship than a power dynamic (as discussed in section 3.5). 

3.12.3 Relationship with Collaborators 

The purpose of this section is to describe in detail the collaborative process and the roles of 

my collaborators when planning and conducting research, analysing finding and data, writing 

and producing the final artefact, and publication. 

These roles, particularly in regard to the research I published while at The Altimeter Group, 

were formally defined. Appendix III of this thesis details individual collaborators and the 

contributions they made to each of the works submitted. It also contains statements from all 

my direct collaborators verifying their roles and the extent of their collaboration. 

Editor: The editor provides input and approval for the research proposal, as well as the 

collaborators assigned to a research project. The editor additionally approves the research 

method, for example, in qualitative research, the number of interviews and interview subjects 

(e.g., roles, seniority, and ecosystem representation) and similarly, in quantitative research 

methodology, approval of outside vendors, if required. The editor also reviews interview 

questions and survey questionnaires. The editor also comments on drafts of the research in 

progress. Not infrequently, the editor is also a peer reviewer (see below). 

Author/co-author: Four of my submitted research reports share authorship with one co-

author. In three of these cases, the co-author was responsible for subject matter expertise. 

For example, Susan Etlinger is a data and measurement expert. We co-authored research 

on content marketing metrics (Lieb and Etlinger, 2015b). With Jeremiah Owyang, a social 
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media expert, I co-authored research on the convergence of content, advertising, and social 

media (Lieb and Owyang, 2012b). Jessica Groopman’s domain expertise is the IoT and AI, 

so we co-authored research on content automation (Lieb and Groopman, 2018b). In each 

case, my co-author also contributed to the writing of the final report in the areas involving 

their subject matter expertise. Finally, a longtime researcher (and later a business partner), 

Jessica Groopman provided invaluable insights and suggestions on my report A Culture of 

Content (Lieb and Groopman, 2014b). I elected to share author credit with her on that 

project to acknowledge her contributions and dedication and to help further her career. 

Researcher: The researcher’s primary role is project management, that is, to smoothly and 

efficiently move the research process forward. Duties include creating and maintaining a 

project schedule accounting for interviews, analysis, drafts, production, and publication and 

creating the collateral around a project. This includes creating interview guides (a 

collaborative spreadsheet used for note-taking during interviews, as well as for later analysis 

of findings), scheduling interviews; recording and note-taking during interviews; and 

coordinating, iterating, and interfacing with outside vendors (e.g., quantitative research firms, 

graphic designers, and copy editors). 

When the report is in the draft phase, the researcher interfaces with interview subjects for 

quote approval as well as to verify their names and titles. They are also responsible for 

providing an advance copy of the research to interview subjects prior to publication and 

soliciting any comments or feedback. 

The researcher also assists with the production of artefacts related to the final research, 

such as a PowerPoint presentation of the research. Additionally, the researcher reaches out 

to agencies, software vendors, and brands to obtain case studies and examples to illustrate 

findings. 

The researcher occasionally also interfaces with influencers and the media, providing 

advance copies of the research under embargo to interested parties. 

It is worth noting that while many analysts outsource writing duties to a researcher, as a 

journalist, editor, and author, I have always written my own reports. The two exceptions to 

this are my collaborations with a co-author (see above) and my book, Content: The Atomic 

Particle of Marketing, for which a researcher with whom I had frequently and deeply 

collaborated helped to re-write my research in book form. 



  35 

Peer reviewer: Each submitted research report was reviewed by a minimum of two peer 

reviewers. Often, one peer reviewer is also the editor. Peer reviewers are fellow research 

analysts with substantial subject matter familiarity even though they do not necessarily 

possess deep domain expertise. Their comments and input are solicited at the proposal 

stage of a research project and again when the project is in the draft phase as one of two 

pillars of the research validation process (Kvale, 2007). The second stage of validation is to 

seek the input of the interview subjects, who can also be regarded as peers. In addition to 

obtaining formal approval of any quotations used in the final artefact, each interview subject 

is provided a copy of the final report prior to publication for input and comment, which Kvale 

(2007) terms ‘self-understanding’ in the validation process (Appendix 2.2.b). 
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Chapter 4: Research Impact and Knowledge Transfer 

I am internationally recognised as a significant figure in the area of digital marketing and my 

publications have been very widely cited. According to Google Scholar1 analytics, my books 

and research reports are cited in 415 publications, including established peer review 

journals, academic presses, conference papers, and academic theses and dissertations. 

Likewise, my published works have been cited in 109 manuscripts or publications on 

Research Gate2 since enrolling on that platform in Q4 2020. These citations span a wide 

range of articles in peer-reviewed journals, postgraduate theses, and scholarly books. The 

fact that the number of these citations continue to rise on a monthly basis is an indicator of 

the academic relevance of my research. 

4.1 Public Reception 

As a research analyst, knowledge transfer is a priority, both inside and outside of academia. 

I have presented my research at hundreds of conferences worldwide,3 including major digital 

events, such as SXSW, Adobe Digital, and Dreamforce. 

4.2 Academic Reception 

I have been invited to present my work at the following institutions: Stanford University, New 

York University, Columbia University, Cranfield University, New York University Berlin, and 

Marquette University. These talks spanned from special events, conferences, and guest 

lectures in the classroom to addressing visiting academic delegations. 

I have taught postgraduate courses in digital marketing and media at New York University 

SPCS Center for Publishing, where I was also a member of the dean’s digital advisory 

group, and at Harbour Space University in Barcelona, Spain, where the two intensive 

modules I taught were wholly based on my research. I contributed to the curriculum design 

of Hult University’s postgraduate course in digital marketing. Three additional postgraduate 

teaching invitations—Harbour Space University and Sasin School of Business in Bangkok 

and the Indian Institute of Management Bangalore—are postponed at the time of writing due 

to the COVID-19 pandemic. In June 2021, I joined Northwestern University’s Kellogg School 

 
1 See Rebecca Lieb’s Google Scholar profile: https://scholar.google.com/citations?user=T21-dPMAAAAJ&hl=en 
(last accessed June 6, 2021). 
2 See Rebecca Lieb’s Research Gate profile: https://www.researchgate.net/profile/Rebecca_Lieb (last accessed 
June 6, 2021). 
3 See the archive of Rebecca Lieb’s speaking engagements: https://rebeccalieb.com/speaking/archive (last 
accessed February 13, 2021). 

https://scholar.google.com/citations?user=T21-dPMAAAAJ&hl=en
https://www.researchgate.net/profile/Rebecca_Lieb
https://rebeccalieb.com/speaking/archive
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of Business as a program leader in digital marketing, and in August 2021, I plan to join the 

marketing faculty of Avans University of Applied Sciences in the Netherlands. 

Additionally, my books are widely used as university textbooks. While it is difficult to quantify 

this, orders are both validated by my publisher and by occasional permission requests I 

receive to use excerpts in marketing classes (e.g., a 2020 request by Western Governors 

University). 

4.3 Public Sector and Trade Associations 

Government bodies have invited me to address their members on legal and regulatory 

issues related to digital marketing. Examples are helping the United States Federal Trade 

Commission (FTC) propose spam legislation to the U.S. Congress as well as testifying at the 

public hearings on the topic (my testimony is now in legal textbooks). I have also worked 

with the Federal Reserve Bank of New York on social media strategy. I addressed a closed-

door meeting of the Canadian Competition Bureau on potential legal challenges raised by 

digital marketing issues and was keynote speaker at the annual conference of the Berlin-

Brandenburg State Institute for Education and Media. 

I have also been invited to present my research, and sometimes to educate members, by 

major advertising and marketing trade associations in the United States and Europe as well 

as other industry trade associations, such as legal, automotive, banking, real estate, and 

construction. 

4.4 Major Media 

Based on my research and stature in the field of digital marketing and advertising, I am 

frequently quoted in print and broadcast media4 on news and issues related to the sector. In 

addition to industry publications, these outlets include The New York Times, The Wall Street 

Journal, the Financial Times, The Guardian, Los Angeles Times, San Francisco Chronical, 

the Mercury News, Forbes, Barron’s, Entrepreneur, Wired, the Associated Press, Agence 

France Presse, CNN, BBC, National Public Radio (NPR), CNBC, and the like. 

4.5 Book Awards and Honours 

 
4 See Rebecca Lieb’s media citations: https://rebeccalieb.com/feed. 

https://rebeccalieb.com/feed
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My book, Content: The Atomic Particle of Marketing, submitted with this thesis, was named 

one of the top 100 marketing strategy books of all time by Book Authority5 and in 2017 was 

named a Distinguished Favorite of the New York City Big Book Award. 

4.6 Corporate Education 

In addition to universities and trade organisations, I have been invited by numerous business 

organisations to train executives and staff in digital marketing. Engagements include 

designing a digital marketing curriculum for DuPont’s global marketing staff. Additionally, I 

have taught, trained, and held seminars inside several organisations, including Nestlé, 

Accenture, Honeywell, 3M, IBM, Cisco, and American Express. 

4.7 Additional Books 

In addition to the book submitted as part of this thesis, I have authored and contributed to 

the following books on digital marketing. The books I have solely authored have been 

translated into multiple European and Asian languages. 

Brown, Ruth E. PhD, editor. 2016. The New Advertising: Branding, Content, and Consumer 

Relationships in the Data-Driven Social Media Era [2 volumes]. Praeger. 

Lieb, Rebecca. 2011. Content Marketing: Think Like a Publisher—How to Use Content to 

Market Online and in Social Media. Que Biz-Tech. 

Lieb, Rebecca. 2009. The Truth About Search Engine Optimization. FT Press/Que 

Publishing. 

4.8 Future Research 

Digital content marketing and content strategy provide a vast swath of uncharted and ever-

evolving terrain ripe for a near-endless agenda of future research. As technology, channels, 

media, and consumer habits change and evolve, so too will the field. 

The future possibilities for research topics are almost endless; most of the research I have 

conducted could be further investigated just to see how the findings have altered or evolved. 

Other research interests can be divided into the following categories. 

 
5 See Book Authority’s list of One Hundred Best Marketing Strategy Books of All Time: 
https://bookauthority.org/books/best-marketing-strategy-books?t=syss5k&s=author&book=0749479752 (last 
accessed January 15, 2021). 

https://bookauthority.org/books/best-marketing-strategy-books?t=syss5k&s=author&book=0749479752
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Industry verticals: Conducting deep research into specific industry verticals, such as content 

marketing or strategy applied to finance, real estate, retail, food service, professional 

services, consumer packaged goods, B2B, B2C, non-profits, and the like is uncharted 

territory. 

Regulated industries: Medical and pharmaceutical, life sciences, financial services, 

education, nuclear, transportation, shipping, aerospace, oil and gas, and other regulated 

industries are all highly reliant on marketing and therefore on content, but these industries 

face greater legal and ethical challenges around all marketing activities. 

Media types: This area provides another opportunity for deep dives (e.g., video, mobile, 

gaming, text, and images). New channels and platforms are continually emerging. I am 

unaware of any content-related studies encompassing newer channels, such as Tik-Tok, 

Rumble, Newsmax, and a host of other emerging channels. Even areas such as emerging 

digital currencies potentially provide opportunities for content marketers. For example, 

Rally.io allows individuals or brands to make branded virtual currency. Exploring applications 

of this type of ‘coin’ would prove interesting. For example, hypothetically a company could 

‘pay’ users to share or promote branded content. 

Content technology: This area is continually evolving, meaning deeper research is warranted 

around the types of technology that enable and propagate content as well as the vendors 

who create and refine those technologies. In addition, on-the-horizon technologies that have 

already been the subject of my research are so fast-moving that they warrant being revisited 

frequently. This cohort would include IoT, AI, Beacons, and sensors. It would also include 

the layers of content around and over things, such as home appliances, technology devices, 

and voice-controlled technology, all of which have content components. 

Political persuasion: This area is continually under scrutiny from academic researchers and 

the media alike, particularly in light of the immediate past, encompassing event after 

earthshaking event: a global pandemic, Brexit, recent U.S. presidential elections, and the 

recent riot at the U.S. Capital sparked in no small part by digital content, climate 

catastrophes, among other politically charged events. U.S. Democratic political operative 

Tara McGowan (Freakonomics Radio, October 30, 2020) makes the point that the American 

right wing gained significant political ground by capitalising on the collapse of local 

newspapers and filling the gaps with right-leaning local coverage. What other content 

strategies are successfully polarising voters and citizens and, more importantly, how can 

content serve to reunite nations toward a common purpose? 
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Content ethics: This topic is worthy of deeper research. Issues around transparency and 

disclosure are already burning topics in sectors like native advertising as well as subject to 

the scrutiny of regulators. The ownership of media sites and sources is not a burning topic of 

conversation. However, more and more often, these are brands or parties with an agenda. 

Technology is also enabling content that can be hyper-personalised or devices surrounded 

by layers of content that can be discomfiting or downright creepy (“Bob, we noticed you 

restarted your device three times in the last 10 minutes. Do you need technical 

assistance?”). Notions of informed consent and opt-in are continually changing. Research 

around consumer attitudes, the moral and ethical obligations of companies, and disclosure 

guidelines is highly warranted. 
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Executive Summary	  
 
Content marketing, or creating and publishing media rather than “renting” advertising time and 
space, has always existed. Emerging digital technologies, platforms, and channels now enable 
any brand to function as a media company with very real advantages: building branding, 
awareness, trust, purchase intent, and word-of-mouth, as well as lowering acquisition costs and 
increasing engagement with target audiences. Customers are tuning out advertising as they go 
online to research purchases; interact with brands; and seek out news, entertainment, and 
inspiration. Marketers can serve customers and prospects with content through every phase of 
awareness, branding, intent, conversion, and customer service. Yet, unlike advertising, content 
initiatives are continual rather than episodic, placing new demands not just on marketing 
organizations, but also across the enterprise as a whole.  
 
Content marketing requires a shift in company culture, resources, budgets, partners, and 
strategy. Rebalancing is critical to achieve these goals. The choice is whether to rebalance now 
or wait until later, when the battle for attention may become even more difficult than it is today. 
  
There are five stages that organizations evolve through in their quest to market efficiently with 
content. Not every company will reach every stage; the pinnacle is more aspirational than real 
for most. Yet to effectively market with content, organizational change and transformation must 
be driven from the top level of the organization. Left to the marketing department alone, success 
is limited. New skills must be developed and training offered — both in digital technologies and 
in job functions — that are more aligned with the responsibilities found at a newspaper, 
magazine, or broadcaster than in classic marketing functions. Content requires more speed and 
agility than does marketing, yet at the same time it must be aligned with metrics that conform to 
the business’ strategic marketing goals. 
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Methodology 
 
This report is based upon 56 qualitative responses from people who are actively engaged in the 
evolution of content strategy as it applies to marketing. The qualitative interviews were 
conducted with representatives from B2B and B2C companies between October and December 
2011. 
 
Of the 56 interview subjects, 25 (45%) represented 19 brands, eight of which are included in the 
American or Global Fortune 500. Thirty-one (55%) agency employees, consultants, and thought 
leaders from 23 content service providers were also interviewed. Additional information about 
interview questions is available on the Altimeter Group blog, at http://blog.altimetergroup.com. 
The link to the blog post is http://www.altimetergroup.com/?p=6717. 

Ecosystem Input 
 
This report could not have been produced without the generous input from thought leaders in 
content strategy, influencers, and solution vendors who have a vested interest in the evolution 
of content marketing. Input into this document does not represent a complete endorsement of 
the report by the vendors or individuals listed below. Not all interviewees are disclosed due to 
confidentiality constraints. 
 
To develop this report, Altimeter Group gleaned input from the following leaders: 

Corporate Practitioners  
 
Adobe Systems, Inc.: Jennifer Atkinson, Social Media Manager  
Adobe Systems, Inc.: Maria Poveromo, Director of Social Media 
American Express: Scott Roen, Vice President, Digital Marketing and Innovation 
AT&T: Maria Mandel, Vice President Media & Marketing Innovation 
Blackbaud: Frank Barry, Director Professional Services 
Coca-Cola: Jonathan Mildenhall, Vice President of Global Advertising Strategy and Creative 

Excellence 
Eloqua: Joe Chernov, Vice President of Content Marketing 
Ford Motor Company: Scott Kelly, Digital Marketing Manager 
General Electric: Linda Boff, Global Director, Marketing Communications 
General Electric: Paul Marcum, Director, Global Digital Marketing & Programming 
General Electric: Andrew Markowitz, Director of Global Digital Strategy 
Hubspot: Mike Volpe, Chief Marketing Officer 
IBM: Alisa Maclin, Vice President of Marketing, Smarter Commerce Initiative 
IBM: Michela Stribling, Director of Corporate Communications, Coremetrics 
Intel Corporation: Ken Kaplan, Writer, Story Producer, and New Media Strategist 
Nestlé: Pete Blackshaw, Global Head of Digital Marketing & Social Media 
PR Newswire: Ninan Chacko, Chief Executive Officer 
PR Newswire: Rachel Meranus, Vice President of Public Relations 
PR Newswire: Michael Pranikoff, Global Director, Emerging Media 
Toys "R" Us: Steve Lazarus, Online Manager, Emerging Media 
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UBM TechWeb: Scott Vaughan, Chief Marketing Officer 
Wells Fargo: Ed Terpening, Vice President, Social Media 
WGN-TV: Josh Richman, Vice President, Marketing 

Content Marketing Services 
 
360i: David Berkowitz, Vice President of Emerging Media 
BOND Strategy and Influence: Mark Schiller, Chief Executive Officer 
Brain Traffic: Kristina Halvorson, Founder and Chief Executive Officer 
Campbell-Ewald: David Linabury, Director of Interactive 
Content Marketing Institute: Joe Pulizzi, Founder 
Deep Focus: Ian Schafer, Chief Executive Officer 
dotJWT: John Baker, President 
Edelman Digital: Steve Rubel, Executive Vice President Global Strategy and Insights 
Federated Media Publishing: Clint Bagley, Vice President of Corporate Communications 
Federated Media Publishing: John Battelle, Founder, Chairman and Chief Executive Officer 
Federated Media Publishing: Deanna Brown, President and Chief Operating Officer 
Federated Media Publishing: Neil Chase, President of Author Services 
Federated Media Publishing: Pete Spande, Senior Vice President of Sales 
HiveFire: Pawan Deshpande, Founder and Chief Executive Officer 
HiveFire: Richard Turcott, Chief Marketing Officer 
iCrossing: David Deal, Vice President of Marketing 
iCrossing: Adam Lavelle, Chief Strategy Officer 
Internet Advertising Bureau (IAB): Peter Minnium, Head of Brand Initiatives 
Isobar US: Darryl Gehly, President 
JWT: Ingrid Bernstein, Digital Strategy Director 
JWT: Erin Johnson, Chief Communications Officer  
Marketing Interactions: Ardath Albee, Chief Executive Officer 
SlideShare: Ross Mayfield, Vice President Business Development 
Story Worldwide: Keith Blanchard, Executive Creative Director, North America 
TopRank Online Marketing: Lee Odden, Chief Executive Officer 
VivaKi: Rishad Tobaccowala, Chief Strategy & Innovation Officer 
Vocus, Inc.: Peter Shankman, Vice President and Small Business Evangelist 
Weber Shandwick: George F. Snell III, Senior Vice President, Digital Communications 
 

Domain Experts 
 

C.C. Chapman, author 
Ann Handley, author, Chief Content Officer, MarketingProfs 
David Meerman Scott, author 

Acknowledgements 
 

With thanks to support from: Lora Cecere, Ted McConnell, Jeremiah Owyang, Rick Short, Shiv 
Singh, and Alan Webber 
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Marketers Are Unbalanced as They Shift from ‘Push’ 
to ‘Pull’ 
 
Marketers are reeling from the enormous demands that continually creating and publishing 
media places not only on marketing departments, but also on the enterprise as a whole. Due to 
shifts in consumer attention, companies are challenged to move beyond episodic, short duration 
“push” campaign initiatives into longer-term, often continual “pull” content marketing initiatives 
that require new strategic approaches. Altimeter defines content marketing as the following: 
 

Content marketing is a term that refers to the creation and sharing of content for 
marketing purposes. In digital channels, it refers to content that resides on properties the 
brand or marketer owns (e.g., a website) or largely controls from a content perspective 
(social media channels, syndication). Content marketing differs from advertising in that, 
unlike advertising, a media buy is never part of the equation. 

 
To continually attract and engage consumers requires companies to develop new skills. They 
must learn to think and function as publishers, producers, and — often — as community 
managers. Content creation and distribution places new and continual demands on the 
enterprise as a whole, not just the marketing department. And frequently, content necessitates 
operating in real-time environments, including evenings, weekends, and holidays. 

Organizations Must Rebalance  
 

Marketers must evolve from advertisers into storytellers. Advertisers interrupt consumers with 
messaging that are overwhelmingly “me” oriented: my product, my service. Storytellers attract, 
beguile, entertain, and inform. They are sought out and revisited. Often, they’ll enter into 
dialogue with their audience. They’re attuned to nuanced reactions and will adjust their 
narratives accordingly, whether a shift in tone of voice or a deeper dive into what was originally 
just a backstory. 
 
Rebalancing, or realigning resources, budgets, staffing, company culture, and agency and 
service provider relationships, will make marketing organizations both more effective and 
prepared to meet ever-changing digital challenges. Organizations that rebalance now will 
enhance and improve their marketing initiatives, spend more effectively, and align to meet 
changing consumer expectations. 
 
For this report, marketers from 38 companies were interviewed. Marketers at all the companies 
interviewed are currently undertaking initiatives to significantly shift their focus to content 
creation and dissemination. 
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Four Fundamental Steps Toward Content Marketing 
Maturity  
 
Shifting to effective and sustainable content marketing requires far more than pinpointing (or 
hiring) someone with writing skills and tasking them with producing content. It must be deeply 
integrated with broader marketing strategy and initiatives, including advertising, and it must 
become ingrained in company culture. Even if a company is dedicated enough to make the 
effort to shift, Altimeter has found there are significant obstacles to rebalancing, including: 
1. Understanding That Content Marketing Is Not Free 
 

Certainly, content marketing can reduce the media spend associated with advertising, but the 
more mature a company’s content marketing efforts, the better it’s understood that effective 
content initiatives require significant investment in internal staff, production and distribution 
resources, and often new sources of strategic support. 

2. Implementing Broad Cultural Integration Around Content Marketing  
 

Rebalancing requires deep departmental integration and cultural shifts across the enterprise, as 
well as education, training, and new digital skill sets for staff within and beyond the marketing 
organization. 

3. Integrating Content Marketing with Advertising 
 

Increasing confidence in and reliance on content marketing is causing marketers to reevaluate, 
and often to cut back, on advertising and shift those dollars to content production and 
distribution. For optimal impact and maximum success, content and advertising should be 
integrated — or at least interrelated. In tandem, the two can more fully express a brand story. 

4. Avoiding Bright, Shiny Objects  
 

In their enthusiasm for marketing with content, we found that many marketers who we 
interviewed for this report are distracted by channels and technologies at the expense of 
strategy and marketing fundamentals. 

We believe that over the next five years, content marketing will permeate the organization. Led 
by the marketing department, finding, producing, and disseminating content both internal and 
external to the organization will become a core marketing function, but it will require cross-
departmental support, primarily in the form of input and creation from senior management, 
sales, and product teams. To seek out stories, trends, questions, and the other “raw materials” 
of content marketing, shoe leather is a requirement. Like beat reporters, those charged with 
creating content must continually travel throughout their companies and, indeed, their industries, 
to keep a finger on its pulse and to find the stories and ideas that can be turned into content. 
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Gauging Progress Toward Rebalancing 
 
If content marketing requires marketers to become publishers and producers, it also requires 
staff outside of the marketing department to assume marketing responsibilities. Creating content 
and supplying raw material for content creation cannot be accommodated by marketing alone. 
Management buy-in, cultural change, and acquisition of new skills are at the core of achieving 
competency, and eventually excellence, in content marketing. 

Key Components of Rebalancing 
 

Each organization faces its own challenges in making progress toward rebalancing. Altimeter 
has identified five key components of rebalancing. Each component is critical to moving an 
organization toward becoming more content marketing focused. These five components are: 
organizational structure, internal resources, external resources, measurement, and education. 
Within each of these five components are different levels of execution. To understand why these 
components are critical and how organizations mature within each, we’ve broken each one 
down: 
 

• Organizational Structure: The infrastructure that allows content creation and 
distribution to be fostered and encouraged within both the marketing department and 
beyond it. 

• Internal Resources: Staff roles, teams, and leadership that support and create content 
marketing. 

• External Resources: The extent to which the organization works with outside vendors 
and service providers, including agencies, creative resources, and technology vendors. 

• Measurement: Creating meaningful metrics around content marketing, including tying 
them to overall marketing and sales goals. 

• Education, including: 

o New Skills and Capabilities: Fostering understanding of content marketing; 
executive buy-in; and ensuring staff can manage, create, and publish content. 

o New Mindsets and Approaches: Content marketing is almost never a 9-to-5 
undertaking. Creating, managing, and monitoring content outside of normal 
business hours, often in real time, is essential. 
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Altimeter’s Content Marketing Maturity Model  
 
Based upon an analysis of maturity across the five organizational components, Altimeter has 
identified five phases in Altimeter’s Content Marketing Maturity Model. They are: Stand, Stretch, 
Walk, Jog, and Run (Figure 1). Different companies will achieve these stages at different rates. 
Marketers need to ask themselves where they are on this journey and how advanced they want 
to be. To determine where your company is at on its journey, marketers need to assess their 
own progress on Altimeter’s Content Marketing Maturity Model. 
 
Figure 1. Altimeter Group Content Marketing Maturity Model 
 
 

Source: Altimeter Group 

1. Stand 
 

Characterized by: Curiosity and Consideration 
 

Description: An organization that hasn’t yet realized the value of content marketing starts in the 
Stand stage. This organization may have dabbled in social media or created a blog, but activity 
is infrequent and not generally viewed as important within the organization. The marketing 
department relies almost wholly on “push” communications, such as e-mail marketing, direct 
mail, and advertising.   
 
While organizations in this initial stage may have discussed elements of content marketing, no 
internal stakeholder has made a case for content. These organizations require a catalyst to 
demonstrate the value that content can have on their marketing, communication, and sales 
teams before they can move into the second maturity stage and begin developing strategy to 
guide their efforts. 
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2. Stretch: Taking the First Steps While Scanning the Horizon 
 

Characterized by: Advocacy and Experimentation 
 

Description: An organization at the Stretch stage realizes the value of content marketing and 
begins to build the strategy and support necessary to create and publish content. Understanding 
develops that — while many of the tools and media are free — content requires an investment 
of resources. An executive sponsor is necessary to lead the program and communicate its value 
and reach to the organization. This executive sponsor is also tasked with identifying team 
members to engage with early channels, building basic forms of content, and evaluating 
potential agency relationships.  
 
Content is driven by the understanding that its focus must be around the company’s products or 
services, but very often not specifically about them. Content tends to be directed to one or two 
discrete channels (e.g., a blog, whitepapers, or articles; a Facebook page; or a YouTube 
channel). 
 
Case Study: Indium Corporation, a privately held manufacturer of chemical compounds for the 
global soldering industry, has a bold content marketing champion. Director of Marketing 
Communications Rick Short recognized his colleagues’ passion for their work. The company 
employs highly skilled engineers who possess detailed domain knowledge. Instead of starting 
slowly with a corporate blog, Short created a stunning 73 blogs for Indium. 
 
Seventy-three blogs on soldering supplies may initially seem crazy, but Short’s approach was 
both strategic and effective. He began by researching what drove traffic to Indium’s website and 
learned that visitors found the site using 73 different keywords. Rather than creating a single 
blog that could reach the audience for all of those keywords, he created a blog for each 
individual keyword. The approach would not have succeeded without his colleagues’ passion 
and expertise. Short knew no one he could hire would be able to write more intelligently or 
authentically than his own engineering team. Indium’s blog has won awards, individual bloggers 
have achieved celebrity within their industry, and offerings have been expanded to include a 
free online knowledge base and YouTube series of interviews, titled “What ‘From One Engineer 
to Another’ Means to Me ... .” In just one quarter, Indium increased customer contacts 600%. 
 
In the Stretch stage of maturity, first identify what the target audience is interested in, then 
assess internal capabilities to create content — before engaging with external agencies or 
service providers.   

3. Walk: Ambition and Forward Momentum 
 

Characterized by: Strategy and Processes 
 

Description: In this stage, content creation and production get a solid strategic foundation 
organizationally. From channel specific (e.g., “we blog”), content begins to become channel 
agnostic and is distributed across a variety of channels and platforms. Processes are 
formalized. This is the stage at which a team begins to take shape, strategy is more fully refined 
and tweaked, and the team begins to establish governance to scale and shape content 
processes.  
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Existing content, as well as potential sources of content, are identified and unified across the 
organization. Content is then formally audited and assessed, often with a formal scoring or 
grading process. Content is optimized for digital and social distribution, and efforts are made to 
identify repeatable, sustainable content modules and practices. The leader of the content group 
makes a more concerted effort to connect content development with all parts of the 
organization’s communication teams. 
 
Case Study: Eloqua is a privately held company that sells digital marketing automation 
software. The company was already creating some content when Joe Chernov was promoted to 
the newly created role of vice president of content marketing. Given the metrics-driven nature of 
the company’s products and services, Chernov knew he would have to prove the value of his 
own marketing efforts while creating content that positioned Eloqua as a thought leader in the 
marketing industry. Chernov launched a corporate blog and worked on a series of free e-book 
guides, white papers, webinars, infographics, and other educational content. He also hired a 
former journalist as a full-time corporate reporter. 
 
Leveraging internal experts as bloggers, Eloqua’s corporate blog reached the Ad Age Power 
150 within its first year. Chernov used the blog to promote the company’s free content, made 
trackable by prompting visitors with the option to provide their name, e-mail, phone number, 
company, and job title pre-download. This data, coupled with data from distributing that content 
via an email marketing campaign with a lead generation form, enabled Chernov to connect the 
dots between revenue and content. Four free guides influenced $2.5 million in annual recurring 
revenue, booked in 2010. Not only can Eloqua directly connect revenue with content, it can also 
evaluate lead quality. On average, 17% of visitors to Eloqua.com are VP or higher, and 25% of 
visitors who find the site via content pieces are VP or higher. 
 
The Walk stage of Altimeter’s Content Marketing Maturity Model requires an organization to 
implement a measurement framework to demonstrate content value to the organization.  

4. Jog: Sustainable, Meaningful, and Scalable Content Initiatives 
 

Characterized by: A Culture of Content 
 

Description: This phase of the maturity model is the goal for most companies seriously 
committed to content marketing. The organization’s strategy is clear, as well as communicated 
throughout the enterprise at this stage. Focus shifts toward expanding the team and its ability to 
create experiential, engaging content rather than simply creating and publishing simpler stories 
and informational pieces. The processes for producing content are also more fully developed 
and strategic. Content is created with a view toward being reusable or repurposed across 
multiple media platforms. To achieve this, content must have a life of its own — decoupled from 
the brand, product, or service — to enable it to travel. Agency relationships are frequently 
deepened into longer engagements rather than episodic, campaign-based 
initiatives. Connections between the content team and the rest of the organization’s 
communication groups solidify, but there are still some growing pains/holdovers.  
 
Earned media increases in importance, as the organization’s efforts have existed long enough 
to sustain a constant flow of “earned” media that helps extend reach. Achieving earned content 
is often expressly a goal of the company’s paid advertising, while owned content is created with 
a view toward sparking conversation and other forms of earned media. A continual challenge is 
to achieve a resource balance that maintains both growth and equilibrium while remaining cost 
effective and to scale — and at the same time maintaining a high level of customer  
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engagement. Yet even these sophisticated marketers can overly focus on “bright shiny objects,” 
the newest, most sophisticated, and technologically advanced digital channels, while 
overlooking basics such as search and e-mail. 
 
Case Study: Nestlé is the world’s largest nutrition, health, and wellness company, with global 
revenues exceeding CHF 109M. When Pete Blackshaw became global head of digital and 
social media, one of his first orders of business was fostering a “culture of content” within the 
executive leadership ranks. While Nestlé had long recognized the importance of content 
proliferation as part of its global marketing and sales strategy, Blackshaw believed further 
development was necessary if Nestlé wished to remain top-of-mind with its social-savvy 
consumers and boost product speed to market. 
 
Blackshaw flew a team of senior managers from company headquarters in Vevey, Switzerland, 
to visit entrepreneurial and fast-moving digital companies in Silicon Valley, notably Facebook. 
Nestlé’s executives were inspired by the social network’s constantly evolving and listening-
focused company culture. Blackshaw cites the executive “field trip” as a success in helping the 
company more quickly adapt to changes in the digital landscape. He plans to continue content 
marketing training in 2012 with the launch of a company-wide training initiative.  
 
Other companies within the Jog stage of Altimeter Group’s Content Marketing Maturity Model 
may pursue similar executive development opportunities to aid in the adaptation and 
advancement of their company culture and content strategies on divisional levels, as well as 
throughout the enterprise.  

5. Run: Inspired and Inspirational 
 

Characterized by: Monetizable Content  
 

Description: This is the most aspirational phase of Altimeter’s Content Marketing Maturity 
Model. Only a handful of companies have begun to Run, primarily global CPG brands with a 
strong commitment to pop-culture marketing initiatives. In this phase, a successful, real-time 
integration of content marketing and curation is part of the fabric of nearly all aspects of 
branding. The organization has become a bona fide media company, actually able to monetize 
innovative and highly polished content that is either branded and/or related to the brand 
proposition. Content is sold and licensed based on its standalone merit, with content divisions 
having separate P&L responsibility.  
 
Earned media (specifically, consumer-generated content) often significantly outpaces owned 
media. Media shared between the company and its partners becomes an important asset. Multi-
disciplined agency relationships are efficiently producing content that is high in quality, creative, 
and professional. Production and creative are often a full, standalone business unit. Content 
opportunities are discovered and leveraged that relate to a brand experience more so than 
around products or services. 
 
Case Study: Red Bull, the Austria-based energy drink company, with 3.78B euros in annual 
revenue, has long been recognized as a content powerhouse. It produces high-energy, 
maximum impact, visually stimulating artifacts that directly tie into its extreme energy drink 
branding and related sports and aviation sponsorship. Its focus on permeating global culture 
with its branded and brand-related content has proven so successful that Red Bull continued to 
soar with the addition of RedBullContentPool.com — an e-commerce website that allows 
(primarily commercial) users to license clips from the brand’s extensive video content library. 
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In addition to the ability to license nearly 8,000 videos on RedBullContentPool.com, users 
interested in Red Bull’s photography may visit an alternate site that offers more than 42,000 
photos free to anyone using them for editorial purposes. The company also offers specific 
pieces of content for download via iTunes, owns a record label, and publishes a print magazine, 
among many other media initiatives. Red Bull’s complex distribution model allows it to utilize 
content to its maximum potential in both revenue generation and impact on global culture.  
 
Other companies within the Run stage of Altimeter Group’s Content Marketing Maturity Model 
may pursue similar commercial media licensing, syndication, and distribution models to grow 
the reach, impact, and ROI of their content, ultimately creating additional opportunities to 
generate earned media in the process. 

Content Marketing Maturity Model Self-Audit 
 
With an understanding of how companies achieve content marketing maturity, take action and 
self-diagnose. The self-audit below (Figure 2) is designed to help companies assess where they 
are on the Altimeter Content Marketing Maturity Model based upon the key components 
identified above. First, identify which description best describes your organization in each row. 
Then, enter the score associated with that description in the column to the right.   
 
Score: The average of all five scores indicates the numerical rank of the maturity stage of 
Altimeter’s model. Your numerical rank is determined by adding together all five responses and 
then dividing the total by five.  
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Figure 2. Content Marketing Maturity Self-Audit 
 
 

Content Marketing Maturity Self-Audit 
 

 

Score 0 
(Stand) 

1 
(Stretch) 

2 
(Walk) 

3 
(Jog) 

4 
(Run) 

Your 
Score 

Organizational 
Structure 

No executive 
sponsor or 
formal 
structure to 
create and 
distribute 
content 

Executive 
sponsor and a 
small, part-
time support 
team 

Executive 
sponsor leads 
small team of 
dedicated 
content 
producers 

Content 
managers lead 
teams focused 
on different 
content types 
and channels 

Chief content 
officer 
integrates 
content into all 
communication 
groups 

 

Internal 
Resources 

No internal 
resources 
dedicated to 
content 
creation or 
strategy 

Assess 
colleagues' 
capabilities to 
produce 
content and 
create a small 
team 

Expand 
responsibilities 
and size of the 
content 
production 
team 

Formalize 
content team 
and hire 
dedicated 
talent; 
incentivize 
creativity and 
contributions 

Content 
creation is a 
responsibility of 
all marketing 
and 
communication 
teams 

 

External 
Resources 

No external 
resources 
engaged to 
make the case 
for or create 
content 

Consultants 
make the 
case for 
content 
marketing 

Establish 
relationships 
with agencies 
for content 
creation and 
production 
support 

Agencies 
assume a 
larger role in 
creating more 
advanced 
types of 
content, e.g., 
video and 
mobile apps 

Working with 
cutting-edge 
agencies to 
explore new 
types of 
content 

 

Measurement Very limited 
measurement 
of website 
traffic; no 
formal 
strategy 

Form a 
measurement 
strategy; 
begin a basic 
listening 
program 

Track basic 
KPIs, such as 
page views, 
fans, likes, 
comments 

Connect 
metrics to 
meaningful 
business 
objectives 

Advanced 
sentiment 
analysis and 
ROI 
calculations 

 

Education No 
educational 
programs 
within the 
company in 
regard to 
content 
strategy. 
 

Executive 
education to 
encourage 
buy-in 

Training for 
content team 

Content 
marketing 
training 
incorporated 
into the overall 
employee 
training 
program 

Continual 
training on 
emerging 
content trends 
and 
technologies 

 

     
Average Score: 

 

 
Source: Altimeter Group 
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The Content Marketing Channel Roadmap 
 
Understanding marketers’ content channel needs and priorities are critical to the process of 
rebalancing. While determining which channels content should be created for should always be 
approached strategically, with a view toward overall marketing goals, it cannot be ignored that 
each channel brings with it new technological and budgetary requirements. In our interviews, 
Altimeter found marketers are increasingly looking toward channels such as video and mobile. 
Creating and distributing multimedia and mobile content will require greater investment in terms 
of budget, technical and production expertise, and measurement than does text-based content, 
e.g., blogging, articles, and e-mail. 
 
As marketers become more ambitious technologically and, at the same time, less reliant on 
advertising, the need to ramp skills, hire and budget effectively, and plan for the future become 
correspondingly more complex. Consumer preferences and trends put increased pressure on 
this area. Blogs have receded in significance as more social channels and video have risen to 
the fore. We therefore recommend marketers keep a close watch on channel effectiveness, as 
well as emerging trends in content marketing channels and technologies. 

Channels and Tactics 
 

What content channels do marketers say are effective now, and where will they focus their 
efforts in the short-term future? To answer this question, we asked organizations what content 
channels are important now and what types of content they hope to both deploy and de-
emphasize — or diminish — in the future (see Figure 3). 
 
Figure 3. Marketers Confident in Future of Online Video, Social, Mobile 
 

 
Base: 56 marketers; Size of bubbles above reflect marketers' intention to increase/decrease use of that content type 
over the foreseeable future. * Based on question: What are the most effective types of content you’ve used to 
promote your brand? ** Based on question: Which type(s) of content do you plan to phase out, use less of, or have 
found ineffective?; Source: Altimeter Group 
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Content Channel Insights 
 

While it’s essential not to confuse strategy with tactics, at least some tactical understanding and 
planning is essential as organizations strive to rebalance. New channels require new 
investments and a willingness to commit resources to experimentation. At the same time, gap 
analysis is essential as well. While few interview subjects cited search engine optimization or e-
mail as elements of their content marketing initiatives, common sense dictates otherwise. What 
marketers said in interviews, and to an extent what they did not say, reveals a great deal of 
what’s required to address content requirements going forward. 

 
• Visual information reigns supreme, from video to images to infographics. 

Overwhelmingly, marketers plan to add more video to content marketing initiatives, 
necessitating increased investment in both technology and production resources. 

• Mobile and location-based marketing are the second most-cited area into which 
marketers want to expand content initiatives. Again, this will call for increased 
investment and more technological resources. 

• Marketers must manage flow and develop the ability to respond in real time in social 
channels 

• Bright, shiny objects, i.e., a fixation on newer channels and technologies, can distract 
from foundational channels (e.g., search; written content, such as blogs; and educational 
content, which is often essential in B2B channels). We believe these less-glamorous 
areas to be essential to content marketing initiatives, even as efforts to expand into 
glitzier channels expand. 

• Budgets must increase to accommodate content channels, such as video and mobile, 
that require larger production and development investment. 

• Marketers’ confidence in and reliance of content marketing is beginning to diminish their 
reliance on print and broadcast advertising, as well as public relations. 

 
 
 
 



	  

	  

 
© 2012 Altimeter Group   

Attribution-Noncommercial-Share Alike 3.0 United States 

	  
	  

 
17 

Recommendations 
Build Content Around the Brand/Product/Service, Not About It  
 

Redefine customer relationships based on serving, educating, and entertaining customers with 
content that is not product- or brand-centric. This necessitates a shift toward communication 
and away from advertising, as well as away from the “I” of a brand, product, or service and 
toward the “you” of the customer. Content that is too product- or brand-focused is ill-equipped to 
travel digitally; it’s seldom shared or passed along, whereas content that stands on its own 
merits as entertainment, storytelling, educational value, or utility will be shared and passed 
along. First steps in this phase often involve listening, e.g., learning the questions and concerns 
a target audience might have around a product or service category and then addressing those 
questions to foster helpful communication. 

Drive Organizational Change and Transformation  
 

Create a culture of content throughout the organization, with top-level buy-in. Communicate 
across silos, and create content creators and advocates across and within corporate divisions to 
find and maximize content opportunities. The stories content marketing tells, or the customer 
problems content provides solutions for, do not reside in the marketing department, but rather in 
a wide variety of corporate divisions. Correspondingly, content creators, thought leaders, and 
customer advocates also live outside the marketing department. Building bridges to these 
disparate sources of content and the raw materials that inform its creation require new levels of 
cooperation and communication through programs and initiatives, such as training (see below), 
incentives, making content part of a job requirement, incentive programs, and even rewards, 
such as the fame and recognition that can come with authorship. 

Educate and Train  
 

Educate and train management and staff in content strategy and tactics. This will vary 
depending on the organization, but generally involves three levels of training. First, focus on big-
picture conceptual training for senior executives to foster organizational buy-in to content 
initiatives and executive-level support for content marketing. Next, implement strategic training 
for managers and marketing/communications staff who will be tasked with overseeing content 
marketing initiatives and whose staff is expected to contribute. The third level is tactical training, 
particularly in digital channels, e.g., social media, community management, SEO, etc., for 
content creators in the organization — both within and outside the marketing department.  

Design Recombinant Content 
 

Strive to create content that can be distributed in multiple formats across numerous platforms 
and channels to maximize value and minimize the resources dedicated to continually creating 
content from scratch. Understand how to redistribute and reuse discrete components of longer 
form content. An executive speech at a conference, for example, might be turned after the fact 
into a long-form video, short video excerpts, a shared slideshow, one or more blog entries on 
the topic, an infographic, a podcast, a whitepaper, tweets, etc.   
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Open Research 
This independent research report was 100% funded by Altimeter Group. This report is published 
under the principle of Open Research and is intended to advance the industry at no cost. This 
report is intended for you to read, utilize, and share with others; if you do so, please provide 
attribution to Altimeter Group. 

Permissions 

The Creative Commons License is Attribution-Noncommercial-Share Alike 3.0 United States at 
http://creativecommons.org/licenses/by-nc-sa/3.0.  
 

   

Disclosures 
Your trust is important to us. As such, we are open and transparent about our financial 
relationships. With their permission, we publish a list of our client base on our website. At the 
time of this report’s publication, some of the technology providers we interviewed may be 
Altimeter Group clients. See our website to learn more: 
http://www.altimetergroup.com/disclosure. 

Disclaimer 
Although the information and data used in this report have been produced and processed from 
sources believed to be reliable, no warranty expressed or implied is made regarding the 
completeness, accuracy, adequacy or use of the information. The authors and contributors of 
the information and data shall have no liability for errors or omissions contained herein or for 
interpretations thereof. Reference herein to any specific product or vendor by trade name, 
trademark or otherwise does not constitute or imply its endorsement, recommendation or 
favoring by the authors or contributors and shall not be used for advertising or product 
endorsement purposes. The opinions expressed herein are subject to change without notice. 
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Executive Summary
Consumer behavior is undergoing a rapid change. The person who yesterday “surfed the web” 
today flits across a panoply of screens, sites, channels, and devices, often simultaneously, or very 
near so. Logos pervade consumers’ lives, from the programs they watch to the billboards they 
pass, to the clothing they wear. The average person sees some 3,000 brand impressions every 
day.1 The media and information they consume might originate in traditional media, social media, 
advertising, or — with increasing frequency — a hybrid of all three. Consumers rarely pause to 
note provenance. Media are a veritable blur. The primary quest is for information, entertainment, 
or shopping. The goal is simply to find the “right” media, be it paid, owned or earned, along this 
highly dynamic customer journey. Brands are challenged to intercept this elusive customer and cut 
through the media clutter, regardless of whatever channel or medium consumers are engaged with. 
Converged media will happen and is happening; if marketers do not take action, the effectiveness of 
marketing efforts will suffer.

Advertising, or “paid” media has traditionally led marketing initiatives, both online and off, but advertising no longer 
works as effectively as it did unless bolstered by additional marketing channels. Owned and earned media are vital to 
campaigns, helping to amplify and spread brand messages across a myriad of complex paths that consumers follow 
across devices, screens, and media.

Earned and owned media have become so integral to successful marketing initiatives that they are now commingling with 
paid media to create new media hybrids. Paid + Earned; Earned + Owned; Owned + Paid; and even Paid + Owned + 
Earned media models are now emerging. Yet while consumers make less distinction between channels, marketers remain 
specialized in one medium at the expense of the other. Rather than allow campaigns to be driven by the locomotive of paid 
media, marketers are now required to develop scale and expertise in owned and earned media to drive effectiveness, cultivate 
creative ideas, assess customer needs, cultivate influencers, develop reach, achieve authenticity, and cut through clutter. 

Brands that do not integrate and align paid, earned, and owned media now are at a disadvantage. While this confluence 
began and is taking root in digital channels, it is rapidly moving toward more traditional forms of media and to other 
screens, beginning with television (a new UK station will only broadcast programming with a high level of social media 
buzz, and user comments are woven into the programming).2 Marketers who fail to learn to reconcile paid, owned, 
and earned media today will be at a distinct disadvantage in the future when, in less than 10 years, most media will 
encompass elements of paid, earned, and owned. To arrive at this state, brands must change the way their marketing 
departments are organized, build new models to effectively collaborate with agency and vendor partners, shift budgets, 
and realign metrics and KPIs to effectively measure and assess both creative and media initiatives.

Methodology

We conducted qualitative analysis by interviewing subject matter leaders, as well as conducting dozens of 
briefings with providers and analyzing enterprise brand marketing programs. Specifically:

34 research interviews and 29 briefings with corporate practitioners of major brands, social software 
vendors, and solution providers; various types of media agencies, industry experts; and major social 
media networks

Secondary research and analysis of more than 40 case examples of brands integrating paid, 
earned, and owned media types.
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As Consumer Media Habits Shift, Brands Require Media Ubiquity

Marketers are familiar with distinct media channels. Paid summons images of banner ads, search engine marketing, 
TV spots, or billboards. Owned is comprised of corporate assets such as the company website, a blog, or a YouTube 
channel. Earned is characterized by online and offline word of mouth, reviews, forums, and social media updates — 
anywhere people discuss products or brands.

All Media Are on the Verge of Converging

These distinct media are beginning to converge. Soon they’ll be inextricably entwined. Gone are the days when 
marketers could spoon-feed pre-fab sales pitches to apathetic consumers. Welcome to the empowered buyer: a 
savvy and dynamic customer, armed with information, multiple options, and devices, and backed up by an ever-
expanding network of peers and references. Past Altimeter Group research suggests some customer journeys could 
have as many as 75 digital variances3 combining varying content source, channels, and screens per touchpoint.

Sophisticated Brands Have Begun to Integrate Media

Through the emergence of the digital web, social channels, cloud-based technologies, mobile platforms, and shifting 
notions of convenience, consumers are dancing a new dance in the way they make purchasing decisions. Marketers 
must keep in step. They’ve already shifted budgets in an effort to keep up with buyers. About half of marketers 
surveyed in 2012 are increasing their spend in digital channels (web, mobile, social, etc.), away from traditional ones 
(broadcast, print, out-of-home, etc.).4

No Single Medium Can Afford to Stand Alone

Effective marketing now stands on its audience’s shoulders. What resonates most with the audience is what 
maximizes the impact of the investment, both short- and long-term. With consumer attention fragmenting, digital 
channels proliferating, and the effectiveness and engagement with ad units plummeting, display advertising messages 
and campaigns are no longer a standalone marketing solution. Marketers, meanwhile, are increasingly aware of the 
need to establish greater ubiquity across more channels throughout the social web. Supplementing this is the need 
to create content in owned channels and to encourage dialogues with, listen to, and amplify consumer conversations 
and gain traction.

Defining Converged Media Terminology

With the cultural and technological shifts we see in marketing today comes the need to identify, define, and 
standardize terms to streamline discussions in our diverse set of ecosystem connections. In order to discuss the 
interplay of paid, earned, and owned media, let’s first define each of these terms as they apply to digital channels:

Paid media are display or broadcast advertising. In digital channels, paid media include banner ads, Pay Per Click 
(PPC) search ads, advertorials, sponsorships, sponsored links, and pay-per-post blogging. The common factor of all 
these channels is that they are a form of advertising for which a media buy is necessary.

Example of confluence with other forms of media: an ad on Facebook that consists of content from the advertiser’s 
newsfeed post.5

Owned media are all content assets a brand either owns or wholly controls. Owned media channels include 
websites, microsites, branded blogs, videos, and the brand’s own(ed) presence on social media and social network 
channels, such as Facebook, Twitter, YouTube, Flickr, etc. Owned media is largely content marketing, i.e., content a 
brand owns and/or publishes that involves no media buy.

Example of confluence with other forms of media: A TV spot (paid media) finds perpetual life on an owned channel, 
e.g., the Old Spice Guy on YouTube.
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Earned media is user-generated content created and/or shared by users. (It bears mentioning that some consider 
shared media to be a separate channel. More on this below in Outlying Channels.) Types of earned media include 
consumers’ social media posts, tweets, reviews, videos, photos, and open online communities. Another component of 
earned media is mentions in media or on social channels that are the result of PR or media relations. For brands, earned 
media is the most elusive and difficult of the three channels; while it can be influenced, it cannot be directly controlled.

Example of confluence with other forms of media: Display units that scrape relevant and targeted user reviews from 
ecommerce sites and input them directly into the ad creative (Bazaarvoice). Also notable is Sweden’s Twitter account, 
which is fully under the control of a new Swedish citizen each week.

Outlying channels don’t neatly conform to the categories of paid/owned/earned media. This is to be expected from 
some forms of digital media. Online contests and sweepstakes, for example, are often hybrids of paid, owned, and 
earned media. And as mentioned above, shared media (“likes,” “retweets,” “shares,” etc.) are considered by some to 
be a wholly separate channel from earned media. Moreover, shared media may or may not contain original content 
(e.g., a comment or other earned media) added by the sharer. Co-created content is another category that could be 
assigned to earned or to shared media. We acknowledge these arguments, but for the purpose of this report we will 
consider “shared” media to be part of earned.

Converged Media utilizes two or more channels of paid, earned, and owned media. It is characterized by a 
consistent storyline, look, and feel. All channels work in concert, enabling brands to reach customers exactly where, 
how, and when they want, regardless of channel, medium, or device, online or offline. With the customer journey 
between devices, channels, and media becoming increasingly complex, and new forms of technology only making 
it more so, this strategy of paid/owned/earned confluence makes marketers impervious to the disruption caused by 
emerging technologies.

Figure I: The Convergence of Paid, Owned & Earned Media
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State of Industry: Media Converge Despite a Fragmented Ecosystem

Successful converged media requires an ecosystem of providers to work in concert. Yet like a fragmented mosaic, 
the constituents across brand, agency, and software vendors are unaligned. When surveyed, most respondents 
(brands, vendors, and agencies alike) perceive the integration of paid, owned, and earned media as essential as 
it is immature. In each interview, respondents were asked to score the maturity of the converged media space 
quantitatively. An average 1.95 out of 5 possible points (5 being the most mature) was found across 35 respondents. 
While the sample size is limited, this reflects broader industry sentiment. Paid, owned, and earned integration is in a 
state of early maturity across the ecosystem. 

This report segments findings by three constituent groups: brands, agency partners, and software providers.

Brands Lag in Deploying a Converged Media Experience

Internally, brands are organized in marketing sub-groups that are territorial, competitive, and political. They compete 
amongst themselves for budget, as well as prominence. We found the following patterns: 

Mindset varies by department; social team often catalyzes change. Brands are only very slowly 
becoming aware of the need to integrate paid, owned, and earned media due to fragmentation of teams 
within the company. This realization is usually sparked in that part of the organization tasked with social 
media management is already deploying social ads on Facebook or Twitter. These marketers see the need 
for POE integration, but they lack the authority, budget, and clout to get their peers in other marketing 
divisions on board with integration efforts. In most organizations, this alignment and integration stretch 
beyond the marketing organization to embrace other customer-facing divisions, most notably product 
groups and customer service. 

Departmental silos hinder converged deployments. Other marketing divisions may slowly begin to 
see the need for integration, but lacking leadership that oversees all media efforts, cross-departmental 
authority, common success metrics, or channels for communication, they are hampered and lack incentive 
to move forward. Companies without a content strategy are also unable to progress in this environment, 
as they lack the content marketing assets to maintain presence in owned channels, as well as to effectively 
and rapidly respond to earned media. Brands can’t sit back and wait for an external partner to take the 
lead on integration. It is up to them to effectively organize and align external vendors and agencies. This 
will only happen if they are proactive and instigate change internally, as well as externally. 

Disparate tools leave marketers kneecapped at the workbench. Brands struggle with a panoply 
of software spanning CMS, marketing automation, advertising management, analytics, dozens of social 
tools, and multiple CRM systems. They’re forced into integrating disparate systems, which handicaps their 
ability to use these tools to provide a consistent customer experience. Integrated digital marketing suites 
are emerging, but a schism between adopting best of breed vs. one-size fits all will persist.

Agencies Too Limited by Campaign, Channel 

Brands cannot deploy converged media alone. They must coordinate agency partners to reach the dynamic customer. We 
found that across 16 agencies spanning digital, communications, social, and more that most agencies tend to specialize 
in, or have a revenue model contingent upon, only one of these three key media channels. Our research found:

Campaign-focused mindset at the expense of sustained engagement: Traditional digital advertising 
agencies tend to be focused on channels where they have historical expertise. AKQA’s Director of 
Strategy, Rachel Lawlan summarizes, “Agencies generally, whether traditional or digital, have produced 
stock rather than flow. Stock is advertising, websites, tangible things. Where we’re going to now is 
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understanding flow — second-by-second, minute-by-minute monitoring, responding, making sure you’re 
there.” Often, these rollouts are short term based on campaign or advertising flights, yet often with clear 
measurable results. On the flip side, long-term engagement social agencies span multiple quarters on one 
effort, but struggle to measure business ROI. 

Channel-focused agency teams miss opportunities: Agencies are often specialized and don’t feel 
their counterparts in other focus areas are competent in integration. Digital agencies claim social agencies 
lack larger brand perspective, while social agencies say media buyers ignore long-term engagement. In 
any case, by not integrating, agencies are missing opportunities. 360i’s VP of Emerging Media, David 
Berkowitz identifies missed opportunities by lack of integration and planning: “You have paid media that’s 
not nimble enough to tap into what people are talking about and what the brand’s editorial calendar is 
focused on. ... A lot of it is having the plan looking ahead. A plan that allows for agility and creating a 
degree of structure for flexibility.” 

Agencies struggle to keep up, frustrated with ever-changing tool sets: Most agencies we spoke with 
are struggling to move into new channels outside of their core expertise. Social agencies like VaynerMedia, 
We Are Social, and Big Fuel are deploying social ads within social networks but are often disconnected from 
larger media buying initiatives. On the flip side, digital agencies have deployed social capabilities but are often 
limited to shorter-term campaigns. To solve this, we expect mergers and acquisitions between the various 
constituents to provide a cohesive converged media solution. Finally, these service providers must constantly 
invest in research to keep track of the changing toolset of brand monitoring, Facebook campaign software, 
social media management tools, content management systems, and more. 

Acquisition and Integration Forbodes Effective Digital Marketing

Altimeter interviewed seven technology vendors and took briefings from dozens of others about their products. The 
appendix contains a matrix of software providers spanning the deployment of paid, owned, and earned media — 
(See Figure IV: Vendor Showcase: Converged Media Software Providers). We identified the following trends: 

To remain relevant, vendors must stretch beyond comfort zones. Most of the software vendors 
interviewed recognize that paid, earned, and owned media are rapidly integrating. However, most vendors 
have a unique specialty ranging from social, creative software, email marketing, CRM, etc. Within the 
social software space alone, Altimeter identified at least 16 forms of software technology in this exploding 
field.6 As a result, vendors are forced to move outside of familiar territory to expand into new areas that 
require new ways of selling, marketing, and deploying. 

Partnerships abound, acquisitions accelerate. As media types flow together to converge, building 
software from the ground up is too costly and time consuming. Following Facebook’s underwhelming IPO, 
software vendors are seeking to exit via selling to a larger entity. Shift Communications CEO Todd Defren 
states, “The vendor and agency landscape? It’s a landshare grab!” We’ve seen intense acquisition by 
larger players, including Salesforce, Adobe, IBM, Oracle, and other seasoned enterprise software players. 

Seamlessly integrated suites will take time. Brands should be cautious about investing in a software 
suite (or “stack”) to address all marketing, advertising, and media needs. The technology is nascent today; 
“Tools are the number one pain point for social today—the industry is so fragmented and broken,” explains 
Becky Brown, Director of Social Media Strategy at Intel. Significant customer case studies from the large 
software vendors have yet to emerge, as vendors continue to integrate acquired products and teams. This 
industry sector is not limited to software suites alone. Point providers, such as Wildfire, have developed 
partnerships with advertising provider Adaptly to provide both earned and paid capabilities. Expect that 
point providers will be faster bringing a nimble product to market than will behemoth software companies. 
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Converged Media: 11 Success Criteria 

While all ecosystem players possess at least some pieces of this puzzle, no one constituency now holds all the 
pieces in one place. Altimeter found a set of baseline needs that brands and their ecosystem partners must have 
in order to succeed with converged media. We view this new paradigm of creative development as analogous to a 
chemistry lab in which marketers must conduct and monitor numerous experiments involving many moving parts 
to concoct successful formulae. To aid marketers, we’ve provided a checklist for deployments, as well as detailed 
specifics below. 
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 Checklist: Converged Media Success Criteria

Before embarking on a converged media strategy, brands and agency partners must complete all the requirements 
in the following checklist. Below this crib sheet are detailed explanations, examples, and emerging practices. 

A. Strategy

 1.    Understand Converged Media: Awareness of changing consumer media consumption patterns and 
the necessity of presence in multiple media for reach and efficiency. 

 2.    Plan a Stable Foundation: Successfully architecting strategies around paid, owned, and earned 
media is analogous to designing a stool. Two legs (or media channels) may hold it up, but stability and 
balance is achieved when the design incorporates three legs.

B. Organization

 3.    Ability to Achieve Earned at Scale: Earned is the most difficult medium to achieve, particularly at a 
significant scale. Content strategy is essential both to build and nurture earned media.

 4.    Align Teams & Departments: Individual stakeholders cannot “own” converged campaigns and 
expect success. Paid, earned, and owned must meet at the same table to plan initiatives, content, 
creative, media, and strategies that link them.

 5.    Align Agencies & Vendors: Brands’ partner companies require briefs that define the scope of paid, 
owned, and earned convergence. Each will have individual areas of specialization and expertise, yet full 
visibility is essential for all partner companies.

C. Production

 6.    Aligned Content / Creative across Channels: Design, voice, branding, and other creative elements 
must be agreed upon and defined across paid and owned channels. 

 7.    Real-time Capabilities: Paid, owned, and earned media convergence is most effective when it is 
responsive. While earned demands an exceedingly high degree of responsiveness, agility in “owned” and 
paid media is ideal.

 8.    Channel Flexible: While varying channels may ‘lead’ convergence initiatives, no one channel will retain 
prominence indefinitely. Channel balance can shift rapidly and without warning. Marketers must monitor 
across channels and nurture them, as well as account for multiple channels in planning stages.

 9.    Influencer Relations: All earned media is not created equal; Influencers are critical to amplifying brand 
messages and helping to build earned media at scale.7 

D. Analysis

 10.  Social Listening / Analysis of Crowd: While it’s not possible to respond to the chicken-and-egg 
question of which medium drives the others (the answer will always vary), having a system in place to 
monitor conversations in social and earned media channels is a critical component to success. It often 
serves as the germ of the creative idea and is essential for responding to consumers or optimizing the 
approach.

 11.  System for Identifying & Measuring KPIs: As with any marketing initiative, KPIs must be defined 
at the outset of campaigns or initiatives, and a system of measurement designed to determine if 
goals are being achieved.
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A. Strategy 

1. Understand the Changing Forces of Converged Media: When it comes to implementing an integrated paid, 
earned, owned strategy, brand marketers must possess an understanding of the changing forces of converged 
media, including emerging practices, content types, technologies, channels, behavioral, and other trends. “This 
really begins with understanding the consumer at the cognitive level in an incredibly dynamic environment,” says 
Alex Craddock, Head of North American Marketing for Visa. A number of interview subjects mentioned building 
this awareness by conducting an audit to first understand where the brand sits relative to these forces (content, 
technology, industry, consumer behavior, channels, etc.). 

“Look around to see what paid, owned, and earned trends look like today, in digital, in your industry, for your 
consumers; then do an internal audit,” advises Gary Stein, Executive Vice President of Strategy for iCrossing. When 
surveyed, marketers are evenly divided on which (paid, owned, or earned) media has the greatest impact (sales, 
new customers, revenue) on the business, suggesting different media types support different businesses in different 
ways.8 While there is no one-size-fits-all in the successful integration of paid, earned, and owned media, success is 
contingent upon understanding what will resonate within the paradigm (internally and externally) of your organization. 

2. Plan a Stable Foundation: Many marketing and communications departments are executing on one, two, or 
even three media channels, yet these are disparate executions with little insight or relationship to one another. We 
continually heard tales of overlapping budgets, varying (sometimes conflicting) objectives between teams, and silo’d 
or redundant communications internally and externally between agencies or vendors. The insights that come with 
analyzing earned media instruct and inform the areas in which to amplify using paid and where to innovate with 
respect to owned. Owned media provides the platform upon which earned and paid can exist and is foundational 
to the brand presence and messaging, which inspires earned. Paid media helps drive volume to owned and earned 
channels, and ultimately what amplifies the brand message.

B. Organization

3. Ability to Achieve Earned at Scale: “Social is unique because it allows marketers to grow relationships at scale,” 
says Reggie Bradford, CEO of Vitrue. While earned media is the most challenging to measure for direct ROI, it’s also 
the most powerful medium for achieving brand goals such as advocacy, loyalty, retention, and, ultimately, increased 
sales. But quality earned alone is not enough; brands must leverage paid and owned media to drive quantity. Many 
brands, agencies, and vendors interviewed reiterate that the main challenge to scale in earned media (and for the 
industry at large) lies in the immaturity of the technology and how it impacts agility. 

Michael Chin, VP of Marketing & Business Development for SocialFlow explains, “[Growing earned] comes down to 
comparing what your customers are saying about the brand with what the wider social audience is talking about in 
their own conversations. It’s that data-driven portion that allows you to adjust in real time, but accessing it has been a 
difficult nut to crack for the industry — we’re largely driven on gut intuition today. Scale and maturation of this has to 
involve a data-driven approach.” Achieving earned at scale does not happen overnight; rather it is an ongoing effort 
of consistent brand messaging, reaching the right people at the right times from the right angles, supported through 
listening and publishing tools, media agency partners, and a fundamentally agile approach.

4. Align Teams and Departments: The most simultaneously challenging, yet essential, element to streamlining 
converged media execution is overcoming the cultural silos that exist internal to the organization. Brands we 
spoke with emphasized alignment in a number of historically autonomous areas: ownership, communication/
collaboration, campaign goal(s), and budget. In the past, communication between the ad buying team and customer 
service, communications/PR and social strategists, and influencer relations and the creative team (to name a few 
combinations) is limited. Paid, earned, and owned stakeholders must meet at the table to plan initiatives, content, 
creative, media, and strategies that link them. Nancy Bhagat of Intel explains her recent decision to merge her social 
and global media teams: “Why does this make sense? I found we were having similar conversations across teams. 
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For the past several years, I have been encouraging every opportunity for them to work as one, sharing information 
and insights — driving cross media opportunities with our partners and thinking about a new world where the idea of 
“paid” or transactional media dissolves.”9 Without partial ownership, there’s a risk of channels becoming weak links 
and afterthoughts rather than essential components of the larger initiative and strategy. 

5. Align Agencies & Vendors: The importance of alignment extends beyond the internal organizational structure, 
externally, to agencies and vendor partners. Brands’ partner companies require briefs that define the scope of paid, 
owned, and earned convergence. Each will have individual areas of specialization and expertise, yet full-picture 
visibility is essential for all partner companies. “From a Coke [brand] perspective, we sit in partnership across 
strategic, creative, executional, and implementation cycles, involving communication among the groups collaborating 
across all of those. Sometimes the voice leans in favor of one, sometimes the other, but we always have these teams 
working together around the brand position,” asserts Coca-Cola’s VP of Global Advertising Strategy & Creative, 
Jonathan Mildenhall. 

Agencies and vendors we interviewed also identify the need for inter-partner harmony, even suggesting brands play 
the role of “general contractor,” as Stephanie Agresta, EVP Managing Director of Social Media for Weber Shandwick 
put it. “Brands have to insist that everyone plays nice in the sand-box. There are a lot of agencies that resist this 
type of cooperation and co-opetition. Brands must set the standard and have a defined role integrating the different 
specialty disciplines (all of which are required to successfully launch a campaign). The result of this approach is that 
the best creative thinking emerges and industry best practices are established.” 

C. Production

6. Aligned Content/Creative Across Channels: Humans build relationships with brands in the same ways they 
do with other humans: through ongoing interactions, establishing trust and mutual benefit/value. As digital channels 
continue to evolve, so does the audience’s options for consumption. Aligning content across channels is paramount 
for driving consistent brand messaging, value, look, and feel. Stakeholders across paid and owned channels must 
also be aligned on branding elements from day one. David Berkowitz, VP of Emerging Media for 360i commented, 
“Brands must own their overall story, for that enduring message is what defines the brand. Finally, they must make 
sure all stakeholders and their marketing assets are marching to the same beat.” True content alignment should be a 
natural extension of the organizational alignment that must occur among paid, owned, and earned channels. 

7. Real-Time Capabilities: To be effective in paid, owned, and earned media, integration must be agile. Agility 
is a derivative of effective listening, measurement, and resource allocation, as well as market, cultural, and media 
awareness. The organization must also facilitate agility in its converged media strategy by providing the proper labor 
resources, buy-in from stakeholders, communication channels between these stakeholders (internal and external), 
and empowerment to act. Jonathan Mildenhall, Coca-Cola’s VP of Global Advertising Strategy & Creative advises 
“scenario planning,” wherein strategy involves “modeling different consumer conversations around the media 
hierarchy. What happens if we start with paid? With earned? With owned? Then model different conversational 
responses from there.” Real-time capabilities (measurement, benchmarking, reporting, attribution, engagement, 
support, etc.) are what enable this agility and the ability to respond and act rapidly and efficiently — something 
particularly critical in earned media.

8. Channel-Flexible: The empowered and dynamic customer has choices; choices in the platform they use to 
consume information, how social they want to be in the process, and the time of day they wish to do so. Thus, 
it’s important for brands to extend their presence across multiple channels and platform types. Nichole Goodyear, 
Executive Director of the Social Media Advertising Consortium (SMAC) emphasized the importance of a multi-channel 
approach for brands, claiming, “You have to have not only a wide presence, but make sure the brand has an active 
presence everywhere — not just Facebook, Twitter, and its website, but also emerging platforms like Pinterest and 
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Klout.” With consistent messaging, brands can reach their audiences wherever they are at any time. This distributed 
presence is a cornerstone to successful paid, earned, and owned integration, both in terms of brand ubiquity from a 
consumer standpoint and revealing demographic and behavioral insights from the brand standpoint.

9. Influencer Relations: In a world where peer reviews are consumers’ most-preferred decision-making tool10 
influencers comprise a key constituent that brands simply cannot afford to ignore. Influencers can play a role to 
amplify the brand message across all media types, whether touting the product in an unprompted “earned” setting, 
being the voice of a “paid” campaign, or even through offering guidance or advice on an “owned” platform. Analysts, 
bloggers, celebrities, expert practitioners, and news commentators are just a few of these influential consumers 
who carry large and engaged fan followings. Consider that mass influencers, those with the greatest online reach, 
account for less than a fifth of the online population, but comprise the vast majority (some four-fifths) of online 
impressions.11 The extent to which brands can leverage these key consumers depends on their ability to interact with 
them effectively. Brands must take special steps with these types of customers by ensuring a positive interaction 
(purchase, support, dialog, engagement), offering them brand experiences that resonate consistently and keeping 
their finger on the pulse/message/behavior of such key influencers. 

D. Analysis

10. Social Listening/Analysis of Crowd: Consumers, not marketers, drive successful marketing. No matter the 
medium (paid, owned, or earned), customers determine success. Successful integration of paid, owned, and earned 
media require agility, both to shift campaign strategies quickly and experiment with pilot campaigns and idea-testing. 
Listening, monitoring, and measurement are instrumental in substantiating this level of rapid decision-making. 
“Experimentation is absolutely critical,” says Joshua Backer, EVP of Ad Operations at Unified. Comprehensive 
measurement and analysis is challenging. Brands inevitably have different needs, metrics, incumbent technologies, 
and integration requirements, regardless of the relative immaturity of the converged media space.12

Erik Huddleston, CTO & EVP of Product for Dachis Group points out, “The biggest issue right now is measurement. 
You invest all this labor and thought into it, but it’s tough to quantify. Even if you come up with quantitative 
methodology, it’s an attribution problem. Not only is it a platform in which you’re marketing, but it’s also a mirror into 
the effective impacts of everything else you’re doing, both owned and paid.” Listening and tracking consumers’ 
behavior around each media type is paramount to maximizing the impact of the investment. Analysis of the crowd 
can instruct strategy, while technologies that track individual behavior can facilitate better engagement on a 
customer-by-customer level.

11. System for Identifying & Measuring Key Performance Indicators (KPIs): Measuring the impact of any 
investment is important, but in the world of real-time marketing, it is essential. Joshua Backer, EVP of Ad Operations 
for Unified adds, “Measure as much as possible! Go as deep as you can into attribution in order to separate the 
signal from the noise. Focus on what is driving the highest-quality signal.” And so the system for identifying KPIs 
must instruct the ongoing measurement itself. KPIs should be established at the onset, but brands must also 
constantly have their ears to the ground for engaging consumers along each step of the customer journey — from 
consideration to purchase, to support to loyalty. These metrics are fluid and may shift based on customer segment, 
platform, campaign assets and goals, even external forces like cultural events, etc. Measurement and analysis help 
marketers become smarter. In a world of converged media, they are the foundation from which investment potential 
is established, understood, optimized, and realized.
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Figure III: Converged Media Workflow
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Savvy Brands Deploy Successful Converged Media 

In our research and analysis of brands, agencies, and vendors, we found that certain companies are indeed 
beginning to converge media successfully and with results. While many brands are converging two media types, few 
have effectively integrated all three. Following are case examples of companies combining two or more media types, 
both online and offline. 

Owned + Earned: The New York Giants bring  
social events to owned venues, generating earned buzz

The New York Giants digital team created a year-
round program of social promotion and curation 
campaigns in order to cultivate engagement 
with fans on and off the field. Beginning in the 
pre-season, the Giants would become the first 
professional sports team to integrate live tweets 
both in the stadium and on TV for viewers at home. 
Using social curation, tweets were enabled on-site 
via the stadium Jumbotron, while simultaneously 
televised; there were website polls and pre-game 
Twitter Q&As. The team also created Twitter-based 
commerce tie-ins for shop.giants.com. 

Results: Increased ecommerce sales via 
Twitter-driven discounts; Twitter followers grew 
122.87% in the 2011 preseason (7/28–9/12). 
Team jumped from ranking 20th to ranking 3rd for 
most NFL Twitter followers. Halloween Costume 
Contest Campaign attracted 7,000 votes, driving 
amplification and awareness. 

(Vendor: Mass Relevance)
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Earned + Paid + Earned: Earned media trends enable agile investment in paid

National Car Rental’s first Facebook campaign, Tales 
of the Road, asked fans to share travel stories for 
a chance at 350,000 airline miles and “elite” status 
in their loyalty program. National listened to the 
hundreds of submitted stories and learned fans will 
share qualitative information about their travel habits 
in exchange for travel perks. Based on this insight, 
National planned the next activation in the form 
of a sweepstakes on both Facebook and Twitter, 
utilizing paid Page Post Ads, Facebook Marketplace 
Ads, community messaging, Promoted Tweets 
and Promoted Accounts to encourage increased 
engagement and growth. In roughly three weeks, the 
Blast from the Past sweepstakes generated more than 
400 entries, thousands of new fans and thousands 
of new followers, indicating that fans are not only 
willing to engage and share content, but were also 
competitive.  Based on the knowledge that their fans 
were driven to engage and compete in sweepstakes-
like activations, National launched the Ryder Cup 
Facebook sweepstakes that offered fans four tickets 
and $5,000 for a trip to the event itself. In addition 
to investing in more paid promotion based on these 
insights, National deployed community messaging 
on both Facebook and Twitter to drive even more 
engagement and to help tap into fans’ competitive 
behavior in a social setting. By listening to each 
campaign, National can not only adjust activations, but 
instruct ongoing and future campaign design as well.

Results: With each campaign, National gained 
thousands of new Facebook Fans and Twitter 
followers within a month below target cost-per-fan 
goals (in both channels). Facebook paid media 
generated tens of thousands of engagements 
below cost-per-engagement goals. Total Facebook 
fan base grew 30% as paid engagement spread 
virally. The campaigns achieved PR placement 
in major publications, garnering millions of 
impressions as a result. 

(Agency: 360i) 
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Paid + Owned + Earned: Trifecta amplification: paid to owned to earned

A Fortune 100 technology brand paid social 
influencers to create engaging and authentic 
content across a number of their own(ed) media 
properties. This content aligned with themes related 
to the brand’s products and initiatives. The paid 
content gained earned amplification as influencers 
shared content across their social networks. 
Engagement and links were then driven directly 
to the brand’s owned social properties, including 
their blog, Facebook, Twitter, Google+, Tumblr, and 
YouTube channel. A total of 121 pieces of content 
were produced (text, video, infographics, images, 
etc.) across only 24 influencers.

Results: Over 1.1M social interactions were 
generated, an average of 9,314 per piece of 
content.

(Vendor: Social Chorus)
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Real World: ClearChannel makes the audience the media

ClearChannel has a recent and very integrated 
example of converging media through digital 
billboards, gesture recognition, and social 
media interaction with their Crowdplay Media 
approach, designed to engage consumers and 
woo advertisers. This summer, ClearChannel 
Spectacolor is activating the “Times Square 
Dunk Tank.” The campaign will run on the hour 
throughout the summer and starts with a carnival 
barker inviting passers-by to help dunk the 
Painted Lady (actress/model Sabina Kelley), or 
the Strong Man (stuntman Robert Miller).

ClearChannel integrated digital channels as part 
of the engagement process, inviting players 
to watch on YouTube and vote on Twitter 
to determine who gets dunked. (Tweets are 
broadcast on the Jumbotron). When voting 
closes, a giant augmented reality ball is released 
“into” the crowd, which they can bounce until it 
hits the target (the dunkee).

Results: Dunking occurs 3X per hour, and 
results thus far indicate ClearChannel sees c. 
500 participants per dunking; 1,500 people 
per hour. In addition to the live events, 
ClearChannel created a YouTube channel and 
a Facebook page and application as a virtual 
campaign home base. Participants nationwide 
will submit video auditions online to be chosen 
as “the dunkee” to be flown to L.A. and New 
York over Labor Day Weekend for filming. 

Challenges

Transparency & Disclosure While consumers are distinguishing less between paid, owned and earned media, it 
remains incumbent on brands to be ethical and transparent in their marketing. Altimeter will be publishing a report 
on Social Risk Management in Q3 2012.13 Now more than ever, brands require policies around these issues, either 
on a corporate level and/or by adhering to policies outlined by trade organizations and other industry bodies, e.g. 
the Word of Mouth Marketing Association (WOMMA).14 

Other legal and ethical areas marketers cannot ignore in converged media include:

Privacy
Endorsements and Testimonials (see FTC guidelines)15 
Opt-in 
Targeting
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Recommendations for Marketing Leaders

Altimeter found that flowing paid, owned, and earned into a single media stream requires a champion at the executive 
level. A series of changes must occur spanning internal organization, working with agency partners, and utilizing 
software providers. Based on 35 interviews, Altimeter found a pattern of pragmatic recommendations that senior 
marketers and both their internal and external teams must follow: 

CMOs and Their Teams Must Make Converged Media a Reality

First, brands must prepare internally. The need to change how content flows between different groups within 
marketing is altered, requiring strong leadership. Marketing leaders should:

Reinforce the goals and opportunities of converged media. Converged media is a shift in how 
media are deployed. Elements of social, advertising, and corporate content are merged into one, with 
rapid iterations and in-flight changes balanced by frequent engagement. The cost to the organization will 
be high, so the leadership team must communicate the benefits include: a cohesive story told across 
channels, deeper engagement as the crowds’ content is integrated, and reduced costs by aligning all 
internal and partner teams. Unify around an agreed-upon set of data to measure success. Get everyone 
using the same metrics and the same dashboard. 

Bridge internal teams. To start, marketing leadership will need to guide internal teams together that span 
corporate communications, media buyers, and social teams to communicate and tell one story. To do this, 
we expect new roles to emerge that report to marketing leaders and will run day-to-day operations; early 
titles around content strategists or digital storyteller may emerge, often stemming from a background in 
media, editing, or journalism. Breaking down silos is essential. 

Hone media creation capabilities. Owned media is increasing in importance — content is the glue that 
holds this troika together. It’s incumbent on brands to develop content strategies that are sustainable and 
scalable. “Brands don’t have internal content creation abilities; that means they don’t know what they 
stand for long term,” said Wetpaint’s CEO Ben Elowitz. Specific skills to develop include creating a unified 
brand voice, building a foundation of content creation that spans all channels, and developing real-time 
capabilities across all these channels.

Foster an Alliance of Ecosystem Partners

Media agencies are a major factor in determining how budget is spent — with a bias, of course, toward paid media. 
Yet agency revenue models are potentially threatened by integrating POE, effectively emphasizing a channel that is 
not their area of specialization. Agencies will no longer be the de facto drivers of campaigns. This is particularly true of 
media agencies and their focus on the supremacy of paid media. In addition to developing a deeper understanding of 
earned and owned channels, agencies must also collaborate with social media, PR, and other ecosystem players to 
map strategy and then collaborate as a team. 

Create incentives for agency and vendor collaboration. Recognize that agency and vendor revenue 
models often work against collaboration. To achieve this, they must ensure all partners use the same KPI 
and ensure both media and creative people collaborate on the idea. “Creatives usually focus on the quality 
of the idea while media partners focus on the number of impressions. In a converged world, both need 
to align around generating engagement and driving business results,” says Mark Bonchek, former SVP of 
Communications & Networks for Sears Holdings. It’s incumbent on the brand to bring all agency partners 
to the table to collaborate, as well as to incentivize collaboration (rather than competition) between 
partners who often view each other as rivals. 
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Give agency leaders who can bridge the functions a seat at the decision-making table. Inside 
larger agencies, social, community, and content roles are growing in prominence. Collaboration between 
these functions must not only deepen but also be genuinely cooperative, not just lip service paid to clients 
demanding it. New roles are needed, again to connect and align on campaign goals involving KPIs beyond 
sales and audience: “If I run a two-week TV burst, I’ll get some sales uplift but also deliver more Facebook 
followers or fans. Now somebody needs to connect this all up. All the stuff that happens between 
campaigns needs to be optimized and fed,” according to Nick Burcher, Global Head of Social Media at 
ZenithOptimedia Worldwide and author of the book Paid Owned Earned - Maximizing Marketing Returns 
in a Socially Connected World. Marketing leaders at brands must pull in the cross-departmental agency 
leader and give them a seat at the decision-making table. 

Work closely with agency partners that have deep expertise in tools and data. A marked 
advantage of agencies is their experience in using tools around social media, data, and metrics; having 
staff on hand that’s specialized in the use of these tools; and keeping abreast with new product and 
technological developments. Agencies are well positioned to maintain this edge. 1) Big data: Larger 
agencies/holding companies are best positioned and equipped to deal with and to interpret big data — 
that’s an advantage. The disadvantage is the intelligence gleaned from data is too often siphoned into 
media functions rather than social or content/owned disciplines. 2) SMMS tools: Again, a must-have for 
agencies with social media practices and capabilities. The question again is how learning is disseminated 
to other divisions and made actionable, as well as unified across paid, owned, and earned media.

Manage Software Providers by Building Integration 

Software vendors historically come and go, so brands must invest in an internal program that can bind together 
contingency issues. Now that integrated suites are emerging, the space is starting to mature. 

Dozens of earned media vendors are being snapped up by suites. In 2010, Altimeter Group 
identified over 16 specific classes of software vendors; some classes had over 100 vendors with more 
coming due to low barriers to entry and excessive VC funding. In 2012, there’s an acceleration in mergers 
and acquisitions, as both successful startups are making acquisitions in related markets, and enterprise 
players like Adobe, Oracle, Salesforce, ExactTarget, IBM, and Microsoft start an acquisition path toward 
the promise of a one-stop-shop suite.

Suites aren’t mature, so brands and partners must still integrate point solutions. Despite an effort 
to roll out APIs and develop ecosystems, all systems don’t easily share information or integrate with other 
software packages. Oracle’s acquisition of Involver and its large developer ecosystem will cause a rise for 
developers and system integrators to connect point software with existing enterprise platforms. Although 
we expect converged media software solutions to emerge from vendors like Adobe and Salesforce, we 
see adjacent markets like performance marketing and marketing automation quickly move into this space, 
bridging multiple media types.

Develop a software criteria list particularly focused on players that integrate and have exposed 
APIs. Brands are at risk of over-investing in a single software solution before the market is fully mature. 
When shopping, brands should create a criteria list and evaluate vendors on the following attributes: 
1) current ability to manage multiple media types; 2) partnerships with adjacent media types from paid, 
owned, and earned media; 3) existing exposed APIs and a developer ecosystem; and 4) roadmap for 
next 12 months to partners with others. Brands should be wary of vendors who lack capabilities in these 
criteria areas and avoid getting locked into software and contracts that restrain them. 
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Conclusion

The convergence of paid, earned, and owned media is a reality. This commingling of media channels is hardly limited 
to ad hoc occurrences on social networks. Rather, it has become a business model. From software vendors such 
as Bazaarvoice to social networks like Facebook, products and services are being built around models that combine 
paid, owned, and earned media to increase marketing effectiveness, cut through clutter, and drive awareness to 
conversion across the myriad channels that have become essential to the dynamic journeys customers take across 
digital channels, digital screens, and, as all media becomes digital, both offline and online media consumption.

As consumers become increasingly mobile, paid/owned/earned convergence will intensify. Rapid journeys across 
multiple digital devices will increasingly blur the lines until almost all distinction between paid, owned, and earned 
media dissolve. 

Companies that don’t prepare for this convergence now in digital channels will be at a marked disadvantage for two 
reasons. 

Paid, owned, earned integration is already bleeding into more traditional forms of media, beginning 
with television. As traditional forms of media (broadcast, books, periodicals) become more digital, POE 
convergence will be pervasive. 

As the Internet of things becomes a reality, in 10 years media will be embedded into and around common 
objects. Products, appliances, and tools will contain data. Initially, this information will be paid and owned, 
but very quickly earned components will develop and commingle with other information.

Preparing for POE integration is therefore not just a demand of present reality, but an inevitable necessity of the future 
of marketing, advertising, and communications.
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Appendix

Altimeter has taken hundreds of briefings from technology vendors. Following is a short list of vendors that span 
multiple avenues of converged media for enterprise class corporations. We expect this to be the precursor to the 
next generation of digital marketing suites that enable brands, and their agencies, to use a single system for their 
marketing efforts. Don’t expect integrated suites (sometimes called “stacks”) to be the only avenue. Best-in-class 
products will emerge from focused and nimble providers that will integrate within the ecosystem.

Figure IV: Vendor Showcase: Converged Media Software Providers

Features Strengths Opportunities

Adobe Ads, Targeting, Analytics, 
Social Media Management 
System, CMS with social 
capabilities, creative 
software, and collaboration 
technology with creatives

Adobe is the first contender 
to announce capabilities 
of a digital marketing suite 
that spans advertising, 
social engagement, and 
website integration across 
paid, owned, and earned 
with analytics powered by 
Omniture.

Although it made several 
acquisitions, it will need to 
bring these tools together 
into a cohesive suite and 
bring forth customer case 
studies showing success 
along the entire customer 
journey and across paid, 
owned, and earned. 

Bazaarvoice Website integration 
features, including ratings 
and reviews and more, 
advertising content via 
“media” product, analytics

Hailing as a leader in 
website integration of 
ratings, reviews, comments, 
and beyond, it recently 
acquired SMB competitor 
PowerReviews. In spring 
2012, it announced a media 
product that cascades 
social content into IAB ads 
outside of the Facebook 
network.

Bazaarvoice provides 
strong capabilities at point 
of customer “intention” in 
ecommerce and corporate 
website integration, but 
must also expand to 
engagement in social 
networks in consideration 
phase. Brands using BV 
must also invest in SMMS 
technologies and brand 
monitoring to complete 
toolset.

ExactTarget Email marketing, social 
engagement software, 
landing page software, 
mobile marketing, and 
analytics

Stemming from a strong 
position in direct marketing, 
it has acquired CoTweet 
for intense customer 
engagement and has 
a strong platform for 
analytics, as well as 
microsite and website 
capabilities to integrate 
both direct and social 
marketing.

While one of the few 
vendors to prepare 
to launch a full digital 
marketing suite, it must 
develop tools that integrate 
with Facebook, customer 
support, and innovation 
technologies beyond 
the use case of direct 
marketing. 
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Features Strengths Opportunities

Google Search marketing 
suite, social network, 
applications, and analytics

Google’s strengths 
in search marketing 
has started to extend 
to Google+, although 
adoption numbers are a 
fraction of other social 
networks. Expect that 
Google Analytics combined 
with collecting of data from 
Google+ will impact search 
results in search engine 
results pages. 

Despite Google’s overall 
dominance, Google+ 
opportunities for brands 
is paltry at best, making 
integration difficult beyond 
text-based engagement. 
Furthermore, targeted 
social ads such as those 
offered by Twitter and 
Facebook leave brand 
marketers unsure how to 
approach converged media 
with Google.

IBM IBM has moved forward 
with market share with 
Enterprise Marketing 
Management via Unica and 
Coremetrics offerings.

IBMs legacy of data 
management and predictive 
analytics gives them an 
advantage over startups 
who lack ability to process 
deep data at enterprise 
level. They provide direct 
and performance marketers 
solutions for accurate 
publication and accuracy of 
reach.

Marketing spans further 
than content and 
advertising optimization 
cross-channel, and 
IBM must now invest in 
engagement software 
that combines corporate 
content beyond publishing 
to social engagement 
in both marketing and 
support. Brands, and 
their agency partners are 
deploying engagement 
through social, gamification, 
and tools beyond 
publishing optimization.

Lithium Community software, brand 
monitoring, social media 
management system, 
analytics

The tried and true leading 
vendor in customer-
facing online branded 
communities, Lithium also 
has brand monitoring 
capabilities and has 
partnered to offer social 
media management system 
capabilities.

It must quickly up its brand 
message to focus on 
marketing beyond support 
and turn unstructured 
customer reviews into 
structure content for 
advertising content, as well 
as deploying an ad media 
solution.

Oracle Social Media Management 
System (Vitrue), Social 
Analytics (Collective 
Intellect) CRM

New entrant, it acquired 
Vitrue for an assumed 
$300M, showing the 
promise of social data into 
existing CRM systems 
could be a reality. 

Will need to reinforce to 
market the rollout and how 
these products tie to the 
overall Oracle mission, as 
well as invest in advertising 
or marketing automation.
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Features Strengths Opportunities

Salesforce CMS, social marketing 
platform, advertising, CRM, 
social automation, brand 
monitoring, and analytics

With a nod toward 
its Marketing Cloud, 
Salesforce has made a 
hefty acquisition in Buddy 
Media (along with ad 
platform Brighter Option), 
giving birth to the marketing 
cloud, Site.com, and other 
tools for marketers. 

Primarily known as a 
customer support and sales 
solution provider, Salesforce 
will need to integrate 
these products into a 
single digital marketing 
tool and undertake intense 
marketing to reshape brand 
perception. 

Thismoment Offers digital marketing 
infrastructure technologies 
that enable media, social, 
and owned content to 
consistently appear across 
microsites, websites, social 
networks, using a content 
and media management 
platform. 

This industry secret has 
raised funds, built a team of 
over 150 employees, and 
has been quietly building 
enterprise class software 
for brand marketers and 
agency partners. This 
toolset can allow marketers 
to govern content and 
deploy and manage across 
a distributed marketing 
landscape.

Focused on owned 
content, and the ability to 
aggregate social content, 
this vendor lacks an 
advertising solution to 
either promote content 
that’s resonating or tap 
into media buying partners 
to amplify content. While 
it has analytics that report 
on activity, it must further 
provide marketers with 
insights on why content 
resonated and then 
suggest how marketers 
should respond.

Social 
Networks: 
Facebook, 
Twitter

Facebook offers a number 
of products, such as 
social ads, brand pages, 
and a thriving ecosystem 
of developers and apps. 
Twitter allows brands 
to create accounts with 
sponsored ads and other 
advertising offerings.

Corporations have been 
quick to tally up fans and 
followers in the social 
networking race, spurring 
traction for these social 
networks. Now these tools 
integrate on corporate 
websites, providing social 
context through social sign-
on features.

These vendors must show 
clear ROI for advertising 
dollars spent and provide 
an advertising network 
beyond their destination 
domain. In particular, 
Facebook extended ads to 
Zynga network, showing 
how social ads can extend 
beyond.16
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Ecosystem Input
This report includes input from market influencers, vendors, and end users who were interviewed or briefed by Altimeter Group during the course 
of this research. Input into this document does not represent a complete endorsement of the report by the individuals or companies listed below. 

Agencies (14)
Stephanie Agresta, EVP Managing Director of Social Media, Weber Shandwick Erik Huddleston, CTO & EVP Product, Dachis Group 
Jon Baker, President of Client Services, JWT    Rob Key, Founder & CEO, Converseon 
Vivek Bellore, Director of Analytics, Attention USA    Rachel Lawlan, Director of Strategy, AKQA  
David Berkowitz, VP Emerging Media, 360i    Michoel Ogince, Director Platform & Product Strategy, Big Fuel
Sean Corcoran, SVP Director of Digital Media & Social Influence, Mullen  Ian Schafer, CEO, Deep Focus
Todd Defren, Principal & Co-founder, Shift Communications   Gary Stein, EVP Strategy, iCrossing
Robin Grant & Nathan McDonald, Co-founders, We Are Social   Rick Williams, Director of Creative Development, AKQA
        Matt Wurst, Director of Digital Communities, 360i

Brands (7)
Mark Bonchek, Former SVP Communities & Networks, Sears Holdings  
Becky Brown, Director of Social Media Strategy, Intel 
Alex Craddock, Head of North American Marketing, Visa
Corinne Kovalsky, Director of Digital & Social Media, Raytheon
Jonathan Mildenhall, VP Global Advertising Strategy & Creative, Coca-Cola
Alex Samano, Director of Marketing, T-Mobile
Umang Shah, Director of Social Strategy, Wal-Mart

Software Vendors (9)
Joshua Backer, EVP Ad Operations, Unified
Brant Barton, GM, Bazaarvoice Media Solutions
Reggie Bradford, CEO & Head of Strategy, Vitrue 
Michael Chin, VP Marketing & Business Development, SocialFlow
Sam Decker, Co-founder & CEO, Mass Relevance 
Ben Elowitz, CEO, Wetpaint
Michael Lazerow, CEO, Buddy Media
Tatiana Mejia, Sr. Product Marketing Manager, Adobe
Tom Rikert, Director of Product Management, Wildfire/Adaptly
Jim Rudden, CMO, Spredfast

Media Companies (1)
Brad Smallwood, Head of Measurement & Insights, Facebook

Industry Experts (3)
Nick Burcher, Global Head of Social Media, ZenithOptimedia Worldwide
Nichole Goodyear, Executive Director, Social Media Advertising Consortium 
Mitch Joel, President, Twist Image

Altimeter conducted briefings with the following companies as part of the research for this report:
Awareness, Inc.     Hearsay Social     Plexus Engine
Badgeville      Hootsuite      PunchTab
Gigya      IBM Coremetrics     Salesforce 
CoTweet      Jainrain      Social Dynamx
Echo      Lithium      Spiceworks
Eloqua      LiveOps      Strutta
ExactTarget     LiveWorld      Thismoment
Expion      Magnet360     uberVU
Extole      Marketo      VaynerMedia
Falcon      Melt Water Buzz     Webtrends
Fliptop      NextPrinciples     Zuberance
Google (Google+, Analytics)    NodeXL
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End Notes
1  Research suggests the average person consumes (passively) anywhere from 1,500-20,000 brand impressions per day. http://articles.latimes.

com/2012/jul/08/business/fi-ct-digital-ads-20120708/2 http://answers.google.com/answers/threadview?id=56750
2  TV channel in the United Kingdom which now only airs shows with have generated significant activity (conversation, sharing, etc.) online in social 

forums. http://adage.com/article/global-news/u-k-channel-air-shows-social-media-buzz/235245/
3  Jeremiah Owyang calculates 525 potential permutations (different paths along the customer journey) per persona (5 sources of information x 3 

media types x 5 different screens) http://www.web-strategist.com/blog/2012/05/21/altimeter-research-theme-the-dynamic-customer-journey/
4  Data from the Society of Digital Agencies suggests marketers are increasing spend in digital advertising, decreasing spend in traditional in 

2012. http://www.marketingcharts.com/direct/marketers-shifting-budgets-from-traditional-to-digital-media-21246/soda-marketers-budgets-
2012v2011-feb-2012jpg/ http://www.marketingcharts.com/direct/cmos-say-digital-cannibalizing-budgets-from-traditional-media-21652/ 

6  Jeremiah Owyang identifies the Social Business Stack, where he identifies the seven major categories and 18 specific classes within the social 
business software space. http://www.web-strategist.com/blog/2010/11/05/industry-reference-the-social-business-stack-for-2011/

7  The Rise of Digital Influence: A “How-To” Guide for Businesses, by Brian Solis, summarizes how influence spreads and define and measure 
strategic digital influence initiatives. http://www.altimetergroup.com/research/reports/the-rise-of-digital-influence

8  Zuberance ran a survey in spring 2011 asking marketers which type of media (paid, owned, or earned) best supported their business objectives; 
results were split 32% Paid; 32% Earned; 36% Owned respectively http://blog.zuberance.com/events/slidecast-a-marketing-imperative-
balancing-paid-vs-earned-media/

9  In her blog, Musings of a Marketer, Nancy Bhagat discusses her company’s recent decision to merge internal teams, specifically their global 
media team and their social media team. http://blogs.intel.com/marketeer-musings/2012/06/22/the-blending-of-media/

10  Nielsen research suggests consumers most trust their peers and consumer opinions posted online as a form of advertising, 2009. http://blog.
nielsen.com/nielsenwire/consumer/global-advertising-consumers-trust-real-friends-and-virtual-strangers-the-most/

11  Forrester Research, 2011 suggests ‘Mass Influencers’ make up only 16% of the online consumers but account for 80% of the influence 
impressions about products and services. http://mashable.com/2010/04/25/word-of-mouth-marketing-stats/ 

12  A Framework for Social Analytics, by Susan Etlinger outlines the key challenges of social data, measurement and analytics, and recommends 
pragmatic steps that companies engaged in social media must follow. http://www.altimetergroup.com/research/reports/a-framework-for-social-
analytics

13  Altimeter will be publishing a report on Social Risk Management in Q3 2012. Find it here: http://www.altimetergroup.com/research/reports
14  WOMMA policies found here: http://womma.org/_main/images/socialmedia/WOMMA%20Disclosure%20Guide.pdf
15  FTC guidelines found here: http://www.ftc.gov/opa/2009/10/endortest.shtm
16  Facebook Ad Network growing, as Facebook ads are are now running on Zynga.com http://techcrunch.com/2012/06/22/zynga-facebook-ads
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Executive Summary
The term “native advertising” has so rapidly become endemic in digital marketing circles that there’s been little effort (and 
even less agreement) to understand what it actually is. With brands, agencies, publishers, social media platforms, and 
technology vendors venturing into new and hitherto uncharted territory, clarity and definition are called for. 

This report addresses the questions: What is native advertising and, by extension, what is it not? It also attempts to 
map and outline product offerings from the native advertising triumvirate: publishers, technology vendors, and social 
media platforms. What opportunities are inherent in this nascent form of digital marketing? And what are the inherent 
risks and pitfalls? 

Altimeter Group believes native advertising promises very real benefits both to consumers, in terms of a more elegant 
and seamless user experience, and to the rest of the digital marketing and publishing ecosystem. Developed and 
deployed correctly, the result can be more effective and engaging messaging that provides welcome economic 
benefits — if sufficient strategy, learning, coordination, and transparency are invested upfront.

Methodology

Altimeter Group conducted qualitative analysis using a combination of interviews and briefings with 27 
publishers, social networks, brands, agencies, and vendors on how they are seeing the native advertising 
landscape evolve. Interviews were conducted between February and July 2013.
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Everyone’s Talking About “Native Advertising” — So What Is It?

Altimeter Group defines native advertising as follows:

Native advertising is a form of converged media that combines paid and owned media into a form of 
commercial messaging that is fully integrated into, and often unique to, a specific delivery platform.

Native advertising is an intersection of paid and owned media and is therefore a form of converged media.1 Altimeter 
Group defines “owned” media as content that the brand or advertiser controls, while “paid” media is advertising; very 
simply, this entails a media buy.

The integrated form native advertising takes depends on the media vehicle or platform. For example, on publisher 
sites, native advertising placements are congruent in look and feel to editorial (see Figure 1). On Facebook, this could 
take the form of sponsored stories or Page Post ads, or on Twitter, promoted tweets (see Figure 2).

While earned media, such as social sharing, is not an inherent element of native advertising, it is an essential 
adjacent component to many, if not most, native campaigns. Sharing, liking, and otherwise socially promoting native 
advertising campaigns promotes, amplifies, and extends reach and awareness.

The definition of native advertising clearly overlaps with existing definitions of sponsored/branded/custom 
content, as well as advertorial. Differentiation can border on splitting hairs.  

Figure 1. Native advertising sample from Mashable. 

Note the article is clearly sponsored content by Lenovo, as 
noted under the image. Native advertising on a publisher 
site takes the form of the publisher’s own content, e.g., 
long-form article, listicle, sideshow, etc., while echoing the 
look, feel, and user experience of that site.

Figure 2. Native advertising samples from Facebook and Twitter. 

Note that Facebook’s and Twitter’s native products are marked 
“sponsored.” They exist with full and conspicuous transparency and 
disclosure around the commercial intent of the message.2
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Why Native Advertising? 

Banner blindness3, skipped pre-roll ads4, eroding email engagement rates5, fragmented consumer attention across a 
panoply of screens, channels, and devices6. The battle for consumer attention has never been fiercer, or more difficult.

At the same time, an ever-increasing level of automation in programmatic digital advertising has eroded effectiveness 
further. Ineffectiveness is placing continual downward price pressure on classic display advertising, posing a real 
threat to revenues for publishers and social media platforms that rely on display.  

The creative component of native advertising is content marketing, i.e., messaging intended to attract rather than 
interrupt consumers. Paid placement for attractive content aims to buck the twin trends of banner blindness and 
shrinking ad revenues. Early results are highly preliminary, but promising. Facebook Page Post ads generate 49 times 
more clicks at 45 percent less cost7; and according to Nielsen, a Promoted Tweet impression drove a 22% average 
increase in message association compared to users not exposed to Promoted Tweets.8 eMarketer predicts spending 
on native advertising will nearly double by 2017 in the U.S.9 

Native advertising’s growing popularity brings with it opportunities for the entire ecosystem:

•  For publishers, new forms of premium inventory. 

•  For social platforms, new advertising products.

•  For brands, new opportunities for attention, engagement, and message syndication. 

•  For agencies, benefits from creative and media opportunities. 

•  For technology, new solutions facilitate and scale both the creative and delivery aspects of native advertising.

It’s hard to overstate how critically important a role native advertising serves as a growth component to the mobile 
ecosystem where real estate for display advertising is both highly limited and more disruptive to the user experience. 
Some social networks, like Twitter, are prepared for the advent of native advertising paired with mobile screens: 
“There’s no such thing on Twitter as a mobile ad. Other platforms have had to adapt to the new world, while we 
haven’t. Native is becoming part of that conversation more rapidly because of mobile,” shared Jim Prosser, senior 
manager of communications for Twitter.

Native Advertising: The Pros and Cons 

Like any marketing innovation, native advertising has both advantages and disadvantages. Some of the minuses will 
be addressed by time and technology innovations — others not. When weighing whether or not to pursue native 
advertising, one must consider these pluses (see Figure 3) and minuses (see Figure 4).

In summary, brands and agencies approaching native advertising have the most to gain — but also, the most to be wary 
of. Publishers, social networks, and brands/agencies all stand to benefit from new revenue streams created by native 
advertising, as well as increased value and relevance to their target audiences because of the opt-in nature of the medium. 

At the same time, all players are vulnerable to the infancy of native advertising. This will require education and 
training, regulations around transparency and disclosure, and a greater emphasis on maintaining the authenticity that 
consumers expect from the publisher/platform. 
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Native Advertising Landscape 

As native advertising is unique to its online or in-app placement, there is no one magic bullet product offering. 
Options differ substantially between three key players — publishers, social media platforms, and technology vendors 
— that serve up solutions for online or in-app placement.

Below, Altimeter outlines a sampling of available solutions from all three constituents. Note that the list is by no 
means comprehensive in scope, but rather representative of key offerings in a new landscape that is 
rapidly growing, changing, and evolving.

Publishers  

When it comes to native advertising, Altimeter found that publishers don’t yet clearly distinguish it from the more 
commonly used terms “sponsored content” or “promoted content.” In fact, many publishers remark that they’ve been 
offering “native advertising” solutions for brands for five or more years — they just weren’t using the term. Hearst’s VP 
of Digital, Grant Whitmore, says, “When you start to dig into [native advertising] and say what it means for Hearst, it’s 
nothing new. It’s just a new way of describing something we’ve been doing quite a long time.” 
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While the overall concept of native advertising as sponsored content may not be new from the publisher perspective, 
the accompanying layers of digital complexities do make native advertising a breed apart from yesteryear’s standard 
advertorial. Social platforms offer native advertising opportunities that stray far from what might be considered sponsored 
content; in fact, they dispense with the publisher altogether. Transparency, disclosure, interactivity, landing pages, social 
amplification, the sales process, and new wrinkles in maintaining the traditional church/state divide between editorial and 
publishing are all far from resolved in this new, emerging, lucrative, and as yet far-from-established form of advertising.

Altimeter discovered that, in most cases, native advertising offerings vary little from one publication to the next — for 
now. Publishers work directly with brands and their agencies to create content that fits into the following criteria:

The native advertising relationship between publishers and brands can be cozy. Publishers offer not only writing 
services, but also in-house creative to complement articles with imagery, video, and accompanying on-page banner 
advertising to create a total campaign package. It’s not uncommon for publishers to find themselves in limbo, playing 
the familiar roles of editor and journalist while also acting as creative director — often arm-in-arm with the brand’s 
agency partners. According to Mashable CMO Stacy Martinet, “The best [native] campaigns are collaborative. 
Our job is to help brands tell their best story without making a sales pitch. We want to drive home their values or 
differentiators in a way that will really resonate with our audience and spark them to share and explore. The more 
collaborative we can be with brands and their partners, the better.” 
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Some publishers, such as Time Inc., have found that native advertising provides opportunities to monetize their vast 
archives of editorial content. They can resurface, and republish, evergreen content that once appeared on editorial 
pages in the service of their advertisers.

In addition to requiring clear policies around disclosure and transparency, publishers face the additional burdens of 
ensuring traditional church/state divisions are not breached by, for example, external media buyers working directly 
with their editors. Additionally, burdens of training are emerging. Publishers must educate their ad sales teams around 
native advertising offerings. While highly lucrative, sales teams are trained to sell Internet Advertising Bureau (IAB) 
standard display units, not highly customized solutions. Publishers are only beginning to realize and address this gap.

A few publishers, including Federated Media and Buzzfeed, are establishing formal training programs for agencies. 
Purportedly, this is to help them to produce better creative for native formats. Tacitly, it’s likely to get native advertising 
higher on their collective radar.

Publishers offering native solutions continue to grow, varying in publication focus and audience. A recent Online 
Publishers Association (OPA) survey found nearly three-quarters say they offer some form of native advertising. 
Ranging from a one-off sponsored story to a full-fledged article series, transparency is key, and publishers told 
Altimeter that maintaining trust with the reader is of utmost importance when deploying native advertising online. 

Sponsorship of onsite content is clearly labeled in all cases, but Federated Media CEO John Battelle believes industry 
professionals will always push those boundaries, as he saw happen with search marketing. “It’s important for the 
industry to watch themselves in blurring the line. My view has always been that if you disclose properly and create 
good content, readers are smart enough to decide if they want to engage with it,” he remarked.

From publishing moguls like Condé Nast and Hearst to digital-age newcomers like Buzzfeed and Mashable, native 
advertising has crept its way into nearly every arena — B2C and B2B publications alike (see Fig. 6). This has made 
brand congruence with publication choices more important than ever. If the partnership isn’t the perfect fit, readers 
will let the publisher and brand know — in one way or another.
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Social Media Platforms 

Native advertising options vary greatly from one social platform to the next, as by their definition they must fit 
into each platform’s unique content delivery specifications and community architecture. For example, looking to 
Facebook, users will find native ads taking the form of Sponsored Stories — stories within their News Feeds that 
have been sponsored by a brand. Look to Foursquare, and location check-ins may be married to brand messaging 
or offers. Hop over to Twitter and uncover droves of Sponsored Tweets within your stream that are tailored to your 
interests you’ve expressed on the platform.

Although the delivery format of native advertising differs from one social platform to the next (see Fig. 7), Altimeter 
found that by and large social platforms are embracing native advertising as a viable product to offer brands that wish 
to heighten their customers’ experience in a way that is relevant and non-intrusive in comparison to traditional online 
banner ads. Community building, lead generation, and awareness were cited as the most common goals employed 
with native campaigns on social networks. 

According to Tumblr’s Global Head of Brand Partnerships, Lee Brown, “We always advise brands to act like creators. 
We’re made up of unbelievable passion groups of super fans, so how do you turn someone into an advocate of your 
content? Have some fun with it, and engage with the community.” Tumblr helped adidas do that in 2012, around the 
UEFA European Championship. Adidas, already active on Tumblr, created an engaging native campaign aimed at 
building its following of soccer fans on the platform. By offering regularly updated visuals (graphics and video), adidas 
was able to cultivate a community around both new and evergreen content.9
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Altimeter’s research primarily focused on social networks paving the way in native advertising programs: Facebook, 
Twitter, and Tumblr. We found that budgets for native advertising campaigns range from several thousand dollars 
to six-figure deals on these networks, with brands working directly with sales representatives to craft campaigns, 
write and design creative, execute appropriately, and monitor results. Larger campaigns often require a minimum 
investment, but once brands sign the dotted line, cost per thousand views (CPM) and Cost Per Engagement (CPE) 
pricing is the norm.

In addition to native advertising product offerings, large social networks are also investing in brand education through 
onsite workshop sessions, strategy advisement, and sharing real-time best practices during ongoing campaigns. 
Take Facebook’s “Publishing Garage,” for example — a platform that the social network has created to work with 
mega-agencies and brands to improve how they use Facebook’s marketing services to generate results.11 This 
type of education helps brands tell their stories in a way that is not only right for them, but also right for each social 
network’s unique user base.

Technology Vendors 

Altimeter Group conducted interviews and briefings with many technology vendors providing native advertising 
solutions, and the resounding chorus heard was increasing scale and relevance.

In the case of native advertising, brands must focus on achieving optimal scale and relevance as a pair, as one cannot 
survive without the other. Remove scale, and you’re left with budgetary issues or short-lived campaigns. Remove 
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relevance, and it’s no longer successful native advertising. David Fleck, GM of audience for Disqus, noted the importance 
of scale when considering native advertising programs: “We need to enable brands to achieve their goals. Savvy brands 
with social centers and staffing are proving that they get it, that they need to authentically and directly communicate with 
their consumer base at scale. With native, you can almost pull that off, but there can still be a scale issue.”

By and large, we found that vendors marry the two by following the equation in Figure 8:

Note: Altimeter finds that individual vendors do veer from this equation. It is meant to represent the foundations of 
vendor native advertising solutions as found in our research. Effectively, we see vendors using their unique version of 
this formula to help brands discover which OWNED media is producing the most EARNED media to populate new 
forms of PAID media. Native advertising units are simply a bucket or shell for scalable content that can be rotated 
in when the right context arises, and vendors have recognized that. As Gawker’s Chief Revenue Officer Andrew 
Gorenstein put it, “Native is just a container, a wrapper for content that tells a brand’s story in a way that makes 
sense for the publisher or platform’s audience. Everyone experiences native in the way of their own platform with 
normal consumption experiences. It’s merely the container we serve our branded content in. But even if it’s served in 
the most strategic and native way possible, it’ll fall flat if the content isn’t strong.” 
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Recommendations:  
Critical Elements for Successful Native Advertising Campaigns 

For brands considering a native advertising approach, it can seem a daunting task. With native advertising still in its 
infancy, brand confusion around content strategy, internal roles, channel selection, and more are enough to make any 
digital strategist’s head spin.

Altimeter recommends agencies begin the planning process for incorporating native advertising into their marketing 
arsenal by fulfilling the eight critical elements for success, as outlined in Figure 10:
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Transparency, disclosure, and trust:  We’ve been through this before collectively as an industry. As with the early 
days of search advertising, when paid search results required clear delineation from organic ones, or word-of-mouth 
marketing and pay-for-play blogging, industry standards will emerge around the disclosure of what’s paid and what’s 
editorial content on a variety of media platforms in addition to individual publisher policies. In addition to overt disclosure 
on publisher and social media platforms, a code of ethics is required to maintain editorial objectivity and the boundaries 
between publisher and editorial work. Until industry self-regulation emerges (the IAB already has a taskforce at work on 
the issue), it is absolutely imperative all parties err on the side of caution: too much, rather than too little, disclosure. 

1. Disclose that the placement is commercial in nature.

2. Link to policies that govern such placement.

3. Provide a channel for inquiry.
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Content Strategy: Without strategic directives and governance documents on voice, tone, brand, messaging, 
and positioning, native advertising can easily veer into alliances that strike all the wrong notes. The Economist’s 
Dare2GoDeep listicle on Buzzfeed was widely mocked from being “cringeworthy” rather than striking the brand’s 
trademark authoritative tone.12 

1. Put in place a foundational content strategy prior to native advertising (or content marketing) executions.

2. Document governance around voice, tone, brand, edit, and copy guidelines.

3. Subject native advertising creative to the approval of the content strategy governing body (executive or 
committee, see Altimeter’s report, “Organizing for Content”). 

Additionally, ensure all content is modular and can be de-coupled for use in other contexts, channels, and platforms. 
Consider creating a content warehouse that identifies and classifies tagged content so it can be easily pulled for 
future needs.

Collaboration: Internal departments, agencies, and vendor partners must leverage resources and ensure the brand 
message or story isn’t fragmented across social and other platforms. See Altimeter’s report, “The Converged Media 
Imperative” for workflow recommendations. 

1. Encourage internal collaboration. Begin fielding a list of departments and roles that need to be involved in 
the native advertising program workflow. Loop them in as soon as possible to increase cooperation and 
coordination. 

2. Incentivize external collaboration — this is the brand’s responsibility. Contemplate how the brand’s current 
agency partners, sponsorship partners, and other vendors may be involved in the native advertising 
programming process. Agencies often take the lead in first-time native efforts, or at least serve as 
seasoned consultants.

3. Ensure teams are agile, able to learn quickly, and apply what they’ve learned to other campaigns and channels.

Earned component: Native advertising is an example of converged media. It’s a combination of paid plus owned 
media. Factoring in ways to share or otherwise amplify the ad/message can contribute greatly to amplifying the 
message and/or extending the reach of the campaign. 

Content portability: Related to, but distinct from, adding an earned component to native advertising campaigns 
is working to ensure the content/creative can, wholly or in part, travel to other platforms to amplify messaging and 
increase awareness. 

1. Create native advertising executions that can be socially sharable.

2. Track the content that most resonates in social channels.

3. Maintain libraries of content (in partnership with agencies, if needed) that break down into discrete units of 
text (e.g., headlines, teaser copy, body copy), images, infographics, video of varying lengths, etc.) that can 
be deployed quickly in a variety of formats and channels.

Training: Native advertising is new, meaning ad sales teams, creatives, content creators, analytics teams, and others 
in the continuum are unschooled in the what’s and how’s. Already, companies such as Buzzfeed and Federated Media 
have implemented training programs to aid understanding of the tactics and strategies behind native campaigns. 

1. Provide content strategy training at the brand level.

2. Train sales teams in native advertising offerings and advantages.

3. Train creative, account management teams, media buyers, and others in the ecosystem on native tactics 
and strategies.

http://www.altimetergroup.com/research/reports/organizing-for-content
http://www.altimetergroup.com/research/reports/how-brands-must-combine-paid-owned-and-earned-media
http://www.altimetergroup.com/research/reports/how-brands-must-combine-paid-owned-and-earned-media
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Ability to scale: At present, scale is the most difficult aspect of native advertising, and the one technology 
companies are working to address. If “native” means endemic to the platform, pulling up stakes and moving a 
campaign from one media property to another is difficult to impossible on social platforms. Targeting and retargeting 
audience segments are still reserved for programmatic advertising buys. Solutions such as OneSpot’s or imPowered’s 
attempt to take discrete units of content and create display advertising solutions with them. More contenders and 
solutions will soon emerge in this rapidly evolving space, but at present native versus scale is an either/or preposition. 

1. Understand that native advertising campaigns executed with digital publishers and/or social media 
platforms are usually “exclusive” and cannot be reduplicated elsewhere. Results must match an increased 
workload.

2. Remember that publisher-created content for native executions is often contractually limited to that 
publisher’s platform and cannot be used by the brand as creative elsewhere.

3. Note that highly portable vendor solutions do tend to scale and travel, but at the expense of being native 
in the strictest sense.

Measurement: Understand that each platform has its own unique user base, formal structure, native behaviors, and 
social actions. For example, Facebook emphasizes reach and engagement over metrics like “People Talking About 
This” and “Likes,” with their goal being to speak in the same language that marketers use in other channels. A tweet 
is fleeting, while a Pinterest pin lasts until the owner of the account takes it down. In addition, tracking elements, calls 
to action, and other measurable elements can track the ROI of native advertising campaigns. While these techniques 
have been underutilized to date, they will become common in the near future. (For more details on the measurement 
considerations of social data, see Susan Etlinger’s Social Data Intelligence.)

1. Develop Key Performance Indicators (KPIs) for each native advertising campaign to serve as a baseline. 
Understand that it’s perfectly permissible for these basic goals to change, but without basic metrics, 
optimization and insights won’t be possible.

2. Use caution with overly publisher-centric metrics — such as traffic, engagement, and time spent on page 
— that gauge campaign effectiveness. While publishers are currently using these benchmarks to measure 
native advertising effectiveness, they rarely correlate with real brand objectives.

3. Measure native advertising effectiveness against a converged media model taking paid, owned, and 
earned media into account. This method encompasses social listening and monitoring (often in real or 
near real time), as well as social measurement. More than other forms of advertising, native does not live in 
a vacuum, but must be measured against other channels of paid, owned, and earned media.

Conclusion 

While forms of paid and sponsored content are nothing new, native advertising as it is emerging on social and digital 
publishing platforms breaks new ground for a large ecosystem of constituencies: brands, agencies, technology 
vendors, publishers, and social platforms. There will never be one kind of native advertising. Rather, the next three 
years will present a flurry of new native products and services. Some will endure, while others will fizzle, depending on 
their ability to help brands/agencies achieve the eight critical elements for native advertising success.

Brands will rush to experiment with native formats because they’re where the eyeballs are: in the content, rather 
than the margins, of screens. Native ad formats will jump-start mobile ad revenues that have been stalled by user 
experience and real estate issues on smaller screens. Publishers and portals (as we’ve seen already with Yahoo) will 
embrace native not only for more profitable, customized campaigns, but also (as is the case with Time Inc.) as a way 
to monetize vast archives of evergreen content.

http://www.altimetergroup.com/research/reports/social-data-intelligence
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Lack of disclosure and transparency will result in erosions of trust, reputation, and brand equity — not to mention 
humiliating headlines, as with the Atlantic/Scientology debacle.13 Brands will forget their core voice and go off-
message, or forget that native advertising messaging is more about content (storytelling) than advertising (me, me, 
me!). It will take time for all parties to assign meaningful metrics and KPIs to native advertising campaigns, which will 
in the short term cast doubt on their real value.

Altimeter Group predicts that in three to five years, these problems will largely be overcome, the market and product 
offerings will mature, and workflow structures will emerge that more closely align storytelling and content with 
paid advertising placements. Ultimately, native advertising will emerge as effective and powerful for brands and be 
accepted by users who will understand both its intent and value.
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Executive Summary
Despite an overwhelming trend toward content marketing and the need to continually feed an ever-increasing portfolio 
of content channels and formats, most organizations have not yet addressed content on either a strategic or tactical 
level. This report explores scalable organizational models for addressing content needs across the enterprise and makes 
recommendations for a holistic program.

Methodology

This report is based upon 78 interviews with executives actively engaged in the evolution of content strategy 
and/or content marketing in their organizations. The qualitative interviews were conducted with representatives 
from B2B and B2C companies between October and December 2011 and January and March 2013.

Of the 78 interview subjects, 41 (53%) represented 27 brands, 14 of which are included in the American or 
Global Fortune 500. Thirty-seven (47%) agency employees, consultants, and thought leaders from 27 content 
service providers were also interviewed. Additional information about interview questions is available on the 
Altimeter Group blog at http://blog.altimetergroup.com. The link to the blog post is http://www.altimetergroup.
com/2013/04/new-research-new-research-organize-for-content.
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The Content Challenge: Feed the Beast

Brands have evolved into media companies. As content marketing steadily encroaches on the budgets and 
resources allocated to paid advertising (a trend that has accelerated for years),1 brands suddenly find themselves in 
the media business in a very real way. The average organization is responsible for continual and increasing content 
demands of 178 social media properties,2 to say nothing of a myriad of other owned media properties, from websites 
and blogs to live events. 

Source: Altimeter Group survey of 130 social strategists; Organizing for Content, Altimeter Group, 2013

Content marketing

Develop ongoing dialog and engagement with customers

Listen/learn from customers

Provide direct customer support through social channels

Develop an influencer relations or ambassador program

Website integration
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Content Marketing is the Top Go-To-Market Priority in 2013
Fig. 01

In 2013, what is your top external social strategy objective?
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In addition to content in purely owned media channels, many brands are challenged also to create content for 
converged media.3 Native advertising, advertorial, paid influencer, and sponsored content are just a few examples 
of paid/owned hybrid content models brands are exploring. Content must also be created for an ever-expanding 
spectrum of media, screens, and devices, ranging from smartphones and tablets to emerging platforms, such as 
augmented reality, Google Glass, and quite possibly emerging devices like smart watches.

New channels and platforms, coupled with a trend that de-emphasizes the written word in favor of visual and 
audio-visual content,4 creates new skill demands. “Hire a journalist,” a tactic many organizations adopted with the 
rise of blogging, now is in no way sufficient to address more technical requirements involving higher knowledge of 
technology, production, design, and user experience.

Plotting the Content 
Marketing Ensemble

Fig. 02

An evolving overview of content 
channels and formats
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Source: Organizing for Content, Altimeter Group (April 25, 2013) 
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Content responsibility and oversight tends to be both reactive and highly fragmented, as illustrated below in Figure 3. This 
highly typical diagram portrays how one major retail brand divides up content responsibilities between divisions that are not 
necessarily interconnected or in regular communication with one another. This fragmented approach leads to inconsistent 
messaging, huge variations in voice, tone, brand and messaging and an inconsistent customer experience. The channel 
divisions themselves tend to be ad hoc, assigned primary on the basis of hand-raising than any overarching content strategy.

Brands find themselves ill-equipped and scrambling to create content that meets both company and user needs. This is 
no mean feat, particularly with content channel responsibility, ownership, and creation dispersed across the enterprise. 

Kelly Colbert, Staff VP, Advertising and Social Media, WellPoint: “We need to fill a gap in content marketing. 
We’re not an editorial organization, but now we need to create content. Short-term, we’re looking at repurposing 
other content from other departments. But there’s still a shortfall. We’re turning to our agency partners, but that’s 
not sufficient. How do we feed the beast, get the engagement for members, and make sense for the brand?”

Defining Content 

“Content” is owned media created by the brand and published or distributed on media channels the brand controls. Content 
marketing is the practice of creating and publishing in owned media channels, as opposed to advertising, for which media 
is always rented time or space. A radical shift in marketing budgets is occurring as companies shift spend from a legacy 
focus on advertising to investments in content. The trend is toward “pull” rather than “push” marketing and has been greatly 
accelerated by an explosion of owned media channels — both those “fully owned” (e.g., websites and blogs) and social 
media channels in which brands largely control their presence and must continually feed with fresh content.

Where Does Content Live 
Inside the Enterprise?
Fragmentation is the Current Norm: How One 
Major Brand Allocates Content Responsibilities
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Manages influencer outreach
Sets brand guidelines
Press releases

Manages Facebook and Twitter
Works with agency partners on supporting content creation
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Manages .com and SEO
Manages YouTube, Pinterest, and blogs
Manages external communities and forums

How-to content for blog posts and .com
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Human Resources

Fig. 03

Source: Organizing for Content, Altimeter Group (April 25, 2013) 
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Organizations Must Organize for Content

The overwhelming majority of organizations don’t have content divisions in their organizational charts. Very few have 
staff with the word “content” or “editor” in their title. Only nine of the brands interviewed for this report have made 
explicit content hires (i.e., titles such as “editor” or those that contain the word “content”). 

Company divisions where content originates and/or resides, e.g., customer service, sales, and marketing and 
communications, are disconnected and, similarly, marketing roles have become heavily siloed. Organizations are not 
structured to act in concert with regard to content. This lack of orchestration results in duplicative efforts that waste 
time and money while producing inconsistent messaging. Simultaneous rapid growth in channels and platforms 
require an ever-greater degree of internal harmony, as well as new skills and strategies around content.

As the need to address content, both strategically and functionally, grows exponentially, internal dissonance is 
coming into tune, albeit slowly. Like news or entertainment enterprises, companies are challenged to “feed the 
beast” on a daily basis. At the enterprise level, a company may have literally hundreds, if not thousands, of websites, 
product sites, blogs, and dozens of social media channels in which they’re active. Large enterprises might boast 5 
million email subscribers and multiple millions of unique visitors per month to their websites, even if they aren’t yet 
active in social media. 

Social media only escalates the issues. Red Bull, for example, tweets up to 200 times daily.

Content activities include touch marketing, communications, social media, community, IT, creative, agency and 
vendor relationships, customer service, product groups, PR, and possibly dozens of other internal and external 
stakeholders. Content marketing budgets have been increasing for years.5 Yet few organizations have actually made 
a place for content. Instead, most toss content duties or assignments to already-busy employees who are untrained, 
ill-prepared, and lack a strategic mandate or incentives to source, create, produce, disseminate, benchmark, 
measure, or manage content.

The demand for content marketing, as well as for the underlying governance of content strategy, has become 
impossible to ignore. 

While this need often originally arises on content’s front lines, i.e., communications or social media divisions, 
content’s reach exceeds far beyond these departments to embrace the enterprise as a whole, particularly marketing, 
advertising, community, CRM, R&D, IT, knowledge management, and PR. 

What resources are required, internally and externally, to create a foundational content strategy, as well as to 
execute tactically on production, execution, publication, dissemination, and measurement? The C-suite (or 
board) must understand and recognize that content is needed and is growing in importance. It cannot be an 
afterthought or something fobbed off on junior, untrained, and already-busy employees. Content initiatives must 
be efficiently organized and financed, efforts cannot be reduplicated across divisions, and strategy should be 
aligned company-wide. 
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Organizational Content Requirements

Orchestrating effective and efficient content requires understanding and planning for the essential elements of 
content marketing and content strategy. Often, many necessary divisions and skill sets already reside in-house, e.g., 
IT and analytics. Yet these operations have little knowledge of or training in content goals and requirements. Other 
requirements, both strategic and tactical, necessitate bringing in new resources.

Listed below are the essential elements of content that must be considered by any organization creating content on a 
regular basis, as well as the organizational models for orchestrating these disparate skills and practices.

Strategy: Content strategy is the framework within which content marketing initiatives are executed. It embodies all 
content-related objectives, processes, and governance, from the selection of tools, technologies, staff, and partners, 
as well as the how and what content is produced, to its approval and publishing processes and maintenance. 
Without a centralized, strategic alignment to why and how content is being produced and the resource allocation 
for that production, companies too easily fall into the trap of “we need a blog, or a Facebook page, or a microsite.” 
Efforts are unaligned with goals and appear scattershot. 

“One thing you want to have is a content strategy so you understand what content you’re producing 
and how it’s going to support your overall mission.” –Alisa Maclin, Vice President of Marketing at IBM’s 
Smarter Commerce Initiative

Authority/Management: To establish both content strategy and ongoing governance and oversight of content 
initiatives, a content authority is required within the organization. This executive role or governing body must 
have cross-functional and multidivisional visibility and purview to efficiently operate, as will be examined in the 
organizational models described in the next section (See Figure 4).

“Content is a team sport. All the content has to work together; all the groups need to work together.” –
Karen Pate, VP, Content Strategy at iCrossing

“It doesn’t live solely in digital. Content development is a multi-stakeholder process and it needs to be 
neutral, like Switzerland.” –Stephanie Agresta, Global Director, Social Media and Digital at MSLGROUP

Staff: Many organizations are coming to realize that assigning content duties to untrained and already overburdened 
staff is not efficient, realistic, or capable of creating a scalable solution toward addressing growing content 
requirements. Marketing organizations active in content marketing say they have roles with content in the title. Those 
in these roles are either dedicated to or spend a majority of their time on content creation and publication. At Dell, 
Marissa Tarleton, Executive Director, Marketing, says: “Over half of my organization is responsible for content.” 
It’s critical to map appropriate skill sets (copywriting, journalism/reporting, video production, graphic design, 
photography, etc.) with channel and media requirements.

Technology: Content requires a plethora of tools for production and measurement, collaboration and 
management, curation, aggregation, publishing, and more. Overwhelmingly, we found a disconnect between 
marketing and IT when it comes to tool selection, capabilities, requirements, and cross-functional buy-in. Without 
content oversight, staff active in content are often expected to work with technology selected by IT. They are 
end-users rather than stakeholders in the selection, implementation, and feature set of the Content Management 
Systems (CMS), Digital Asset Management (DAM) systems, and other foundational tools. In fact, the bigger and 
more fundamental the tool, the less input content staff says they have. This leads to a rogue, workaround culture 
that inhibits collaboration and sharing. The end result of these workarounds is teams buying consumer-grade 
solutions with capabilities they already have. A common refrain: “We launched it on a WordPress blog instead of 
on the dot-com, which would have taken over a year.” 
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Measurement: “It’s all over the board” is a common refrain when marketers are asked if, or how, they measure 
content. This is partially due to a lack of overarching, cross-divisional strategy, but the multidisciplinary reach of 
content initiatives creates diverse and often conflicting metrics, ranging from “engagement” from one group to hard 
leads or sales for another. This lack of a holistic approach is more apparent in organizations that have no central 
governing person or body for content. 

Audit: In addition to regularly assessing content effectiveness, quality, quantity, channels, and a host of other criteria, 
regular content audits also help organizations track what content assets they own and where they reside. Larger 
enterprises are increasingly at a loss to know what content exists where in the organization, leading to resource 
inefficiencies and reduplication of efforts.

Unified Guidelines and Playbooks: Defining what content should and should not be is an essential strategic 
element. Editorial calendars, workflow maps, editing, style and brand guidelines, rules for voice, tone and brand, and 
a persona map are foundational for alignment across the groups creating content, both internally and externally.

Training: “We’re putting more resources into branded content marketing than into any other area of marketing 
communications,” shared Linda Boff, Executive Director, Global Digital Marketing at General Electric. This holds true 
in many organizations, yet the majority lack formal content training. There are exceptions. Dell rigorously trains anyone 
who writes or publishes on behalf of the brand. Wells Fargo teamed with an industry trade organization to create a 
“university.” 

Yet organizations interviewed for this report don’t have formal training programs dedicated to content staff. Rather, 
they hire experience (journalists, and also videographers, designers, etc.). Another model is to train outside of 
marketing, teaching sales, product, and customer groups how to recognize stories and write in the brand voice.
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Content Orchestration: Organizational Models 

To align and enable efficient, coordinated, cost–effective, and strategic content strategy, creation, and production, 
companies/brands must organize for content. Band-Aid solutions neither scale nor will work, except in the very short term.

Yet creating a content department, bringing on costly senior talent, is also not always immediately feasible. Altimeter Group 
has identified the following enterprise models for governing the orchestration of content within organizations. The model 
any enterprise selects is determined by many factors, ranging from budget to the types and volume of content produced, 
which is why it’s important to stress these models are not hierarchical. Rather, each affords a more systematic, cohesive, 
and strategic approach to content marketing than the current “adhocracy” models prevalent in most organizations:

Altimeter Group has identified the following 
enterprise models for governing the orchestration 
of content within organizations to ensure that 
content is created in harmony.

How Companies Organize 
For Content Marketing

CONTENT CENTER 
OF EXCELLENCE

Consortium of 
experts who provide 
leadership and best 

practices

CONTENT 
DEPARTMENT / DIVISION 
In-house or agency group 
that creates a high volume 
of content

EDITORIAL BOARD OR
CONTENT COUNCIL

Content creators and/or marketing 
executives who meet frequently to 

align content

CONTENT LEAD
Leads content 
initiatives 
editorially and/or 
strategically, 
without cross 
departmental 
authority

EXECUTIVE STEERING 
COMMITTEE 
Cross-functional 
strategic group 

CROSS-FUNCTIONAL
CONTENT CHIEF
Senior executive with cross 
departmental authority

Fig. 04

Source: Organizing for Content, Altimeter Group (April 25, 2013) 
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Content Center of Excellence (CoE)

Who: A consortium of experts from a variety of organizational divisions.

What: Provide leadership, evangelization, best practices, research, support and/or training from one place to 
the rest of the organization. The size of the group is contingent on the organization, but representatives from 
all marketing divisions, sales, customer service, and IT are highly recommended.

Why: Often an offshoot of a social media CoE, this model tends to bring together practitioners primarily from 
marketing divisions to serve the needs of content creators and producers. Content CoEs are few and tend to 
have little input from the IT/technology side of the enterprise.

Pros: A CoE is a go-to resource and can help identify and fill content needs, as well as establish the 
beginnings of a culture of content. The interdepartmental nature of a CoE helps to foster understanding and 
cooperation across divisions.

Cons: A bridge solution. Nearly all organizations are finding they require, or soon will require, more dedicated 
and full-time resources.

Editorial Board or Content Council (Intel, SAS, Dell) 

Who: Content creators and/or marketing executives from divisions, including marketing, communications, 
PR, and social media.

What: Frequent (e.g., daily) meetings to align content around an editorial calendar, plan workflow, and make 
assignments, coordinate initiatives, share and repurpose assets, and avoid duplication of efforts. The council 
examines metrics and analytics on customer discussions and insights to develop the content that should be 
created based on those insights. A relatively short-term (two months) editorial calendar is built from these 
findings and decisions are made regarding how content will be adjusted or adapted for regional and/or 
international dissemination. “The council has been able to get everyone aligned on the top five things we’re 
talking about or the 30 different content pieces to create the message. Then we make sure we divide and 
conquer, and we pool and share it with a central repository,” shared Marissa Tarleton, at Dell. This provides 
visibility into where content exists across the organization, which creates efficiencies and economies. Another 
organization also shared anonymously that they no longer have two departments paying two different 
agencies to create practically the same video.

Why: More tactical than strategic. Keeps the trains running.

Pros: A board or council keeps content in focus, on the radar, and facilitates communication across 
departments and divisions, which can lead to real efficiencies and cost savings.

Cons: Without strategic oversight, an editorial board can get bogged in the weeds of tactics. It can 
lack executive authority and buy-in, creating the need for the board to spend undue time advocating for 
themselves across territories and divisions.

Content Lead (Dell, Intel)

Who: An executive who oversees an organization’s content initiatives. Titles range from editor-in-chief to 
global content strategist.

What: Takes a hands-on approach to content creation and execution and works cross-departmentally to 
coordinate initiatives with stakeholders, IT, vendors, and service providers.

Why: Helps prioritize initiatives, gets stakeholders on the same page, and brings strong editorial experience 
and expertise to the role. This position also goes far in creating underlying strategy documentation, such as 
voice, tone, edit, and copy guidelines, to unify content initiatives across the enterprise. 
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Pros: A strong editorial background coupled with workflow experience and a knowledge of needs and 
resources both accelerates and smoothens content-related operations while at the same time creating and 
ensuring adherence to a strategic framework.

Cons: Without cross-departmental authority or significant seniority, the Content Lead is often hampered by 
departmental barriers (e.g., working with IT). If lacking a more senior executive champion, the Lead often 
struggles to make themselves and the resources they offer known internally. Evangelization often becomes 
an overly burdensome part of the role in larger enterprises.

Executive Steering Committee (Dell) 

Who: A cross-functional strategic group comprised of senior executives. 

What: Focused on gut checking and approving content from the perspective of product/subject matter 
expertise, as well as marketing/creative.

Why: To provide more strategic leadership than an editorial board provides. This unit is contingent on there 
being an editorial board in the first place.

Pros: Strategic oversight and executive buy-in. Well positioned to integrate content with other marketing and 
advertising initiatives.

Cons: Can be removed from and/or have little insight into the more tactical, workflow aspects of content.

Cross-Functional Content Chief (Marketo)

Who: Chief Content Officer, Head of Digital Strategy. The title isn’t as import as the mandate: a senior 
executive who is the Boss of Content.

What: Cross-departmental authority, able to set a global content strategy for the organization. May not 
necessarily have a staff, but does possess authority and buy-in from senior management. 

Why: Authority, focus, expertise, and diplomacy to align the strategic and tactical aspects of content, as well 
as align initiatives with vendors, agencies, and other marketing, advertising and communication streams.

Pros: The buck stops here. The chief content officer is, ideally, a benevolent dictator who can align divisions while 
setting a real strategic agenda. Has chops in all of content’s myriad aspects, from measurement, to technology, to 
creative.

Cons: It’s tough to make the case to the CMO or the board of directors to hire another very senior executive. 

Content Department/Division (Marketo, Ford, Nissan, Amex Open)

Who: In-house or agency (the latter particularly in the case of multinational initiatives when linguistic and/or 
cultural differences surround content).

What: Large-scale, high-volume content creation that’s often heavily technical, with high demands for 
mobile, video, and higher-quality images. Global capabilities. Strategic and tactical.

Why: Demand exceeds in-house capabilities, both in terms of workflow, talent, skills, technological 
capabilities, and linguistic/cultural/regional/global levels.

Pros: The most scalable solution to meet diverse and wide-ranging content needs.

Cons: High cost and high commitment. It can be challenging to keep this larger, autonomous group 
integrated and engaged with non-content marketing initiatives, as a large degree of internal orchestration is 
also required.
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Recognize it’s Time to Organize for Content

Organizations with a digital presence, whether their own website or in social media channels, are compelled to produce 
and publish content, if not on a continual basis then frequently and consistently. This demand will only increase in the 
months and years to come. Organizations that don’t review content needs as such, outside narrower parameters such 
as “social” or “PR” or “collateral,” risk a haphazard, inconsistent, and unprofessional media presence. A scalable and 
systematic approach to content strategy and content marketing has become a must-have, not a nice-to-have.

Design Strategic Foundations, Not Just Production Capabilities

In their haste to feed the beast, too many organizations take a shortsighted tactical view toward content 
orchestration. They implement solutions aimed at systematizing and assigning responsibility for the production queue. 

Organizing for content is both a strategic and tactical undertaking. Businesses that fail to seriously evaluate how and 
where content fits strategically and operationally within their organizations will suffer in the short term as they strive to 
continue to create content without cohesion. They will be at a greater disadvantage in the months and years ahead as 
content demands accelerate in terms of owned content and converged content hybrids in social media and advertising. 

Orchestration and fine-tuning content organizationally is the next, most critical step facing marketing.
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 Recommendations Checklist: Make Room for Content

A. Lead with Process

o  1.  Appoint an empowered cross-functional governor or governing body — a conductor — with executive 
support and/or authority. 

o  2.  Locate and identify existing content and content sources across the enterprise. Identify where it is being 
created, housed, and how or if it is shared. 

o  3.  Identify dotted-line reports (e.g., internal subject matter experts, customer service, sales).

o  4.  Create and document efficient production processes, approval systems, and schedules. 

o  5.  Create governance documentation (style, edit, and brand guides, personas, voice and tone guidelines, 
and editorial calendars that also govern workflow).

o  6.  Integrate content (owned media) with paid (advertising) and earned (social and PR) media.

o  7.  Train: Make available and mandatory tiered programs geared to different stakeholders and managerial 
levels (creators, producers, managers, senior executives, technology, etc.).

o  8.  Plan beyond “hire a journalist.” Graphics, video, and visual storytelling, as well as multiplatform 
considerations, are essential to most content strategies.

o  9.  Hire the right people; bring them in at the right time. Writers, designers, and producers require 
involvement at the beginning of the process, not below the line.

B. Mate with Technology

o 10.  Be a technology stakeholder, not a mere end-user when evaluating, updating, or scoping solutions. 

o 11.  IT integration — an IT partner or member of the IT department should be part of any content board or 
committee for mutual understanding of requirements.

o 12.  Involve those stakeholders who will use specific technologies (e.g. the CMS or digital asset 
management system) in IT requirement scoping.

C. Follow with Measurement

o 13.  Define, then align goals, measurement, and KPIs. 

o 14.  Share and discuss results across stakeholders.

o 15.  Constantly evaluate and redefine KPIs and metrics.

o 16.  Ensure content metrics aren’t at odds with stakeholders’ individual goals. Example: Collaborators on a 
single engagement may be comprised of one set of team members who are responsible for customer 
acquisition, while others strive for engagement. 
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This report could not have been produced without the generous input from thought leaders in content strategy, influencers, and solution vendors 
who have a vested interest in the evolution of content marketing. Input into this document does not represent a complete endorsement of the 
report by the vendors or individuals listed below. Not all interviewees are disclosed due to confidentiality constraints.

To develop this report, Altimeter Group gleaned input from the following leaders:

Corporate Practitioners
Adobe Systems, Inc.: Jennifer Atkinson, Senior Manager Social Media Strategy
Adobe Systems, Inc.: Maria Poveromo, Senior Director, AR, PR, and Social Media
American Express: Scott Roen, Vice President, Digital Marketing and Innovation
AT&T: Maria Mandel Dunsche, Vice President, Marketing, and Media Innovation
Blackbaud: Frank Barry, Director, Professional Services
Blue Cross Blue Shield of Michigan: Jeff Greer, Content Strategist 
Coca-Cola: Jonathan Mildenhall, VP, Global Advertising Strategy and Content Excellence
Dell: Stephanie Losee, Managing Editor 
Dell: Marissa Tarleton, Executive Director, Marketing 
Eloqua: Joe Chernov, Vice President of Content Marketing (former); Vice President of Marketing, Kinvey (current)
Ford Motor Company: Scott Kelly, Ford Brand Marketing Communications Leader
General Electric: Linda Boff, Executive Director, Global Brand Marketing
General Electric: Paul Marcum, Director, Global Digital Marketing & Programming 
General Electric: Andrew Markowitz, Director, Global Digital Strategy
Grant Thornton LLP: Kristine Kelley, Head of Editorial and Content Strategy 
HubSpot: Mike Volpe, Chief Marketing Officer
IBM: Alisa Maclin, Vice President of Marketing, Smarter Commerce Initiative
IBM: Leslie Reiser, Program Director, WW Midmarket Digital Marketing
IBM: Michela Stribling, Director of Corporate Communications, Coremetrics (former) 
Intel Corporation: Nancy Bhagat, VP Global Marketing Strategy and Campaigns 
Intel Corporation: Ken Kaplan, Senior Editor, Intel Free Press
Intel Corporation: Bryan Rhoads, World-wide Content Strategy Lead 
Kraft Foods: Julie Fleischer, Director, CRM Content Strategy & Integration 
Marketo: Jon Miller, VP, Marketing Content and Strategy & Co-Founder 
Marketo: Mary Jo Rose, Director, Corporate Communications 
Marriott International: Dan Vinh, VP Global Marketing, Renaissance Hotels 
Nestlé: Pete Blackshaw, Global Head of Digital Marketing & Social Media
PR Newswire: Ninan Chacko, Chief Executive Officer
PR Newswire: Rachel Meranus, Vice President of Public Relations (former)
PR Newswire: Michael Pranikoff, Global Director, Emerging Media
Qualcomm: Liya Sharif, Sr. Director, Marketing & Global Communications 
REI: Jason Sutherland, Director, Brand Creative 
REI: Lulu Gephart, Manager, Digital Engagement 
SAS: Alison Bolen, Principal Editor, Marketing Editorial
SAS: Kelly LeVoyer, Director, Marketing Editorial 
Toys “R” Us: Steve Lazarus, former Online Manager, Emerging Media (former)
UBM TechWeb: Scott Vaughan, Chief Marketing Officer 
WellPoint: Kelly Colbert, Staff VP, Advertising and Social Media 
Wells Fargo: Ed Terpening, former Vice President, Social Media (former) 
WGN-TV: Josh Richman, Vice President, Marketing

Content Marketing Services
360i: David Berkowitz, Vice President of Emerging Media
BOND Strategy and Influence: Mark Schiller, Chief Executive Officer & Founder
Brain Traffic: Kristina Halvorson, Founder and Chief Executive Officer
Campbell-Ewald: David Linabury, Director of Interactive Experience, Social Media (former)
Content Marketing Institute: Joe Pulizzi, Founder
Curata: Pawan Deshpande, Founder and Chief Executive Officer
Curata: Richard Turcott, Chief Marketing Officer (former)
Deep Focus: Ian Schafer, Founder & Chief Executive Officer
dotJWT: John Baker, President
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Edelman: Steve Rubel, Chief Content Strategist 
Federated Media Publishing: Clint Bagley, Vice President of Corporate Communications (former)
Federated Media Publishing: John Battelle, Founder, Chair and Chief Executive Officer 
Federated Media Publishing: Deanna Brown, former President and Chief Operating Officer 
Federated Media Publishing: Neil Chase, Senior Vice President, Editorial (former)
Federated Media Publishing: Pete Spande, Senior Vice President of Sales (former)
iCrossing: David Deal, Vice President 
iCrossing: Kristen Kalupski, Director of Events & PR 
iCrossing: Adam Lavelle, Chief Strategy Officer (former)
iCrossing: Karen Pate, VP, Content Strategy 
Internet Advertising Bureau (IAB): Peter Minnium, Head of Digital Brand Initiatives
Isobar US: Darryl Gehly, President
JWT: Ingrid Bernstein, Executive Director of Digital and Content Strategy
JWT: Erin Johnson, Chief Communications Officer
Marketing Interactions: Ardath Albee, Chief Executive Officer
MSLGROUP: Stephanie Agresta, Global Director, Social Media and Digital 
Ogilvy Public Relations: Luca Penati, Co-Head, Global Content Practice 
SlideShare (a LinkedIn company): Ross Mayfield, Director, Business Development
Story Worldwide: Keith Blanchard, Chief Content Offier (former)
TopRank Online Marketing: Lee Odden, Chief Executive Officer
VivaKi: Rishad Tobaccowala, Chief Strategy & Innovation Officer
Vocus, Inc.: Peter Shankman, Vice President, Small Business Evangelist (former)
Weber Shandwick: Chris Perry, President, Digital Communications 
Weber Shandwick: George F. Snell III, Senior Vice President, Digital & Social Communications
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C.C. Chapman, author
Ann Handley, author and Chief Content Officer, MarketingProfs 
David Meerman Scott, author
Robert Rose, Chief Strategist, Content Marketing Institute
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Real-time marketing (RTM), the strategy and practice of reacting with 
immediacy in digital channels to external events and triggers, has been 
steadily growing in use and popularity. An expanding array of tools and 
digital channels (e.g., social media and listening capabilities) has made 
real-time accessible, in theory at least, to virtually every marketer. As digital 
channels become increasingly more real time, all marketing organizations 
must consider to what degree they will function in real time. We found that 
successful RTM requires enormous strategic and tactical preparation. This 
report, based on interviews with 18 executive industry practitioners, explains 
the benefits of RTM, outlines the business cases to which it can be applied, 
and identifies the best practices and steps necessary to move an enterprise 
toward RTM readiness.

Executive Summary



The Benefits and Problems of Real-Time Marketing

Altimeter Group defines real-time marketing as: 

The strategy and practice of responding with immediacy to external events and triggers. It’s 
arguably the most relevant form of marketing, achieved by listening to and/or anticipating 
consumer interests and needs.

RTM has been entrenched in the digital arsenal for well over a decade. Triggered email 
and text messaging, search results and search advertisements, and ad retargeting are 
all existing RTM examples. However, the current trend in RTM, and the one primarily 
considered in this research, is considerably more human and less automated. It’s 
worth noting in this context that two forms of RTM are emerging: one that is entirely 
hand-crafted and the other sparked by increasingly sophisticated digital triggers. All 
real-time marketing is deeply rooted in both content and social strategy.

Benefits of RTM span the business and consumer. It supports the individual on the one 
end, through hyper personalization, customization, surprise and delight. And it serves 
the brand on the other end, as companies enjoy tremendous media buzz, increased 
following and positive sentiment. Our interviews with real-time marketers surfaced 
some specific benefits of RTM:

• “Surprise and delight.” This is the feeling an individual has as the result of a more 
human (less corporate) interaction, the semblance of spontaneity, dialogue, and 
brand interest in the individual.

• The right message at the right time. This is the ability to reach audiences with 
timely engagement throughout the customer journey, greater relevance, resonance 
and personalization.

• Brand relevance. This is the opportunity for brands to actually be cool. When 
brands do this right, they effectively tap into the Zeitgeist, bridging brand relevance 
with what is hip and trendy. Consider the tremendous resonance of Oreo’s now-
infamous tweet: “You can still dunk in the dark,” both in social and traditional 
media, when the lights went out at the 2013 Super Bowl.

• Always-on. Participating in RTM enables brands to appear always on, available, and 
listening through evergreen content, thought leadership and excellent customer service.

Real-time marketing    
The strategy and practice of 
responding with immediacy 
to external events and 
triggers. It’s arguably 
the most relevant form 
of marketing, achieved 
by listening to and/or 
anticipating consumer 
interests and needs.

Real-Time Marketing
The Agility to Leverage ‘Now’
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RTM is also known to lift literally all desirable 
marketing metrics (e.g., interest, consideration, 
search, word-of-mouth, media receptivity, etc.), as 
well as to turbo-charge other marketing initiatives.1 
Eighty-three percent of marketers say they plan to 
begin to use or to increase their use of real-time data 
in marketing campaigns this year.2 The movement 
toward RTM is being driven in part by consumer 
expectations for immediacy, relevance, and access 
increase with technology.

Yet while RTM comes with real benefits, so too are 
its many challenges. The first are plotting strategy 
and analysis. The potential for risk is greater in RTM, 
given the (near) immediate nature of interactions and 
posts. Brands must take extra precaution, planning, 
and listening to mitigate these risks. The other set 
of challenges are in execution and organization. 
Speed, agility, scale, approvals, legalities, technology, 
analytics, and the ability to deploy teams around 
the clock are daunting, not to mention expensive, 

prospects for many organizations. From an 
organizational standpoint, RTM can be confusing, 
planning and resource-intensive, and requires 
immense preparation and coordination. Many 
companies will grapple with approvals, particularly 
those in regulated industries. 

RTM requires a shift in mindset: Brands are 
relinquishing a measure of control in exchange 
for more opportunities for relevance and deeper, 
more personalized customer experiences. “A lot of 
organizations aren’t comfortable with this concept 
of real time,” explains Chad Warren, Senior Social 
Media Strategist at Adobe. “Culturally, we’re about 
reviewing and scrubbing, and generally quite guarded 
in how we present ourselves in front of the public. 
There has to be a recognition that we don’t control 
the conversation anymore as brands, and real-time 
marketing helps stakeholders understand that and 
how we can still harness it.”
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Fig 1. The Six Use Cases of Real-Time Marketing
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Six Use Cases of Real-Time Marketing

To better understand just what RTM is, and isn’t, 
Altimeter Group has identified six business use 
cases for real time marketing, identified below and 
accompanied by case examples. These six use cases 
fall into two axes of RTM: Reactive & Proactive, and 
Planned & Unplanned (see Figure 1). Organizations 
will maintain the most control and can expect the 
best results from RTM when their efforts fall in 
planned/proactive sector of the RTM quadrant. 
These use cases are discussed below in the order 
from the lowest degrees of planning and preparation 
needed to the highest.

These use cases are listed hierarchically, from the 
highest to lowest degrees of possible planning and 
preparation. Note: These are graphed-based on 
qualitative research interviews; categories do not 
bear actual numerical coordinates.

Use Case #1: Brand Events

Examples of brand events include product launches, 
conferences, and media and customer-facing events 
where content strategy, pre-approvals, media and 
channel plans, hashtags, creative elements, editorial 
calendars, etc., can all be prepared in advance. 
During these events, staff are available to push out 
announcements and react to anticipated posts in 
social media. There should be few surprises in these 
planned brand events, but it should feel fresh and 
authentic rather than canned in advance. Some 
examples include:

• Pepsi debuts its skinny can during Fashion 
Week as a way to simultaneously promote its 
new thinner can design alongside a series of 
fashion events, generally geared toward an 
audience that emphasizes lean bodies. The 
product was integrated into the event as Pepsi 
amplified “get the skinny” content on Twitter 
and Foursquare and other social channels.3   

• Pizza Hut / AMEX / Foursquare SuperBowl promo in 
which all three brands partnered to offer hungry 

fans a $5 rebate on any Pizza Hut purchase over 
$10 by checking in — not to Pizza Hut — but 
to the Foursquare app’s Super Swarm Sunday 
feature and then paying with their AMEX.4 

• AMEX sponsors Small Business Saturday, a 
national event benefitting millions of small 
businesses, in which AMEX helps small, local 
businesses prepare for marketing in real time 
prior to the event by providing shops tools, 
signage, templates and more, as well as offering 
rebates to customers who use their AMEX cards 
when purchasing.5 

• Ford on #daftpunk on Twitter and Spotify: After 
partnering with and launching Spotify in new 
models of the Focus, the auto brand worked to 
amplify the new feature’s win in real time. When 
Daft Punk’s new single beat Spotify records 
and #daftpunk began to trend in on Twitter, 
Ford leveraged the buzz with promoted tweets 
containing #daftpunk, #spotify and #fordsync.6 

Use Case #2: Anticipated Events 

A growing number of organizations have become 
mature enough to fully prepare for real-time events 
that can be anticipated in advance to fully leverage 
opportunities. Like Branded Events above, they 
prepare by having business goals, strategies, teams 
and approvals all done in advance, and they have 
content at the ready. This “locked and loaded” 
approach is deployed by advertisers and sponsors 
(brands) in advance of major events not of their own 
making like the Super Bowl and the award shows. 
Some examples include the following:

• While HBO couldn’t know how many shows would 
win which categories, HBO seized the opportunity 
to prepare content across social channels (primarily 
Twitter) anticipating the Emmy’s outcome in 
advance of the live event — giving the appearance 
of real-time content as the program aired.7 

• In February 2013, Starbucks promoted its VIA 
coffee when Blizzard Nemo hit the Northeast. 
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The coffee giant prepared location-based 
promoted Tweets to offer gentle suggestions 
to enjoy a warm beverage (e.g., “Snow Day?”; 
“Grab some Via and enjoy the snow!”) amidst 
the ensuing buzz of Blizzard Nemo as it dumped 
snow across the Northeast.8 

• Although Oreo’s famous tweet during the Super 
Bowl captured the limelight, it was the fully 
staffed Super Bowl “war room” (uniting all brand 
and agency stakeholders) that enabled the rapid 
design, approval, and publication of that tweet.9 

Use Case #3: Location/Object-Based

A small but promising use case of RTM taps into 
location and object-based triggers. Hand-crafted 
examples of this type of RTM include local food 
trucks and or @ChicagoCabbie publicizing specials 
and their current locations. Yet increasingly 
sophisticated mobile apps, such as iBeacon, can 
target a consumer’s location down to the store-shelf 
level and push a promotion to that person’s phone 
at that moment. That’s literally targeting the right 
person at the right time and the right place.

The emerging Internet of Things where sensors are 
deployed throughout our physical world creates 
dazzling possibilities for RTM to exist in true real 
time and with uncanny relevance. Marketers will have 
to understand how to balance expectations around 
engagement versus privacy or face being seen as 
creepy. Some current examples of this use case 
include the following:

• Taco Bell partnered with GPS phone app Waze to 
trigger location-based ads to appear on drivers’ 
smartphones when they are near a restaurant — 
but, wisely, only when stopped at red lights.10 

• Yelp partners with businesses small and large 
to provide coupons and deals, some based 
on users’ locations and others prompted via 
checking in, all in real time.11  

• MGM sends notifications for nearby restaurants, 
shopping, show deals, etc., for hotel guests 
staying in Bellagio Las Vegas via their 
smartphones and the MGM app.12 

• Macy’s enables in-store targeting with 
Apple’s iBeacon, where it is installing iBeacon 
transmitters throughout two stores in NYC. 
Macy’s then pushes special offers and 
recommendations to customers based on the 
specific department in range.13 

Use Case #4: Predictive Analytics-Based

Another relatively small but growing area of triggered 
RTM is based on predictive analytics. Amazon has 
been using predictive data for some time to display 
recommendations to customers based on browsing 
and purchase history. This practice is slowly being 
adopted by B2B marketers as well, sometimes 
combined with marketing automation solutions. 
We predict the trend will gain momentum as data 
solutions become more accessible and simpler to 
implement.

• Salesforce.com uses its own toolset to track 
lead interactions with content (e.g., clicks, 
downloads, shares, time viewed, etc.), funneling 
this data back into its CRM and deploying 
automated follow-up content based on an 
individual leads phase in purchasing process.14 

• Walgreens’ SoLoMo (social, local, mobile) 
Foursquare program reaches in-store shoppers 
who check-in at a Walgreens location on 
Foursquare. These shoppers instantly receive a 
coupon for a special offer with an added bonus 
of the coupon being scannable directly from the 
phone.15 

Use Case #5: Customer Interaction 

Customer interactions take many forms: CRM, 
customer service, handling complaints, and 
community interactions being the primary examples. 
While many organizations handle such interactions 
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to customer service, the very public, visible and 
occasionally even viral nature of these interactions 
in social channels means they are increasingly 
becoming the purview of the marketing organization.

This is especially true now that customers have 
come to expect brands to respond to their digital 
queries and complaints in near-real time.16 This 
requires a combination of both reactive and 
anticipatory work: triage workflow, determining 
what types of messaging will be responded to and 
in which channels (public or private), empowering 
staff to address complaints, and having a breaking 
news communications plan ready for crises. It also 
means close coordination between customer service, 
communications, and marketing on all of the above.

This category includes traditional customer service, 
community building, and crisis management use cases:

• Pretzel Crisps listened for tweets from people 
who wrote that they were hungry but not sure 
what to eat. The company then replied back to 
them with an offer to send product samples.17 

• Citi Bike saw a distressed call over Twitter 
from a rider, having just fallen off his Citi Bike 
in the rain on the way to a meeting, soiling his 
pants in the process and using the hashtag 
#PLEASESENDPANTS. Citi Bike quickly jumped 
into action, with the help of J.Crew, sending the 
rider a new pair of #PANTSFORPAUL. Rider, @
PaullYoung, director of digital at charity : water, 
tweeted the entire experience to his 10k+ 
followers.18  

• JetBlue uses Twitter to be as responsive as 
possible (aiming for less than an hour response 
time), both engaging with happy customers and 
helping frustrated ones.19  

• SmartCar responded to a particularly snarky tweet 
claiming, “Saw a bird had crapped on a Smart 
Car. Totaled it.” The brand responded by putting 

together a hilarious, scientifically valid infographic 
and tweeted back, “Couldn’t have been one bird, 
@adtothebone. Sounds more like 4.5 million. 
(Seriously, we did the math.)”20 See Figure 2. 

Use Case #6: Breaking News

The most reactive form of RTM is responding in a 
legitimate, relevant manner to unanticipated breaking 
news. This can also be the most spontaneous, 
challenging and difficult type of RTM brands will 
encounter. Advance preparation is all but impossible, 
and all too often breaking news isn’t good news, 
so an acute degree of sensitivity is called for. The 
requirement is often not just getting a polished 
message out in a short period of time in reaction to 
an event, but also following the arc of a story as it 
unfolds. There is an opportunity in this use case to 
hit it over the fence by appropriately leveraging the 
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Fig. 4: Example of Poorly Executed  Real-Time 
Marketing

event in a way that is contextually relevant, both to 
the event and to the brand.   

For example, Coca-Cola announced it was 
suspending all brand advertising dollars for 
a month and putting that spending into relief 
toward Typhoon Hayann disaster recovery in the 
Philippines.21 The company is donating $2.5M 
toward the cause but received significant global 
recognition, publicity and social amplification by 
leveraging real time to maximize the impact of the 
announcement (see Figure 3). 

In addition, real time can last many days, or even 
weeks in some cases. Jason Miller, Senior Manager 
of Content & Social at LinkedIn, shared, “Real time 
lasts as long as volume of conversation is still 
there. If you can ride that wave, push it out as much 
as you can. It can be anywhere from two days to a 
couple weeks, so long as your customers are still 
talking about it.”

The poster child for this type of RTM is Oreos at 
the Super Bowl. Because it was practicing the 
second use case of RTM — anticipated events — the 
company was lucky to have the right team onsite to 

be able to respond. When the power went out, the 
team put out its inspired tweet, which would not have 
been possible without those assets in place.

An important risk to consider in this use case is 
inappropriate or insensitive posting around an 
event. This is when brands inject themselves into 
event commentary in a way that is artificial, overly 
promotional, irrelevant to the brand, or just plain 
crass, often termed “culture-jacking.” Epicurious 
found itself backpedaling and apologizing in the 
wake of the Boston Marathon bombings when pre-
loaded tweets promoting cranberry scones went 
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live shortly after the tragedy. A real-time response 
expressing condolences, yet promoting another 
recipe, only fanned the flames (see Figure 4).

Adobe’s Chad Warren sees this as, “In a desperate 
effort to stay relevant, brands attach themselves 
to any and everything, losing sight of what their 
audiences actually care about and see in the brand.”

Preparing for Real-Time Marketing Requires 
Two Types of Planning

How companies prepare for real time will dictate 
the effectiveness of RTM programs. We found that 
planning falls into two areas, one that looks at the 
overall strategy and approach to RTM and the other 
that focuses on the organization and resources 
needed to execute RTM itself. The following outlines 
the top 12 steps businesses should take to maximize 
success and scale in RTM (see Figure 5).

I. Planning Strategy   

This first phase of preparing lays a foundation of 
customer understanding, goals and content strategy 
that is essential. 

Listen & Learn 

Success in real time is contingent on 
understanding your audience, who 

they are, where they go, what they care about, 
how they perceive the brand, etc. While traditional 
research methods like focus groups and surveys 
are instructive toward this end, the literal real-time 
nature of RTM requires more real-time information 
gathering. Listening and analytics tools help monitor 
the audience’s pulse, sentiments, behaviors and 
buzz as it happens and as it evolves. Are customers 
complaining about not getting a response? What 
are competitors doing, and what is happening in 
adjacent industries? 

Equally important is having the analytic capacity 
to mine findings from these discussions and apply 
learnings to continually improve campaigns and 
uncover new creative ideas and insights. Brands must 
always be listening and learning, both for cues from 
the audience, industry and pertinent cultural events — 
this is absolutely necessary to lay the foundation for 
being as relevant as possible with RTM.
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Define RTM Business Goals 

The next step to RTM preparedness is 
defining the goals RTM will serve, both at 

a program and business level, e.g., brand relevance, 
favorability, consideration, purchase intent, etc. Be 
sure to extend this beyond simply the number of 
times a post gets favorited. Aligning real time with 
existing business goals is important, because it helps 
contextualize and justify the program to executive 
decision-makers and will increase the likelihood 
for executive sponsorship as the program evolves 
across functions. 

Integrate with Content Strategy

Aligning real-time marketing with content 
strategy is foundational to creating 

guidelines around what, how, and when to respond, 
publish and listen. Integrating real time into the 
greater content marketing strategy also provides 
a reference point for rapid decision-making around 
brand relevance, messaging and strategy. 

Content strategy should not only have guidelines 
around voice, tone, POV, messaging, brand values, etc., 
but should invest in educating those executing in real 
time, whether they are brand employees or agency 
partners. “Develop a brand compass if you don’t 
already have one, and apply it to real-time marketing,” 
explains Sabrina Caluori, Vice President of Digital 
and Social Media at HBO. “Set the boundaries around 
what makes sense for you to participate in and what 
doesn’t so that every time something is trending, the 
team isn’t asking, ‘Is this appropriate?’”

At an executional level, integration with strategy 
also aids in the creation of more anticipatory 
locked and loaded content assets, which facilitate 
the appearance of real time to customers, but can 
be created, approved and queued for deployment 
well in advance. In fact, real time can be integrated 
entirely with ongoing content marketing initiatives 
through modular, re-purposeable, or even evergreen 
content hubs.
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Pepsi Pulse exemplifies embedding a real-time 
approach into its content strategy through an 
evergreen content hub. Relating to its slogan, “Live 
for Now,” the site aggregates hot content (tweets, 
videos, photos — largely earned) from across the web 
in an effort to provide visitors the most inspiring now 
moments based on social popularity (see Figure 6).

Integrate with Channel Strategy 

The where of RTM is as critically 
important to its success as content 

strategy. Channel strategy is dependent on many 
factors, including in what channels the target 
audience is to be found; the channel(s) in which 
relevant conversations are occurring; and having or 
having the ability to quickly make content assets 
that are appropriate to the channel in question (e.g., 
photos, videos, text, animated gifs, etc.). Currently, 
the most critical channels for RTM are Twitter, 
Facebook, Instagram, Tumblr, Reddit, and, of course, 
e-mail. Secondary, but still important, are owned 
channels, such as the company website, YouTube 
and Facebook channels, mobile app, etc. Channel 
selection is always dependent on a variety of factors, 
including content strategy, audience targeting, and 
rapidly shifting media habits.

Multinational and even many national enterprises 
must also deeply consider time zone issues 
simultaneously with channel strategy. Having a 
separate Facebook page for India vs. the USA, for 
example, or for the Northeast vs. the Southwestern 
US, may be as much a component of RTM strategy 
as it is cultural relevance when it’s important to 
generate conversation, excitement, buzz or other 
RTM initiatives around a local event, be it news or 
even local weather.

Define “Time” Element & Expectations 

Not all organizations are prepared to 
operate 24/7 or to respond to customer 

queries with literal immediacy. The Clorox Company 
currently has a response goal of one hour or less as 

they consider ramping up to a 24/7 environment. 
The fastest-responding brand on Twitter in 2013 was 
Halo BCA, of the Bank of Central Asia, averaging a 
three-minute turnaround in over 95% of customer 
inquiries.22 In fact, a recent study finds that 72% 
of customers expect brands to respond to Twitter 
complaints in less than one hour.23 Dell aligns its 
customer support around this in their policy to 
respond to 100% of inbound customer interactions 
within a 2-hour time period, through the channel in 
which it was received.

Real time can also span a temporal continuum of 
days, weeks and even months (e.g., the BP Gulf 
oil spill or the Icelandic volcano ash cloud). The 
temporal definition of (and imperative to respond 
in) real time depends on the context and will differ 
by situation, organization and business goal. As 
Symantec’s Charlie Treadwell, Director of Social 
Media Marketing, puts it, “I think it can be turned up 
and down, but never off. You always have to be ‘on’ 
at some point.” Ultimately, brands must define the 
what real time means for their unique programs and 
channels and then let this guide expectations for 
responding and publishing based on organizational 
capabilities. 

Establish Clear Guardrails & Trust 

Perhaps the biggest obstacle to the 
adoption of RTM is the perceived barrier 

of approval processes: internal, legal, client, etc. 
Yet the organizations that are practicing RTM most 
successfully shrug off this concern. “We have a 
great relationship with legal,” is a typical, dismissive 
response to what, for others, is a seemingly 
insurmountable obstacle. Our research unearthed 
the following best practices to pre-define guardrails 
before operating in real time and then streamline 
processes once deployed.

• Simplify legal approval to a Yes/No response. 
Standard legal approvals can take hours, days, 
even weeks. These are eons in the world of 
real time, where every second can make the 
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difference between crisis and diffusion. “You 
can’t go through the standard legal process with 
multiple levels of revisions and emails. Instead, 
you should sketch out what scenarios could 
look like in advance and get legal to quickly say 
‘yay or nay,’” explains Shankar Gupta, Director of 
Strategy at 360i. Taking this step helps twofold: 
one, by streamlining the approval process when 
acting in real time; and two, by exposing legal to 
anticipated scenarios early on.

• Have the necessary teams on deck. Whether 
in the room or a phone call away, it’s critical to 
have access to key stakeholders involved (or 
who may need to be involved) when deploying 
in real time. Common stakeholders include 
those responsible for creative, copywriting, the 
brand team, the social team, the measurement 
team, corporate communications/PR and legal. 
For more anticipatory use cases, brands like 
Adobe assemble these stakeholders for weekly 
meetings to discuss newsworthy events and 
RTM as related to strategy. For more immediate 
use cases, accessibility is imperative. “We 
have a point person in Corporate/Crisis 
Communications who I have on speed dial and 
that I can text anytime. They’ll often give us 
recommendations for how to respond, or they 
will call [an angry customer] directly,” explains 
Charlie Treadwell at Symantec.

• Construct a mini playbook. These will look less 
like traditional procedural handbooks and more 
like a list of three or four questions to which all 
RTM decisions must be accountable. Symantec, 
for example, is developing three questions that all 
employees must ask and answer before posting:

• Am I creating unneeded risk to the brand?
• Could this impact the company or myself 

negatively?
• Would I want my grandmother to read this?

This simple system helps build confidence and 
empower employees to act autonomously but on 

behalf of the brand. Ultimately, Treadwell contends, 
“It’s all about common sense and what feels right.”

For a planned real-time event, such as the Emmy 
awards, HBO’s Sabrina Caluori informs internal 
stakeholders (management, legal, communications) 
about overall strategy and what her team will do and 
react to and then develops guidelines. “We know we 
need freedom to develop content on the fly, but we 
need to know the guardrails [and] if anything we did 
needed to be escalated. There are built-in parameters 
for the campaign.” 

Anticipate Negative RTM 

Opening up an organization to real-
time events, reactions, and interactions 

increases the risk of backlash and social media 
crises. While preparedness and governance help 
mitigate these risks, companies must actively and 
proactively be ready for anything. When it comes 
to societal events, brands can generally choose 
if, or to what degree, they want to chime into the 
conversation. But, when negative brand events 
are unfolding in real time, there is an imperative to 
respond and message in real time.

One company we interviewed explained just how 
integral its listening tools and agility were to 
preventing negative real time during the Boston 
Marathon. The company had pre-loaded to publish 
an infographic on emerging technologies that 
runners find useful. Even before the news of the 
Boston bombing hit the airwaves, the company 
detected mentions of it on Twitter and quickly 
pulled infographic from the queue, sidestepping 
what would have come across as insensitive in the 
face of the tragedy.

When brands find themselves in a foot-in-mouth 
situation, as Mountain Dew did, one of the best ways 
to recover is to amplify the apology itself in real 
time. After receiving a tremendous backlash and 
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accusations of racism and misogyny for its “Felicia 
the Goat” video, Mountain Dew promoted its own 
apology in the form of a tweet,24 as seen in Figure 7. 

Active preparation for negative RTM includes direct 
communication with Corporate Communications/
PR and legal; clear guidelines around what, how, 
and where to respond and message; and a plan for 
action, apology or improvement. Prepare proactively 
for negative RTM through monitoring social buzz 
with listening tools, setting alerts for suspect 
mentions or keywords, and staying agile.

II. Planning Execution

Once you have your strategy in place, it’s then time 
to turn to the execution side of RTM, and in particular 
enabling it to happen in a seamless, scalable way. 

Assemble Team & Tools 

Successful RTM requires the right 
constituents be available, informed, 

educated and empowered. Assemble the proper 
teams (i.e., social, creative, copywriting, legal, PR, 
etc.) and tools (i.e., listening, analytics, design, digital 
assets, publishing tools, etc.) to ensure streamlined 

execution. To this end, multiple companies we 
interviewed underscored the importance of having 
a “war room,” akin to a newsroom of sorts, where 
all teams can literally be present and collaborate 
together and in real time.

This can take three forms, depending on the use 
case the team serves. For unplanned, reactive 
RTM execution, either the existing content hub or 
social media team takes the lead or a pre-identified 
and trained virtual team that has been identified in 
advance leaps into action.

For anticipated events, a war room is often the hub, 
driving approvals, design, triage and publication in 
real time. Even brands without 24/7 RTM teams can 
assemble trained, prepared teams for special events, 
as Oreo did for the Super Bowl. 

Anticipated or planned events with content 
created in advance assemble teams with regularly 
scheduled meetings to discuss event strategies 
and guidelines, as well as identify areas of 
opportunity. “At Adobe,” explains Chad Warren, 
“we operate a creative newsroom that meets on a 
regular basis to identify upcoming items to plan 
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for (e.g., news, events, etc.) and talk about what is 
relevant, what we could do more of, where we could 
take certain ideas. We have the right people in the 
room on an ongoing basis so that we don’t need a 
lot of levels of approval and everyone understands 
their role — this helps us go from ideation to action 
much more quickly.”

Establish Triage 

Establishing how to triage based on 
scenarios is one of the single most 

effective ways to streamline RTM execution. It 
reduces the need to be fully reactive by connecting 
certain cues or events that will trigger repeatable 
workflows. For instance, community managers 
should be able to identify what types of language 
indicate threats or risks for the brand and how 
and when to escalate them to legal, PR, or the 
appropriate team. When developing content for RTM, 
consider how users may respond, and then identify 
what warrants response and build workflows based 
on positive and negative interactions or needs. 
Consider all employees and teams involved, how 
team members will communicate, and how to handle 
messaging in a personalized and human way. The 
more detail provided, the more teams accounted for, 
and the more scenarios planned for, the better.

Train & Test All Parties 

A big part of operating in real time 
is enabling key employees to be 

and feel trusted and empowered to act on their 
judgment. This level of confidence is really only 
achieved through thorough education and training 
across all stakeholders — not only those posting 
and responding, but those creating, approving, 
distributing and monitoring, both internally and 
externally (i.e., agencies and vendors). Training 
should include both strategic and executional 
(tactical) elements:

Strategic: 

• How RTM is integrated with the larger content 
and brand strategies

• RTM’s role across the organization (e.g., 
Customer Service, Sales, HR, etc.) 

• Deep training around the brand identity, voice, 
vision, risks, affiliations and programs

• Which channels will support RTM, which will not, 
and why

• How the RTM program will be measured and 
optimized

• The role of agencies and technology vendors (if 
applicable) 

Executional:

Guidelines, guardrails, roles, triages, response time 
requirements  

• How to manage workflows based on RTM’s role 
across the organization, as well as when triaging 
to other functions

• Sample scenarios of how customers, the crowd 
and media could respond to RTM

• How to leverage measurement and reporting to 
plan and act in real time

• Best practices using technologies supporting RTM
• Resources (e.g., contacts, phone numbers, 

vendor support, etc.)  

Training tools and testing will vary for each 
organization, based on resources and stakeholders. 
The goal of training and testing, however, is universal: 
to establish confidence for those executing, and trust 
in them, by all stakeholders, management, and the 
brand at large.   

Identify Analytics & KPIs 

As with any program, you don’t know 
where you’re going unless you know 

where you are. RTM measurement instructs the 
effectiveness of current efforts, as well as pinpoint 
areas to explore more deeply. Listening should 
inform planning, targeting and action, as outlined 
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above. Analytics capabilities monitor performance 
and optimization. Define Key Performance 
Indicators (KPIs) for RTM by aligning them with 
overarching content strategy indicators. Jason 
Miller, at LinkedIn, rolls RTM metrics into what he 
calls the top three KPIs:

Increased non-branded referral traffic: Are people 
going where you want them to go without typing a 
keyword into Google?

Engagement: However engagement is defined for 
your brand, are users interacting with content, aligning 
themselves with brand or content? The higher the 
engagement, the higher the Google ranking.

Increased quality of leads: Is sales benefiting with 
more qualified leads or just a longer list of names?

Real-time analytics capabilities are also important 
to RTM in order to capitalize on every effort made 
— not just the bigger, more planned initiatives, but 
the lesser planned, more reactive ones as well. 
360i’s Shankar Gupta measures interactions over 
content: “When responding in real time the majority 
of successes will be modest, because they don’t 
all catch on that way. If you want to hit a homerun 
with real time marketing, put yourself in a position 
to take lots of swings. Then measure real-time 
responsiveness as a program, rather than focusing 
on specific pieces of content. Successful audience 
engagement should happen over the course of the 
program, not jus as a result of one or two posts.”

Finally, performance measurement of real-time 
engagement, content and activities should tie to 
support and help optimize the convergence of paid, 
owned and earned media.25 To this end, RTM can 
be an effective testbed for larger content initiatives; 
a support hub for triaging customers to owned 
properties or helpful content; or even provide clues 
or fodder for developing catchy ads and promotions. 
Measuring these efforts instructs where to invest 
time and resources across all brand assets. 

Evaluate Scale Periodically 

“But will it scale?” is a very real question 
in real time, particularly regarding staffing 

and customer channels. For large brands that have 
traffic and interactions numbering in the thousands 
per day, real time carries a host of risks that must 
be addressed when thinking about response at 
scale. Enterprises must frequently (e.g., monthly or 
quarterly) assess and evaluate the scale of their RTM 
initiatives: headcount, talent, tools, roles, etc. 

Appropriately scaling RTM is complex, difficult and 
cost-intensive, necessitating frequent reviews and 
assessments against business goals.

Scale must be evaluated on a foundation of 
benchmarking against KPIs. Adobe’s Chad Warren 
explains, “If you don’t have a means to understand 
whether something is working in your favor or not, 
you’ll have trouble knowing when and where to scale 
those efforts.”

Conclusion

Real-time marketing is a present reality, not a distant 
future, for enterprises functioning in the digital 
age. The speed and immediacy of news cycles and 
social media, not to mention the very public media 
sphere in which brand and product events operate, 
make it imperative that enterprises strategically 
adopt real-time marketing in a fashion that will both 
benefit the business now and scale to address future 
requirements. 
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Altimeter Group conducted qualitative research and 
analyses for this report, using briefings on real-time 
marketing. This included:

• Briefings 8 brands running real-time marketing 
programs. 

• Briefings with 10 agencies and vendors assisting 
brands in real-time marketing programs. 
Altimeter conducted these interviews between 
October and December 2013. 
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This report includes input from market influencers, 
vendors, and end users who were interviewed or 
briefed by Altimeter Group during the course of 
this research. Input into this document does not 
represent a complete endorsement of the report by 
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LinkedIn, Jason Miller, Senior Manager, Content 
Marketing & Social

Symantec, Charlie Treadwell, Director of Social Media 
Marketing
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360i, Amanda Bird Malko, Vice President of 
Marketing
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Strategy
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Engauge, Danielle Donnelly, Director of Social 
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Digital channels have moved well beyond 
tactics such as personalization and 
retargeting to deliver messaging and offers 
to consumers that are relevant and timely. 
Marketers are now empowered to deliver 
context, content that is finely honed and 
shaped by a myriad of factors that take 
relevant messaging to the next level.

The purpose of this white paper is to describe the types of 
contextual marketing, the elements of context, technical 
requirements for execution, and finally, a peek over the 
horizon at the future of context in digital marketing.

What is context within digital marketing?

The untapped opportunity is to get an extremely 
granular understanding of customers, then anticipate 
their needs, wants, affinities and expectations and 
develop unique insights to power better marketing 
across all devices, channels and localities.

What is context within digital marketing?

con·text noun \'kän-,tekst\
• The situation in which 

something happens

• the group of conditions 
that exist where and when 
something happens 

[Merriam-Webster]

What? 
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The more marketing can be targeted in 
context, the better – and more relevant – 
the customer experience. Context means 
the right person receives the right message 
at the right time, but also in the right place, 
on the right platform and in the right 
language. Highly relevant, personal and 
immediately meaningful marketing creates 
utility, meaning and is deeply personalized.  
This results in clear benefits: better and 
more meaningful experiences for each 
individual customer, deeper insights and 
correspondingly higher ROI for the brand. 

Why does context matter? 

Juice brand, Ocean Spray, recently harnessed contextual 
elements to drive a fun, engaging mobile promotional 
experience for its new ‘Diet’ brand, geared towards a 
specific segment. Instead of simply targeting by zip 
code ‘likely to be interested,’ as they had in the past, 
Ocean Spray targeted fitness and health-minded 
consumers, ages 26-55 who had previously purchased 
diet carbonated drinks and health food. Reaching these 
specific consumers via mobile with an aesthetically 
pleasing and interactive rich media ad generated some 
40 million impressions during the campaign, with users 
spending an average of 12.7 seconds within the ad and a 
first interaction rate 27x the industry average. 

Why? 
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Contextual marketing is immensely personal, in other 
words, relevant to the individual recipient in a meaningful 
fashion. Contextual marketing is typically targeted to a 
specific “who,” otherwise known as personalization (e.g. 
messaging tailored to the individual by name and/or 
gender, purchase history, stage in sales cycle, age, etc.) 
but context also goes well beyond personalization to 
account for numerous other hyper-relevant factors such 
as customer history (or lack thereof ) location, device 
and temporality. Contextual information collected 
can result in merchandising and product suggestions 
based on browsing or buying patterns, relevant ad 
retargeting, offers built around individual loyalty and 
even search results based on an individual database of 
intentions. Whereas, based on your browsing history and 
commonly used platforms, your ‘Apple’ is a computer, for 
example, mine might be a piece of fruit. When creating 
experiences in the digital world, ‘Who’ is the contextual 
determinate.

Context and timing are inextricably linked. When should 
an offer be extended? When should information or a 
promotion be offered? When is this information most 
valuable, timely, or required? Often, this connects to a 
consumer action in real or near real-time, or within a 
specific predefined time-frame. Increasingly, “when” can 
also be informed by machine learning and algorithmic 
improvement over time. “When” can become contextually 
relevant based on a consumer’s online journey, or 
physical journey through real space and time. Waze, a 
crowdsourced traffic app, sends mobile brand-sponsored 
promotions (to gas stations, restaurants, retailers, etc.) 
based not only on location but only when drivers are 
stopped at stoplights. 

Effective timing can also be tied to news events. 
During Typhoon Hayann, Coca-cola announced it was 
suspending all brand advertising dollars for a month 
to reallocate that spending into relief for victims and 
recovery efforts. The company received significant global 
recognition, publicity and social media amplification by 
leveraging real-time channels to get the word out.  

In many ways, timing is the most critical component of 
effective contextual marketing.

Contextual marketing use cases

In many ways, timing 
is the most critical 
component of effective 
contextual marketing.

Who? 

When? 
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Physical location, device, and channel are the three biggest 
“wheres” that apply to contextual marketing each with 
a myriad of potential granularity. A customer’s physical 
location can be as broad as region or country, bringing 
with it associations such as culture and language. It 
can also be as short-range as targeting by city block or 
even standing in front of a specific product in a store. 
A multiplicity of devices and channels “wheres” can 
fragment the view of the customer but instead create 
an omnichannel, single view, whether they’re at home 
or at work, on a mobile device or a tablet, on a website 
or a social platform. More granularly, context around an 
immediate “where” – be it a city block or a specific aisle in 
a big box store can enable delivery of offers, information, 
service or utility that match that person in that place 
at that time, creating an experience relevant to here 
and now. Macy’s enables in-store targeting in two New 
York locations with Apple’s iBeacon, where it is installing 
transmitters. Macy’s then pushes special offers and 
recommendations to customers based on the specific 
department in range. MGM Resorts sends coupons and 
notifications for nearby restaurants, shops, shows, an, 
to guests’ smartphones, based on geo-location, loyalty 
member status and individual preferences.  

Denver Airport is consistently acknowledged as a 
leader in worldclass customer service, and to uphold 
this title, leadership is always looking for ways to make 
the stressful flying experience one more contextually 
enabled, simple, and relaxing for consumers. As a result, 
the airport created a mobile app designed to provide 
travelers all of the information they need to create a 
seamless airport experience.
 
First, the airport designed for utility:

• Airport parking, flight and gate information

• Security wait times

• Dining, shopping and entertainment options

• Weather information

Next, they tapped into the unique advertising 
environment of an airport—where marketers know when 
travelers will arrive, leave, and where they are going, 
enabling them to target promotions and airport services 
based on gate location and time of day. They also 
facilitated real-time user-generated ratings and reviews 
of airport concessionaries to give users full control and 
visibility into their experience. 

A customer’s physical location can 
be as broad as region or country, 
bringing with it associations such as 
culture and language.

Where? 
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Contextual marketing cannot be achieved 
without a clear strategy on the part 
of the marketer, coupled with a tight 
infrastructure of highly sophisticated and 
integrated technology solutions.  Broken 
down into component parts, the individual 
elements include:

• Context: Shared data between multiple applications 
and the ability to broker and serve contextual 
content, information and offers in real-time

• Semantic technologies: Language-based tracking, 
including detailed content tagging, taxonomies, etc. to 
determine the best assets to deliver to the appropriate 
device and customer and the right moment

• Customer-centric view: An obsession with customer 
behavior, preferences, trends, feedback, contextual 
needs, etc. 

• Journey-mapping: Leveraging data to define 
contextual elements (personal, product, loyalty, 
location, language) along each stage and at each 
touchpoint of the customer journey

• Customer and additional data: The collection, 
listening, aggregation, analysis, visualization of 
customer data

• Predictive analytics: Sophisticated algorithmically 
informed outcomes based on machine learning, 
testing and optimization over time

• Integrated teams, workflows and systems: Elements 
without integration will only create silos; connecting 
people, technologies and processes is critical for 
‘holistic’ contextual marketing at scale

• Personalization/localization, attribution, etc.: 
The enablement of tailored content, services, or 
targeting informed by data sets related to specific 
segments or individuals

• Flexible, dynamic and re-purposeable content: 
Content assets that are not only integrated across 
platforms but able to be sliced, diced and recycled 
based on context (right time, right place, right 
person, right service, right platform, etc.)  

• Decoupling content management from content 
delivery: A delivery stack would need to understand 
customer context across a variety of business 
functions/systems such as regular CMS content, 
e-commerce and other factors such as customer 
service information. These are typically managed in 
separate siloed back-end systems. In order to deliver 
a single, truly contextualized experience, the delivery 
tier must span all these systems

How is context incorporated into marketing strategy?

How? 
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As barriers to connectivity decrease and 
efficiencies increase, the digital Internet we 
know today will increasingly permeate the 
offline world. Many, many more channels will 
emerge as we digitalize the offline world—
the Internet of Things. This proliferation 
of new consumer touchpoints (beacons, 
connected products, connected services, 
wearables, sensors and actuators) will result 
in far more opportunities to personalize.  
Also a correspondingly a greater need 
to understand and aggregate the many 
elements that must be combined to provide 
context. Increased data sources result in 
increased drivers for context.

An emerging IoT trend is personalization taking the 
form of connected product/data-informed service 
opportunities, e.g. “Welcome to Staples. We see your HP 
455X is low in toner and will run out soon. Would you 
like us to order you a new cartridge to fit the HP 455X? or 
have it waiting for you at check-out?

As devices, channels and data sources increase, there 
will be more opportunities for context but they will 
become correspondingly more complex to design and 
to implement. Organizations that harness context today, 
and use it to their advantage, will possess an edge as 
this trends accelerates and as consumer expectations 
and demands develop accordingly. An increasingly 
connected world creates more complexity, and with 
more complexity comes more responsibility. Ultimately, 
as the ability to digitally track and inform customer 
experiences moves offline, the experience and the brand 
become inseparable. 

Future 

Device specific content placement 
adapting to screensize and orientation

Customer 
details
identified 
and utilized

Touch navigation
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SDL (LSE: SDL) allows companies to optimize their customers’ experience across the entire 
buyer journey. Through its web content management, analytics, social intelligence, campaign 
management and translation services, SDL helps organizations leverage data-driven insights to 
understand what their customers want, orchestrate relevant content and communications, and 
deliver engaging and contextual experiences across languages, cultures, channels and devices. 

SDL has over 1,500 enterprise customers, over 400 partners and a global infrastructure of 70 offices 
in 38 countries. We also work with 79 of the top 100 global brands.

Copyright © 2014 SDL plc. All Rights Reserved. All company product or service names referenced herein are properties of their respective owners.SDL_wp_AltimeterWhitePaper_EN_A4

For more information, visit www.sdl.com

About SDL
Powering 79 of the top 100 global brands, SDL helps customers 
dramatically increase their speed to market with global 
customer experience (CX) environments that are integrated to 
work together across the entire customer journey. SDL’s new 
customers have gone live with global CX solutions in an average 
of three months – significantly less than a typical 12-15 month 
implementation time for large enterprise solutions. 

At the onset of 2014, SDL released the Customer Experience 
Cloud, which includes SDL Web who’s new features introduced 
context brokering to the market, which enables businesses to 
provide personal and contextualized interactive experiences 
for customers across all channels and devices throughout their 
individual customer journeys – offering a market solution to the 
consumer demand for personalization and relevance during all 
brand touch points.

Continuing on solution innovation and development, SDL also 
released the SDL Language Cloud, the first cloud-based language 
platform to offer the full spectrum of translation options – 
human, machine and specialist machine translation. With these 
offerings, SDL solidifies its foothold of the CX market and is 
beginning to push the boundaries beyond experience to true 
customer engagement.

To learn more visit 
www.sdl.com/engagingmoments
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Executive Summary

Companies that evangelize, reinforce, and institutionalize the importance of content throughout 
and beyond the marketing organization are more successful not only across their marketing 
initiatives but also with other internal and external success benchmarks, such as sales, employee 
advocacy, customer service, audience engagement, thought leadership, and hiring.1

When content becomes an ingrained element of an enterprise’s culture, the culture functions like a 
well-oiled engine, producing, circulating, and begetting content, creating numerous efficiencies in 
the process. 
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DEFINITION

A culture of content exists when the importance of 
content is evangelized enterprise-wide, content is 
shared and made accessible, creation and creativity are 
encouraged, and content flows up and downstream, as 
well as across various divisions. A formalized yet not 
immutable content strategy is the framework upon 
which to base culture.

A culture of content was first defined as the fourth of five levels of 
content marketing maturity in the Altimeter Group report Content: 
The New Marketing Equation.2 It is the most realistically achievable 
level of maturity for the vast majority of organizations. As content 
strategy and content marketing continue to gain traction in the 
enterprise, research must examine and illustrate how organizations 
create and foster a culture for it.

WHY A CULTURE OF CONTENT IS EMERGENT 
NOW

Content Demand
It’s not just because brands are publishers that the culture of content 
is emerging, it’s that employees are publishers, too. The demand for 
content has never been higher. Some will dismiss this as noise rather 
than signal, but channel, platform, and device proliferation, as well 
as always-on social media, initiatives such as social selling, thought 
leadership, real-time marketing and customer service, and recruitment 
demand that content be continually created, refined, repurposed, and 
reformatted. 

Content Is Everywhere
Subject matter experts don’t solely reside in the marketing department; 
they come from product, research, senior management, and beyond. 
A customer service rep knows better than the social media team what 
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A Culture of Content

A culture of content 
exists when the 
importance of content is 
evangelized enterprise-
wide, content is shared 
and made accessible, 
creation and creativity 
are encouraged, and 
content flows up and 
downstream, as well as 
across various divisions.

http://www.slideshare.net/Altimeter/content-the-new-marketing-equation
http://www.slideshare.net/Altimeter/content-the-new-marketing-equation


problems or complaints customers have. Sales staffs, 
whether working on the floor at a retailer or peddling a 
high-tech, long-consideration-cycle product, know what 
their customers need to learn at various stages of the 
buying cycle.

Proliferation of Media and Channels
Not only are demand and need for content growing, 
so too are the forms content can take. Content is no 
longer limited to whitepapers, blog entries and reports, 
but is increasingly also video, infographics, billboards, 
social media posts, GIFs, testimonials, receipts, and 
connected products, among the ever-growing list of new 
media form factors. The rapid digitalization of culture 
through channels such as smartphones, social media, 
and connectivity is creating an imperative for real-time, 
dynamic, and highly targeted and contextualized content 
deployment across channels and audiences. 

Media Convergence
The convergence of paid, owned, and earned media also 
creates a need to efficiently transport and transform 
content across screens, media, and platforms. Content 
should be part of a well-oiled, well-built, smoothly efficient 
machine.

THE ANATOMY OF A CULTURE OF 
CONTENT

A culture of content resembles an engine in that it stream-
lines content production and workflows, but also a circula-
tory system in that it is inherently about sharing, ideation, 
and distributing the value of content across everyone 
involved.

A strategic, systematized culture of content (CoC) results 
in more than just better marketing, but it requires strong 
leaders with a clear vision to enact and support it. 
Altimeter Group has identified four primary components of 
the CoC, which will be examined in this report: inspiration, 
people, process, and content. 
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Inspiration: The Intangibles That Fuel a CoC 

Culture in any context is driven by certain intangible but 
powerful forces. These forces inform, inspire, and reinforce 
the behaviors that define and embody the culture itself, 
and a culture of content is no exception. Our research 
identifies three primary forces that fuel a content-centric 
organizational culture: vision, creativity, and risk. 

Vision

The idea of a single, shared purpose, mission, or goal is 
paramount to empowering a CoC because it serves as the 
baseline of understanding. Establishing a common vision 
is a critical first step to developing a content strategy and 
is typically most effective when generated, embodied, 
and exemplified by leadership. Disseminating vision from 
the top down helps employees understand how their 
day-to-day tasks serve a higher purpose and align with 
organizational and even social or humanitarian objectives. 

charity: water, a nonprofit that works to provide clean 
drinking water to developing countries, uses content to 
drive its vision and its vision to drive content. The vision is 
to leverage the web’s reach to reinvent charity. Because the 
company is focused on driving individuals to action, that is, 
to fundraise instead of simply donate, its content objective 
is to inspire, educate, and build relationships. Paull Young, 
director of digital at charity: water, emphasizes the 
importance of investing in talent to execute high-quality 
creative, as well as investing in ways to inspire that talent. 
charity: water gauges content success on the basis of 
inspiration, known internally as an inspiration quotient, that 
is, did the content inspire its audience? 

While not a formalized metric, charity: water’s cites 
Seattle-based EastLake Community Church as an 
example. Inspired by charity: water’s content and mission, 
the church created a content and event series that 
raised more than $709,000, enough to provide 54,541 
Cambodians with access to clean water, well exceeding 
its fundraising goal. The church now includes clean water 
as a ministry budget line item and donates $5 to charity: 
water in honor of every first-time church visitor.3



5

Creativity

The willingness and drive to think beyond content and 
marketing that have worked in the past is another way 
organizations inspire a CoC. Training organizations 
to creatively think about and produce content serves 
two ends. First, it helps differentiate the organization 
through its content, an increasingly important tactic in a 
crowded and noisy media environment. Second, it grants 
the very individuals who create content (e.g., designers, 
copywriters, bloggers, videographers) the freedom to flex 
their creative muscles to reach current and new audiences.

Creativity flourishes most with multiple perspectives, 
and as such, customers can serve as an inspirational 

source for creative content. Content marketers (among 
other business functions) can leverage both earned 
media and listening analytics across all media to extract 
insights on how to evolve existing artifacts and justify new 
approaches. Nico Henderijckx, Sony’s European forum and 
community manager, points to an example. A recent how-
to troubleshooting post, written by a volunteer super-user 
(i.e., at no cost) on Sony’s community site, was viewed by 
42,000 visitors within two weeks. Leveraging data around 
who was interacting with this specific piece of content 
not only helped Sony identify the need for similar creative 
content but also helped affix value to it. A call to the call 
center costs the brand €7. The potential value of this one 
post, then, in just a fortnight was €294,000 (€7 x 42,000). 

FIGURE 1  A CULTURE OF CONTENT IS AN ENGINE OF CONTENT

PEOPLE
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Senior Leadership 
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External Partners
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INSPIRATION
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Creativity 
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Evangelism
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CONTENT
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Source: Altimeter Group
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Risk and a Willingness to Fail

Risk and a willingness to fail emerged repeatedly in our 
research as a critical force for empowering a culture 
of content. Providing permission to fail and assurance 
mitigates such fear as fear of failure, embarrassment and 
job termination, fundamental obstacles to the creative 
process. Strong content is valuable; it informs, educates, 
entertains, or solves a problem. To differentiate through 
any one of these uses, content marketers must be 
comfortable with, and empowered to take risks, to fail 
entirely, and to move forward, applying learnings from 
failure.

Even massive, global corporations with multiple lines 
of business like Nestlé view risk taking as critical to 
differentiation, employee empowerment, market share 
growth, and scale. Gurdeep Dhillon, global vice president 
of marketing at SAP, points to the willingness to fail as a 
driver of culture. He encourages his team to recognize, 
learn from, and move on from failures quickly and 
with a spirit of innovation. Paul Marcum, formerly with 
General Electric, incorporated this spirit of risk into the 
hiring process, selecting only content creators who can 
demonstrate a willingness to take risks and a willingness 
to fail.4

Coca-Cola bases its content strategy on a 70/20/10 rule, 
which focuses its investment strategy on driving a culture 
of content and innovation. In model, 70% of content 
produced falls under a “now” heading: safe, standard 
content that appeals to a huge audience created for 
established and successful programs. Twenty percent 
of content produced goes under “new or emerging”: 
moderately risky content that deals with trends beginning 
to gain traction and that should appeal to new audiences. 
Finally, 10% of Coke’s content produced under a “next” 
heading: content that focuses on untested ideas that are 
complicated and push boundaries. 

People: The Human Foundation of a Culture of 
Content
No tool or technology is as essential to CoC as people are. 
A culture is, after all, common beliefs, practices, attitudes, 
and behaviors that are shared by a group. And just like 

in other types of cultures, in an organization’s culture, 
some people have more influence than others. In an 
organization, hierarchies, divisions, and external partners 
(e.g., agencies and vendors) each play a role in the culture 
of content.

Senior Leadership 

C-level executives don’t tend to implement a CoC, but 
their buy-in and evangelism can be critical to driving 
success and adoption throughout the enterprise. GE and 
Johnson & Johnson cite CMOs with an expressed passion 
for content as integral to the entire spectrum of their 
marketing programs.

When that passion is lacking or must be developed, many 
marketing executives make a formal business case to 
management to encourage them to adopt and finance 
content initiatives. Content leaders cite metrics as a 
frequent point of entry. SAP began its content initiatives by 
launching small, inexpensive, and carefully monitored and 
measured programs so the C-suite could be approached 
with tangible, actionable results. This isn’t a one-time pitch 
but a constant, ongoing process. Kraft’s Julie Fleischer 
underscores the need to constantly reinforce the value of 
content initiatives with data to illustrate benefits, such as 
increased sales and brand lift.

Content Leader

Whether content and a CoC require a dedicated leader is 
a still-evolving conversation (see Altimeter Group’s report, 
Organizing for Content), as is the authority that leader 
wields, such as global, departmental, and regional. As a 
result, the much-vaunted chief content officer is a role that 
exists in precious few organizations.

Content marketers must 
be comfortable with, and 
empowered to take risks, to fail 
entirely, and to move forward, 
applying learnings from failure. 

http://www.slideshare.net/Altimeter/organizing-for-content-models-to-incorporate-content-strategy-and-content-marketing-in-the-enterprise-19795236?from=ss_embed
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There is a marked preference for a content leader, but 
whether that person’s authority is limited to a department, 
location, or region or has a global purview is highly 
inconsistent. A content leader’s foremost responsibilities 
include evangelizing and constantly demonstrating 
content’s value, creating a content strategy, putting 
processes and infrastructure into place, and driving 
interdepartmental coordination and awareness. More than 
any other role, including senior management, the content 
leader gets everyone on the same page.

The content leader also creates a sense of content 
ownership within specific business units or divisions. 
The leader articulates the importance of content, detects 
cross-functional areas where content is needed, spots and 
nurtures creative talent, and identifies individuals in the 
organization who share a content-centric mindset.

Business Units

A defining characteristic of a CoC is that content travels 
a circulatory system that goes beyond marketing to 
permeate other divisions. Clearly communications, PR, 
social media, field marketing teams, and other divisions 
participate in content initiatives because they rely on 
content to communicate at scale. What other divisions 
to include and how to prioritize their inclusion naturally 
differs from business to business, but not surprisingly, 
our research found customer-facing groups are cited 
as mandatory participates. Groups include customer 
support and sales in B2C organizations, as well as thought 
leadership and subject matter experts from among senior 
executives, researchers, and often product groups. Legal 
is frequently part of the approval and governance process, 
and IT must advise on software and tools integration  
and deployment. 

To motivate these groups, avoid asking them to work 
for marketing. Instead, tie content to individual or 
departmental objectives and develop metrics that enable 
them to track their progress toward these goals.

External Partners 

Smaller organizations, such as charity: water, argue that 
content is more passionate, authentic, and human when 
it’s homegrown. For larger brands facing issues of scale, 

however, external partners are a necessity; for some, it 
can be akin to the necessity of scaling content outside 
the marketing organization. Equally urgent to the need for 
external partners to help create the content  is the need for 
cultural unity among all parties.

Kraft works with several agencies, including MXM, 
Starcom, TBWA, 360i, and McGarryBowen. In addition, 
it partners with shopper marketing and insights 
organizations to help retailers better sell their products. 
Central to these many initiatives and partnerships is a 
social media monitoring center that examines activity 
around individual brands with a variety of lenses for 
insights by segment, geo-location, and influencers. 
Combining content with data, says Fleisher,  
extends impact.

Another brand extending its partnerships is Nestlé, which 
is using outside relationships to foster more creativity 
and experimentation. Mondelēz also seeks partners to 
create enough content to steadily feed to media and social 
channels, a capacity B. Bonin Bough says doesn’t exist in-
house, as well as to distribute it. Bough’s mantra? “Find the 
thing that works, and operationalize it.” 

Employees

There’s no consistent framework for bringing individual 
employees into a content culture, but there are best 
practices. Evangelism can help pinpoint hand-raisers 
and enthusiastic contributors. Not all contributors will be 
content creators, but employees can be encouraged and 
empowered to identify content needs or stories worth 
spreading. If customer support, for example, continually 
sees people struggle with a setting on a device or if sales 
sees a knowledge gap that interrupts the funnel, the ability 
for them to flag a content need for an appropriate leader 
or team can prove valuable, as well as empowering and 
profitable, such as in the above Sony example.

Training, educating, demonstrating value, and welcoming 
feedback and input are essential to this flow of input and 
information. Many organizations are operationalizing this 
via internal social networks, highlighting best practices, 
case studies, feedback solicitation, and asset sharing. 
Digital acceleration teams are another way to inspire 



The idea of a single, shared 
purpose, mission, or goal is 
paramount to empowering a 
culture of content because 
it serves as the baseline of 
understanding. Establishing 
a common vision is a critical 
first step to developing a 
content strategy and is 
typically most effective when 
generated, embodied, and 
exemplified by leadership.
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and encourage participation in content initiatives, as are 
centers of excellence.

Altimeter Group predicts that companies that foster a 
strong CoC will increasingly make content part of the 
hiring process. This will not be based so much on aptitude 
(e.g., a talent for writing) as attitude—an enthusiasm 
for participation, storytelling, sharing, or otherwise 
contributing to the content process.

Process: Components That Streamline and 
Scale a CoC
Establishing clear processes, roles, and resources helps 
a culture of content thrive and evolve over time. It’s the 
oil in the well-oiled engine a CoC embodies. The content’s 
governing body creates that oil, helping the engine run 
more efficiently. When the governing body develops 
strategic alignment, workflow and process clarity, 
consistent tools, guidelines, and triage protocols, as well 
as identify stakeholders, it empowers employees to ideate, 
create, approve, disseminate, measure, optimize, and scale 
content more efficiently. The fuel for all of this, though, is 
a relentless crusade to demonstrate the unique value of 
content to every aspect of the organization.

Evangelism

A culture of content doesn’t just produce content, it truly 
values it. Thus evangelism, education, and training are 
foundational to building a CoC because if stakeholders 
don’t understand a content strategy’s purpose or process, 
they have little incentive to embrace it. Defining the 
value content generates across business functions and 
aligning that value to business objectives are central to 
gaining buy-in at every level in the organization. Content 
marketing leaders must identify and build relationships 
with other functional leaders, and not just once, but 
continuously, fostering deeper understanding, value, and 
trust over time. Many organizations begin evangelizing 
the content’s value at the consumer-facing level, citing 
marketing, corporate communications, and customer 
service as primary candidates for buy-in. salesforce.com 
deems the end user of any specific piece of content as 
the owner of that content. Thus, most frequent content 
needs are in customer service, social media, and sales but 

also extend outward to product development, research 
and development, HR, IT, and beyond. Content evangelists 
listen for and leverage department-specific pain points 
and day-to-day needs as a way to create cross-functional 
justification and buy-in for content investment. 

Both B2B and B2C organizations, including SAP, 3M, 
Salesforce, and Kraft, involve marketing and other 
consumer-facing roles initially, later pushing into less 
consumer-facing roles based on frequency of content 
needs, as outlined above. Companies must also 
involve external partners, including agencies, vendors, 
and research organizations. The key to evangelism is 
understanding the unique needs and pain points of each 
constituency and tailoring content initiatives to serve their 
needs and yield relevant results to drive greater buy-in.

Governance

Establishing clear guidelines for who does what and when 
creates structure and clarity in the content marketing 
program. Specifically, the governing body (e.g., center 
of excellence, editorial board, steering committee) 
defines how content is developed, curated, created, and 
reviewed; what brand guidelines are; what the standards 
for content artifacts are; who is empowered to make 
editorial decisions; and how to manage crises. Governance 
empowers employees to act autonomously while also 
making decisions in line with the organization, whether 
acting on behalf of headquarters or across international 
borders. Governance also helps organizations manage 
workflows, accountability, safeguards, and the like for 
distributing content publication responsibilities across 
multiple departments and levels. To enable a CoC, the 
governing body must ensure that content is accessible 
across business functions and represents  
cross-functional needs. 

Education and Training

When new programs are rolled out, initial educational 
programs are key to access and adoption, but training 
must be ongoing to share best practices and updates on 
programs, tools, and workflows. Training can range from 
formal face-to-face sessions to less formalized programs 
through the content center of excellence and evangelism 
by program leaders.
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While there may be one overarching leader, many brands 
also designate regional or departmental leaders to support 
training at scale. Many enterprises also focus on enabling 
less formal, more routine knowledge sharing through 
enterprise collaboration tools or internal social networks. 
Collaboration tools help connect and empower each role 
in the content marketing chain, from copywriters to legal 
to agencies, to benefit from and repurpose each other’s 
efforts. Hiring or promoting with an eye for editorial or 
creative background, or even just enthusiasm and a 
willingness to participate in content initiatives, can help 
accelerate the learning curve. 

Kraft’s content center of excellence is developing a formal 
training curriculum to educate marketers on how to create 
strategy, what great content looks like, what tools are in 
place, and how they streamline processes, as well as what 
other resources are available and what measurement 
methodologies to use. It also conducts annual roadshows, 
where a core education team travels around, educating 
marketers on best practices. 

Technology

The role of technology in a CoC is to centralize, streamline, 
and optimize. It is to provide a central toolset for execution, 

FIGURE 2  A CULTURE OF CONTENT FLOWS OUTWARD ACROSS THE ORGANIZATION
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knowledge sharing, branded assets, approvals, analysis, 
and reporting. Successfully leveraging content marketing 
(and any other) technology is a function of defining the 
organization’s priority use cases and aligning the tools 
against those use cases, not the other way around. 

Stakeholder alignment is important to success. Shared 
access to common tools that serve multiple teams helps 
streamline creation, curation, measurement, analytics, 
and deployment. An editorial calendar, for example, is a 
simple but vital component for keeping stakeholders clear 
on publishing frequency, media types, and publishing 
channels, as well as on the alignment of content cadence 
with the organization’s larger content strategy. Analytics is 
also critical, as an integrated understanding of how paid, 
owned, and earned content is performing across channels 
and platforms helps inform opportunities for optimization, 
more efficient spend, process effectiveness, and, most 
importantly, identification of what resonates with specific 
audiences and in what context. 

But tools are only as valuable as their level of integration, 
particularly when it comes to driving behavioral adoption, 
change, and empowerment. Organizations must recognize 
the imperative to integrate systems (e.g., content 
management, digital asset management, social media 
management, advertising platforms, mobile management, 
and agency systems) to drive as holistic a view of content 
performance and customer experience as possible — and 
not just create another silo.

Content: Converged Media Results in Content 
Begetting More Content
A primary impetus for a pervasive, unified CoC is the 
growing knowledge and acceptance of the fact that 
content is the atomic particle of all marketing across paid, 
owned, and earned channels, as addressed in Altimeter’s 
report The Converged Media Imperative: How Brands 
Will Combine Paid, Owned, and Earned. Content isn’t 
just a company blog or newsletter. Instead, it’s myriad 
forms of media that fuel social, PR, and advertising. This 
new mindset is changing the makeup and structure of 
marketing organizations and going far to foster a culture 
of content in more mature organizations.

Nestlé explicitly designs content to function in advertising 
and social media. Media efficiency, according to Pete 
Blackshaw, global head of digital and social media at 
Nestlé, is creating the amount of value from earned media 
that equals the spend on paid. To that end, content must 
be buzzworthy and function in paid, owned, and  
earned channels. 

Both B2B (e.g., Intel) and B2C (e.g., Kraft) organizations 
are working to eliminate internal barriers between content, 
media, and data to create an exchange of ideas and a 
content circulatory system both within the enterprise and 
with external partners.

Organizations must create and systematize the integration 
of paid, owned, and earned media with regularly scheduled 
meetings leading up to content activation. For example, 
three or four weeks before an initiative is deployed, all 
channel owners convene in a room to plan together. The 
following week, teams align and review individual plans on 
the best way to move forward, share assets, measure, and 
redeploy in different channels and media. Such meetings 
are rarely about content per se but rather about seamless 
experiences that cross channels, media, and devices.

Other content leaders design content to later slice into 
component parts. Salesforce.com leverages its own 
Chatter tool to expedite content repurposing. Kyle 
Lacy, director of Salesforce Marketing Cloud’s global 
content and research team, points to simple tactics for 
repurposing, such as slicing up long PowerPoint decks and 
long videos into shorter, more sharable units, or sharing 
one-pagers. Packaging these assets with a list of top-line 
points makes it easier for other teams to digest and apply 
content for use in other channels, such as social selling.

http://www.altimetergroup.com/2012/07/the-converged-media-imperative/
http://www.altimetergroup.com/2012/07/the-converged-media-imperative/
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SUCCESS CRITERIA 
Our research found common trends across companies that embody a CoC. Content leaders must embrace the following 
criteria to help drive shared understanding, access, and value of content across the enterprise. 

1. Customer obsession guides content. An obsession with understanding customer wants, preferences, behaviors, 
trends, passions, and so on helps drive a CoC because the data informs how brands use content to serve customers. In 
fact, a CoC starts with an obsession of customer, says Michael Brenner, head of strategy at NewsCred. Whether listening 
to customer feedback directly or monitoring customer interactions across various touch points, companies with a 
well-defined CoC are equipped to optimize rapidly based on customer insights. This is embodied in the convergence 
of media, where paid, owned, and earned must work together because the consumer sees only one brand, not specific 
departments. As such, content helps define the human side of a brand — creative, helpful, passionate, contextually 
sensitive, even vulnerable.

Instead of letting editorial calendars dictate content cadence, Kraft errs on the side of asking what is worthy of 
distribution in the first place based on how people spend their time. Kraft’s standard of worthiness is a human way 
of determining what to publish based on whether the content is worth customers spending their valuable time and 
attention. Kraft makes this decision by:

Listen for consumer insights across channels.

Design content to unify the customer–brand experience. 

Assess all content for worthiness.

2. Align content with brand. Every company should have its own understanding of purpose, differentiation, 
philosophy, and vision. While these will vary from company to company, brands must articulate how content serves 
those elements underlying the very identity of the brand. How content embodies brand values must be clear to every 
level, from the C-suite to functional leads to practitioners. This alignment should be a guiding force and benchmark for 
what constitutes worthy and authentic branded content. To align the content with the brand:

Crystallize how the content supports the brand vision.

Incorporate that vision into training and evangelism.

Only publish content that supports the brand vision.

 3. Drive content leadership from the top down and the bottom up. The content leader must facilitate a top-
down and a bottom-up approach to drive a culture of content. Top-down, C-level buy-in is critical not only for investment 
and program expansion but also for leadership by example. Top-down content leadership helps drive investment and 
an understanding, a mentality, and enactment of the value of content across the company. Simultaneously, a strong 
leader or advocate is nearly always required for education, evangelism, training, and testing, which drives buy-in from 
the bottom up. Bottom-up content leadership can manifest through greater departmental buy-in, alignment, demand 
for content, and internal participation down to the practitioner level. As the value of content is translated across other 
business functions through evangelism and small, inexpensive programs supporting those functions, hard numerical 
results aligning with business objectives help justify deeper executive support. To drive content leadership:

Evangelize and test department-specific initiatives to drive bottom-up support.

Leverage cross-functional results and support to drive top-down support.

Both C-level and content leaders must reinforce an ongoing culture of content.

BRAND



4. Culture requires constant evangelism. While culture is pervasive and powerful, it is not built overnight. It slowly 
gains acceptance and takes steady reinforcement. Terms such as constant, relentless, frequent, and reinforcement 
are commonly used to describe a CoC. Why? Because content leaders must constantly demonstrate business and 
consumer value across the organization. Recruiting and securing participation from divisions, groups, and territories 
are based heavily on WIIFM (what’s in it for me) and demonstrated by metrics that relate to their goals. This evangelism 
must continue over time, through results, case study and best (and worst) practice sharing, centrally shared tools and 
resources, recycled content, and so on. To create a CoC:

Content leaders must lead the content evangelism.

Articulate and demonstrate WIIFM, both bottom-up and top-down.

Commit to ongoing cross-functional evangelism, support, communication, and optimization. 

5. Test and learn. Brands must be willing to take risks in the content they produce. This requires a spirit of piloting 
small, tightly scoped content initiatives with predetermined key performance indicators that align with business 
objectives. These initiatives, especially early on, don’t necessarily have to be resource intensive. Testing and learning 
are less about new channel, device, or content plays and more about creating ostensible business value that can 
be reported back to leadership in order to drive program and resource expansion. These tasks are inherent to a CoC 
because they require taking risks, which may result in failure or in tangible justification to use when evangelizing content 
across functions and to leadership. To test content:

Start with small, tightly scoped, inexpensive pilots.

Listen, analyze, A/B test, optimize, and repeat.

Take risks, fail forward, and apply lessons. 

6. Global must enable local. Whether you’re a large multinational corporation with presences across dozens of 
countries or a company with numerous locations in one country, a CoC must be enabled locally. Divisional authority and 
autonomy with strategic oversight is as important for national companies as it is for multi- or international companies 
because both must empower local practitioners with local content that reflects local tastes, context, and language. This 
could be a case study suited for a German-speaking audience or simply tweaking content by region based on weather 
or news, such as promoting snow tires in New England and beach umbrellas in Florida. As brands are forced to become 
publishers, enabling local authority is critical to standing out. To enable local:

Global must provide strategic oversight, support, resources, and direction.

Enable local teams with appropriate cultural, linguistic, and contextual resources.

Appoint regional and/or local content leaders to scale training and ongoing evangelism.

7. Integrate across all cultural components. In a true culture of content, integration and shared insights should 
exist across every component of the culture: people, processes, mindsets, and the content itself. A CoC doesn’t work 
in silos. Integrated workflows across teams, business units, and internal and external parties help streamline and 
scale content deployment. Integrated technology systems with shared access, reporting, data, and automation enable 
agility and meaningful measurement. Even media itself, through the convergence of paid, owned, and earned must be 
connected through workflow and divisional coordination, designed for optimizing resources, as outlined in Altimeter’s 
report, “The Converged Media Imperative: How Brands Will Combine Paid, Owned, & Earned.” Integrate insights:

Integrate across people: workflows, tool access, collaboration, best-practice sharing.

Integrate across technology: data sets, systems, third-party tools, analytics.

Integrate across media: paid, owned, earned, local, and so on. 
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CONCLUSION
As brands continue to embrace content as a valuable, inspired business asset 
that establishes essential points of differentiation, content strategy and content 
culture will deeply infuse organizational cultures. Content will become like other 
enterprise assets (e.g., financial, plants, data inventory) where organizational 
acceptance of key best practices will be well defined, engendering wider 
accountability and ownership of  the problem.

Because creating enough content is a nagging problem for businesses whose 
core mission is to create products or services, turf wars will escalate in the 
agency sector. Already, advertising, creative, public relations, social media, and 
storytelling agencies are duking it out for ownership of this sector. In addition, 
content marketing agencies are beginning to populate the landscape. Altimeter 
does not believe a clear winner will emerge, as converged media requirements 
are too complex to favor one type of agency over another.

As online and offline brand experiences, and media itself, continue to converge, 
content will increasingly serve as the united face of the brand across those 
experiences and across every single interaction customers have with the brand. 
In tandem, technology will embrace content in the emergence of the marketing 
cloud; a full-suite digital marketing solution reflects the convergence of social, 
display, search, content, marketing automation, email, and other channels. A 
CoC ensures the viability of a unified brand experience; better, more contextually 
relevant and more timely interaction with customers and prospects; improved 
customer experiences; and the leveraging of the investments companies are 
making in technology. The rewards of a CoC for brands are far reaching: stronger 
branding and identity, a greater share of voice, better and faster communications 
and resolutions, and boosts to all stages of the purchase funnel.

As communications shift from interruptive and obtrusive forms of push 
messaging (advertising) to softer pull strategies that are more marketing-
oriented (owned and earned media), brands will require appropriate, relevant, 
authoritative, and timely content. Such a need can no longer be the purview of 
marketing alone; it requires participation across the enterprise and an evolution 
toward a culture of content.
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The content marketing tool landscape is crowded, rapidly changing, and 

highly inconsistent. Evolution and change are rapid. Marketers struggle to 

select the right tools not only for their own content marketing needs, but 

also solutions that integrate with enterprise, process, and platform concerns. 

This report helps marketers make informed buying choices by mapping eight 

needs scenarios to the existing vendor landscape.

Executive Summary



Understanding what tools are available and, more importantly, what tools are 
needed for content marketing efforts echoes the proverb of the blind men 
describing an elephant. There are point systems, enterprise solutions, and 
hybrids, yielding very few apples-to-apples comparisons in the marketplace.

Complicating an already complicated set of choices is the fact that marketers 
still have a scattershot approach to content. Altimeter finds 70% of marketers 
lack a consistent or integrated content strategy. Despite a growing awareness 
(and acceptance) of the fact that content is the atomic particle of all marketing 
— essential for fueling paid, owned, and earned media — organizations lack a 
cohesive, coherent, strategic approach to content. 

Other trends driving the complexity of the content marketing tools decision 
include the following: 

• Content creation pressure: Creating and publishing content is hard, 
unrelenting work. As a result, marketers tend to focus on the tactics of 
creation and just “getting content done.” Exacerbating this is a campaign 
focus — if content strategy exists at all, it typically revolves around 
individual campaigns. 

• Lack of strategy begets tool proliferation: One national retailer divides 
content and channel responsibilities between Marketing, PR, Brand, 
HR, Community, Social Media, and Web, with no central coordination or 
oversight. Ad hoc execution without goals, processes, communication, 
and governance inevitably leads to ad hoc tools and random platform 
purchasing. The result is overlapping workflows and a hodgepodge of 
tools that are fragmented and often redundant. 

The Content Marketing Software Landscape: 
Marketer Needs & Vendor Solutions

3

70%
Percentage of 
marketers who 
say they lack 
a consistent 
or integrated 
content strategy 

Why Content Marketing Tool Selection Is So Hard
It used to be so simple. Content marketing consisted merely of writing content and putting it 
on a website. It’s now evolved into a complex process involving multiple players throughout 
the organization, outside agencies and vendors, multimedia, and a proliferation of channels. 
Growing channel and media complexity, as well as increasing adoption of content marketing, 
has given rise to a large, complex, and highly disparate content marketing software landscape.
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• Lack of enterprise integration: When solutions are 
acquired haphazardly, they often don’t integrate 
or work with other enterprise systems. Only 10% 
of marketers we surveyed say their content tools 
are integrated into processes such as inbound 
marketing platforms, business intelligence, or CRM. 
Yet when pressed, marketers have long lists of 
needed integrations from their content systems. 
Beyond technology platform integration, digital 
content workflows also exist, mainly on their own, 
with little integration into organizational processes. 

• Misaligned buyer needs versus planned 
investments: Our research finds 67% of marketers 
identify audience identification and targeting as a 
top need — pointing to the trend of content aligning 
with advertising and other marketing initiatives. 
Yet only 25% are actively investing in this area in 
2014 (see Figure 1). The need to scale up content 
creation is a tactical distraction from deeper 
strategic needs.

Interestingly, our research found that vendor 
investment in product improvements correlate and 
align with marketers’ stated needs rather than their 
planned investments.

Figure 1 depicts needs and investments across the eight 
primary content marketing use cases we identified in 
our research of marketers, experts, and vendors. We 
assess marketer needs and vendor solutions through the 
lens of these eight use cases in order to facilitate proper 
alignment between the two. 

A Tangled and Emerging Vendor 
Landscape Complicates the Picture
Because content marketing has so many permutations 
across hundreds of platforms, the content marketing tool’s 
landscape is a mishmash of vendors, categories, and 
technology platforms that make it difficult, if not impossible, 
to make apples-to-apples comparisons between solutions. 
While some basic technology maps of content marketing 
tools exist, they support neither vendors’ go-to-market 

67% 67%
60%

53%
48% 46% 46%

35%

25%
21%

34%

26%

38%

29%
22% 24%25% 25%

Audience &
Target

Curation &
Aggregation

Analytics Creation Distribution Workflow Optimization Legal Integration

Base: Altimeter Group Content Marketing Survey 2014, n=80 marketers
Needs
Investments

Figure 1 Buyers’ Needs Don’t Match Planned Investments

Source: Altimeter Group
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strategy nor marketers’ decision-making processes.1 
Making this even more confusing are three trends: 

Trend 1. Many solutions exist.

Tools to manage, create, measure, optimize, and 
otherwise wrangle content marketing are rapidly 
proliferating. Altimeter Group identified over 110 
content marketing vendors, exclusive of certain 
categories, including email, marketing automation, 
content management systems (CMS), digital asset 
management solutions (DAMs), and social media 
management software (SMMS).2 The market is diverse 
and multifaceted. Mergers and acquisitions (M&A) 
activity is rapid. Just tracking the content vendor 
ecosystem is a near full-time job.

Trend 2. The content vendor landscape is sharply 
bifurcated.

The majority is small — only 6% of companies we 
surveyed have over 100 employees and are not yet 

profitable. A third offer is a freemium model within 
which one-third of their customers pay nothing for the 
service. Of course, a small handful of giants — namely, 
Adobe, Oracle, and Salesforce.com — loom over the 
landscape, all rapidly acquiring and consolidating 
players. These giants serve the entire marketing 
spectrum, brand themselves as “marketing clouds,” and 
are beginning to use terms such as “content alignment” 
and “converged media” in sales collateral and value 
propositions.

Trend 3. Content marketing evolution is driving 
consolidation.

We found that the movement of content marketing 
toward converged media — organizations are developing 
capabilities to make owned content more fluid so it can 
be used, optimized, and deployed in shared (usually 
social media) and paid (advertising) channels — creates 
pressure for vendors to match this emerging need with 
fuller offerings. 

Paid
Media

Owned
Media

Converged
Media

Earned
Media

Analytics

Optimization

Audience
&

Target

Curation
&

Aggregation

CreationDistribution

Workflow
Legal

&
Compliance

Source: Altimeter Group

Figure 2 Media Convergence Drives Content Stack Evolution
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Figure 2 illustrates the relationship between converged media and content 
marketing use cases, which are often transmedia in nature. This convergence 
of media development and deployment is contributing to the evolution of the 
content “stack,” away from disparate point solutions serving limited needs. 

In some cases, point solutions are being strung end-to-end to create 
increasingly broader content marketing platforms. For example, Scripted, 
Percolate, and Contently, which all began as written-word providers, all 
recently added graphics capabilities into their toolsets. 

The giant providers are also jumping in. Recent major moves include Adobe’s 
announcement of its intention to integrate its Creative and Marketing Clouds; 
Oracle’s acquisition of Eloqua, Responsys, and Compendium; and Salesforce.
com snapping up ExactTarget, Buddy Media, and Pardot. Most recently, IBM 
made a tentative foray into the space by buying Silverpop.

Content Stacks Will Emerge
While fragmented today, Altimeter believes that the content marketing tool 
landscape will begin to consolidate in earnest. By 2016, there will be “content 
stack” offerings in the marketplace — end-to-end solutions akin to ad stacks. 
Currently, no single vendor has an end-to-end solution. Eventually, a few will 
partner, merge, acquire, and/or collaborate to create a total solution.

Content solutions will also soon absorb other software categories. For 
example, the distinction between SMMS and content marketing tools is 
blurring and will soon vanish as marketers and vendors demand content 
capabilities in a growing number of platforms. Close to 85% of content 
marketing tools publish on social platforms, a number not statistically 
different than their ability to publish on websites. This will render most social-
only tools redundant. “The big marketing technologies like Social Publishing 
and Marketing Automation don’t work without content. Content is the fuel; 
you can’t have one without the other,” explains Doug Pepper, general partner 
of Interwest Partners.

Figure 3 is Altimeter Group’s Content Tools Stack Hierarchy, which illustrates 
how primary content marketing use cases align against the three common 
pains content marketers face, as described in the next section.

By 2016, 
there will be 
“content stack” 
offerings in the 
marketplace 
— end-to-end 
solutions akin to 
ad stacks. 
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Legal & Compliance 
Tools designed for review/approval and 

compliance across all necessary stakeholders. 

Workflow 
Tools that aid in processes associated with content

 strategy including creating governance documentation 
(style, editing and brand guidelines), content audits,

 production, review, approval and publishing processes, etc.

Distribution 
Tools that help content publishers find audiences via,
 for example, suggested headlines or stories across

 publisher sites or social networks.

Audience & Targeting 
Tools to help identify who the target audience(s) is/are, where they

 are online, and the types of content that would attract them. 

Analytics 
Independent of basic web analytics packages, content tools often contain 

their own specific analytics and dashboards.These can be wide ranging
 and are, of course, closely aligned with tool functionality. 

Optimization 
Tools designed for ongoing optimization of content marketing results over time.

Curation & Aggregation 
Tools or processes that aid in the discovery, compiling, organizing, presenting, 

and publishing of existing content in a meaningful way 
that is on-brand and relevant to campaign goals.

Creation 
Tools that aid in developing, building, and deploying consistent content. 

Source: Altimeter Group

Figure 3 Content Tool Stack Hierarchy
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Technology Decisions Must Begin 
With Use Cases
Altimeter Group approaches the content marketing 
tools problem from the perspective of marketing 
challenges and needs first, asking what challenges 
face content marketers today and how can technology 
help solve them? As marketer needs evolve over time, 
so will solutions sets. The key is not more or better 
point solutions but how they come together. Altimeter 
recommends taking the following three steps to 
determine your content marketing tool stack:

1) Determine your content marketing use cases.

2) Plan for integration and evolution. 

3) Identify and prioritize vendors based on those use cases.

Step 1. Determine Content Marketing Use Cases

Altimeter Group has identified three content marketing 
scenarios, laddering up from an immature “feed-the-
beast” tactical approach to a mature, process-driven, 
strategic stage that closely mirrors our Content 
Marketing Maturity Model (see Figure 2). Throughout 
these scenarios, we found eight overarching content 
marketing use cases, each with a complement of 
subcategories. The eight use cases fall into roughly 

three phases and escalate in complexity.3 Here’s a 
quick overview of each of the scenarios and related 
use cases. 

1) Feed the Beast 

In this initial phase, the organization struggles to keep 
up with the unrelenting demands of regularly creating 
quality content for one or more channels. They typically 
lack a coherent strategy and have only a bare bones 
organizational structure (often stemming out of social 
media). They require a steady stream of ideas and 
inspiration, as well as the basic tools of content creation. 
Ultimately, this phase is characterized by the need to 
master the foundational use cases in content marketing: 
efficiently creating and collecting content at scale.

2) Refine

In this scenario, process is applied to content creation 
and production. This is the stage at which a team begins 
to take shape and roles beyond content creation form, 
e.g., analytics. Content is audited and assessed, often 
with a formal scoring or grading process. Channels, 
audience, and persona considerations play a greatly 
expanded role in creation. Content is optimized for digital 
and social distribution, and efforts are made to identify 
repeatable, sustainable content practices. The leader 

How can we create (more)
content faster?

Where can we find ideas
for content creation?

Feed the Beast

How can we operate in real-time 
and ensure compliance?

How can we scale efforts
across the organization?

What are we tracking,
where, and why?

How can we get smarter 
about content marketing?

Refine

Govern

Source: Altimeter Group

Figure 4 Three Content Marketing Scenarios Drive Tool Selection
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of the content group makes a more concerted effort to 
connect content development with the broader marketing 
teams. The Refinement Phase in content marketing is 
about getting smarter, optimizing processes, insights, 
targeting, and program deployment. 

3) Govern

In this scenario, there is a need for the content strategy 
to be formalized and communicated throughout the 
enterprise; for example, governance and processes are 
firmly established to meet regulatory requirements. 
Focus shifts toward expanding the team and its 
ability to create experiential, engaging, multimedia 
content rather than simpler stories and informational 
pieces. Content is created with a view toward being 
reusable and/or repurposed across paid and earned, 
as well as owned, media channels.  Legal and industry 
compliance rules and regulations are understood, and 
guardrails are in place to ensure compliance.

Gather Cross-Functional Requirements & Determine 
Use Cases

To help identify use cases, take a look at the more 
granular subcategories within each use case (Figure 5) 
and assess those needs that apply to your organization.

As a best practice, be certain to solicit stakeholders and 
end-users for requirements, input, and collaboration. 
Forty-one percent say those responsible for content 
have a voice in selecting the tools and technologies they 
use to execute. Marriott International’s Senior Director 
of Digital Strategy & Distribution Meg Walsh calls this 
a critical part of the assessment: “We did a series of 
workshops with the content creators and manipulators 
and talked about what they needed to be able to do 
from a technology perspective. So much came down 
to workflow, particularly around transparency and the 
ability to understand what’s happening with content at 
any given point.”

Feed the Beast

Refine

Govern

Optimization Analytics Distribution

Workflow

Audience
& Targeting

Legal &
Compliance

Optimize search (SEO)

Editorial calendars Ensure compliance

Conduct multivariate
testing

Optimize content 
conversion

Identify & target specific 
customer segments

Disseminate content across
multiple channels

Engage influencers

Streamline approval process
across stakeholders

Source & manage 
talent

Maintenance of outdated 
content

Legal approvals

Integrated targeting 
(via CRM, analytics)

Real-time reports
& notification

Deploy predictive 
analytics

Correctly render content 
across channels

Deploy paid media
strategically across 

channels

Selectively compile content
from disparate sources

Analyze all content artefacts
(central dashboard)

Display aggregated content

Discovering the right 
content

Creation Curation &
Aggregation

Generate digital content

Create standardized 
formats

Expedite the publishing 
process

Source: Altimeter Group

Figure 5 Content Marketing Use Cases
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Step 2. Plan for Integration and Evolution

Integration considerations are essential because of the pending consolidation 
driven by converged media, as well as the evolution of content stacks. Each 
of the eight content marketing use cases come with a host of potential 
integration issues, yet only 10% of marketers say their content marketing 
technologies are “fully integrated across people, processes, and platforms.” 
Identifying essential integrations can help refine a final list of prospective 
vendors. Content marketing software integration is tripartite:

1. Integration with systems.

 This includes legacy and often future platforms, such as data and 
analytics, CRM, and inbound marketing. Petco’s Chief Content Officer 
Greg Seremetis emphasizes his group’s voice is one of many at the table 
when new tools are discussed and vetted inside the company.

2. Integration with the organization, such as internal communications, 
corporate intelligence and internal networks.

 “Why shouldn’t our call center agents have access to same information 
that guests have?” asks Walsh at Marriott International.

3. Integration with processes, including workflow and organizational 
structure.

 This may include taking outside partners and/or agencies into account. 
“You can’t retrofit activities to the tool; you have to align the tool with your 
activities,” according to Kristina Halvorson, CEO & founder of Braintraffic. 

 Our research found that there are common integration points marketers 
leverage across each use case (see Figure 6). While not universal 
to all marketers’ scenarios, these integrations fall into eight primary 
categories. The figure below charts how these common points of 
integration typically map against use cases. 

“You can’t retrofit 
activities to the 
tool; you have to 
align the tool with 
your activities.”
Kristina Halvorsen
Founder & CEO, Braintraffic
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Creation 

Ad
Exchange

Sharing
Platforms

Search
Engines

Data & 
Analytics

Digital
Media

Marketing
Cloud

Storage
Platforms

Syndication
Tools

Curation &
Aggregation

Optimization

Audience &
Target

Analytics

Distribution

Workflow

Legal &
Compliance

Display 
Inventory  
Sources 
  Mobile
Ad Servers 
  Desktop 
Ad Servers

Web Analytics 
Business 
Intelligence 
CRM
Mobile Data
E-Commerce 
Platforms 
A/B Testing 
Tools 
 

Publisher/
News Outlets   
Blogs 
 Video 
Platforms   
Audio 
Platforms   
Image 
Platform

Other CM Tools
 Marketing 
Automation
 SMMS
Publishing &
Embedding Tools 
E-Mail 
Marketing Tools 
Influencer ID 
Tools 

Search Engine
Optimization   

Social 
Networks
Community
Platforms 
Enterprise 
Collaboration
Tools

Cloud Storage   
CMS 
 DAM 
 Web Server

RSS Feeds 
 Syndication 
Widgets

Source: Altimeter Group

Figure 6 Content Marketing Integration Needs
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Marketer Needs Use Case Priority Integration(s)

o  Generate digital content
o  Create standardized content formats
o  Expedite the publishing process 

Creation o  Sharing Platforms
o  Data & Analytics
o  Digital Media
o  Marketing Cloud
o  Storage Platforms

o   Compile content from disparate sources
o  Display aggregated content
o  Discover the right content (for ideas, for sharing)

Curation & 
Aggregation

o  Sharing Platforms
o  Search
o  Digital Media
o  Marketing Cloud
o  Storage Platforms
o  Syndication Platforms

o  Optimize search (SEO)
o  Conduct multivariate testing
o  Optimize content conversion

Optimization o  Sharing Platforms
o  Ad Exchanges
o  Search
o  Data & Analytics
o  Marketing Cloud
o  Storage Platforms

o  Identify & target specific customer segments
o  Engage influencers
o  Integrated targeting (via CRM, email marketing, 

analytics, etc)

Audience & 
Targeting

o  Sharing Platforms
o  Ad Exchanges
o  Data & Analytics
o  Marketing Cloud
o  Storage Platforms

o  Analyze all content artifacts (central dashboard)
o  Real-time reporting & notification
o   Deploy predictive analytics to drive content 

marketing 

Analytics o  Sharing Platforms
o  Data & Analytics
o  Marketing Cloud
o  Storage Platforms

o  Disseminate content across multiple channels
o  Display content correctly across channels (incl. 

device types)
o  Deploy paid media strategically across channels

Distribution o  Sharing Platforms
o  Ad Exchanges
o  Search
o  Data & Analytics
o  Digital Media
o  Marketing Cloud
o  Storage Platforms
o  Syndication Platforms

o  Organize content cadence
o  Streamline approval process across necessary 

stakeholders
o  Talent sourcing & management

Workflow o  Sharing Platforms
o  Marketing Cloud
o  Storage Platforms

o  Profile content for compliance
o  Store & disposal of historical content
o  Legal approvals

Legal & 
Compliance

o  Ad Exchanges
o  Digital Media 
o  Marketing Cloud
o  Syndication Platforms

Figure 7 Content Marketing Needs Checklist

Source: Altimeter Group

Step 3. Identify and Prioritize Vendors

Once a solid understanding of use cases and integration 
needs is reached, marketers can employ the following 
checklist to help prioritize those needs for vendor 

selection. Rank use cases in order of priority, maintaining 
focus on the top three to five most important use cases 
(see Figure 7).
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Having prioritized use cases and integration 
requirements, the next step is to figure out which 
vendors can satisfy the requirements of those use 
cases. Altimeter requested information from 110 content 
marketing vendors, and 53 provided responses to our 
extensive survey. Each vendor was not only asked which 
use cases they supported, but also asked to force rank 
which use cases they supported best. 

The results are summarized in the appendix. Take a 
look at your own prioritized use cases developed in 
Step 1 above, and see which vendors should be on your 
short list because their priorities match your own. You 
may also consider working with multiple small vendors 
who provide point solutions, because they concentrate 
on key use cases that are important to your content 
marketing organization.

Content Tool Best Practices
Regardless of an organization’s specific software 
needs or level of content marketing sophistication, 
there are best practices around assessing, buying and 
introducing new content marketing software that are 
universally applicable.

• Train staff to use tools (and on content marketing/
strategy in general). Only 24% of the marketers we 
surveyed say employees are formally trained and 
empowered to publish on behalf of the brand.

• Avoid redundancies.There is considerable overlap 
in content marketing software functionality, e.g., 
nearly all tools have some sort of built-in analytics 
dashboard. Yet, marketers often invest in a tool for 
its primary feature without realizing that there are 
secondary or tertiary features that they then buy 
elsewhere. Related to this is integration driving 
“one version of the truth” vs. “multiple realities that 
don’t align when viewed in aggregate.” This is an 
important consideration for cost efficiencies as well: 
40% of the content marketers we surveyed report 
that the lack of inter-departmental coordination is 
leading to disparate tools being used. 

• Build for speed. How quickly and efficiently teams 
can implement, set up, train, and use new tools 
is paramount, as is how quickly tools can “deliver 

relevant content in a timely fashion,” as Andrew 
Milburn at American Express puts it. Foremost 
among marketers’ planned investment in content 
marketing software are tools to aid in the rapid 
creation and deployment of content, particularly 
for those utilizing various forms of real-time 
marketing.4 Rapid personalization, delivery, and the 
ability to build content based on buzz is a primary 
consideration.

• Consider IT support (or lack thereof). Whether 
a solution requires initial or ongoing support 
from IT is a consideration for many marketing 
organizations, particularly with an ever-increasing 
“need for speed.” A growing trend is solutions 
that enable marketing to bypass IT for day-to-day 
publishing needs on owned media, such as design 
changes to a website. 

• Scale toward the future. Channels and tactics that 
marketers may not be using today — e.g., mobile, 
real-time marketing, native advertising, future 
enterprise technology investments, or localization 
for international markets — can rapidly become 
urgent realities that will require urgent integration. 
“Can it scale?” is a difficult, yet essential question 
when considering content marketing software 
investments. Internationalization and localization 
are often overlooked when global enterprises invest 
in tools. Language, local channels and platforms, 
and other region/country specific considerations 
can be critical criteria. Both LinkedIn’s Jason Miller 
and Petco’s Greg Seremetis adopt an experimental 
test-and-learn approach, trialing new solutions prior 
to investing in them. 

The Present and Future Vendor 
Landscape
The content marketing vendor landscape is in a period of 
hyper-growth and hyper-consolidation. The dust won’t 
settle for several years. Some of the overarching trends 
we’re seeing in the tumult include the following:

Bigger doesn’t mean better — and vice versa. Zoomforth, 
a two-year-old startup with three employees, serves 
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enterprise clients, such as Deloitte, AT&T, and Adidas. 
The largest content enterprise players (Adobe, Oracle, 
Salesforce.com) service small and medium-size 
businesses alike, which they are striving to buy and 
integrate their way into the sector, and their intentions 
and long-term visions are far from realized.

Of the Goliaths, it’s Adobe’s battle to lose given its robust 
and well-established Creative Cloud. However, that family of 
products is geared more toward publishing than marketing, 
and many essential use cases reside in the company’s 
Marketing Cloud. While Adobe recently announced its 
intention to integrate the clouds, that’s easier — and much 
more quickly — said than done. Adobe has also aligned 
with start-ups, such as Thismoment, that offer needed 
capabilities around legal, compliance, and UGC.

The above reasons account for the fact that when 
vendors are questioned about their competitors, 
Adobe’s name trails after more marketing-oriented 
solutions. The other Goliaths, Oracle and Salesforce.
com are aggressively acquiring capabilities, while IBM 
is a laggard.

Investment and acquisition have not yet peaked. New 
vendors continue to emerge; existing ones are adding 
capabilities (and enjoying significant new rounds of 
funding). The marketing clouds are still on an acquisitive 
tear. These are all signs of growth rather than maturity. It 
will be a couple of years or more before the market shakes 
out and normalizes and a few content stacks begin to 
emerge. Content stacks will be similar in structure 

and function to ad stacks, with which they will integrate. 
Eventually, this will become the true meaning of the term 
“marketing cloud.” Again, Adobe holds the most pieces of 
this puzzle, but assembling them won’t be fast, or easy.

Vendors are listening to customers and integrating 
according to their needs. Vendors are prioritizing 
analytics and attributable cross-channel marketing by 
employing a wide range of integrations. And while not 
a primary use case today, one out of three vendors will 
be deploying Audience & Targeting capabilities in the 
next 12 months, matching marketers biggest “want” in 
content capabilities.



Appendix: Individual Vendor Capabilities 
The following table was compiled based on the research Altimeter conducted across content marketing vendors we 
surveyed. Vendors were able to self-select which of the top eight use cases they supported and then rank the top three they 
best support. This information is self-reported by the surveyed vendors who were asked to rank, in order, the top three use 
cases they support (1-3), as well as to indicate which other use cases their solution addresses with a solid circle ( l ). If a 
vendor does not report supporting a use case, it is designated with a hollow circle ( o ).
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Source: Altimeter Group

Company Workflow Curation/
Aggregation Creation Distribution Audience & 

Targeting Analytics Optimization Legal & 
Compliance

Adobe l l 1 l l 2 3 l

Ahalogy 3 1 o o o l 2 l

BloomReach o 1 o o o 3 2 o
Brandle, Inc. 3 o l o l 1 o 2
BrightInfo o o o o 1 3 2 o
Contently 2 l 1 o o l o 3
Curata o 1 l 3 l l 2 l

DivvyHQ 2 o 1 o o o o 3
Ebyline 2 o 1 o o l o 3
Expion LLC. 2 l l 1 o l 3 l

Flite Inc. l 1 o l o 3 2 o
idio o l o o 1 2 3 o
InboundWriter o o 1 o l 3 2 o
inPowered o 1 o l l 3 2 o
Kapost 1 l 3 l l 2 l l

Kentico Software 2 l 1 o 3 l l o
Kontera o l o 3 2 1 l o
Linqia, inc 2 o l 3 1 l l o
Livefyre o 2 1 l o o 3 o
LookBookHQ o 1 2 o o 3 o o
Mass Relevance o 1 l l o 3 2 l

MovableMedia o o 3 2 1 l o o
NewsCred 1 3 2 l l l l l

nRelate o l o 1 3 l 2 o
OneSpot X o o 1 3 l 2 o
Oracle 3 l 1 l 2 l l l

Outbrain o l o 1 o 2 3 o
PaperShare Inc o o l 1 l 3 2 o
Percolate 1 l 2 l 3 l l l

Percussion Software 2 o 1 o o o 3 l

Pixlee 1 3 o o 2 l

Rallyverse 3 1 2 l o l l o
ReadyPulse l 2 l l 1 l l 3
RebelMouse l 1 2 3 o l l l

Repost o 1 o 2 l 3 l o
Salesforce.com 3 l 1 l 2 o o o
Scoop.it o 1 o 2 o 3 o o
Scripted.com 2 o 1 3 o o o o
SimpleReach o l l 2 l 1 3 o
Skyword 2 o 1 l o l 3 l

SnapApp l o 1 2 o 3 l o
SocialFlow 3 l l 2 l l 1 o
SocialWhirled 2 l 1 o l 3 l o
Springpad o 1 2 3 o o o o
SqueezeCMM o 3 1 2 l

Stipple o 1 2 o 3 l l l

Storify (by Livefyre) l 1 2 o o o 3 o
Studio One o l 2 1 3 l l o
TapInfluence l l 1 2 l 3 l l

Thismoment 3 1 o o o 2 o l

Trapit, Inc. 3 1 o o o 2 o
TripleLift o 1 l 3 l l 2 o
Visually 3 o 1 2 o l o o



Endnotes 
1 For example, the Content Lumascape, which can be 
found at http://www.slideshare.net/tkawaja/content-
marketing-31091520.

2 Altimeter Group decided to exclude Content Management 
Systems (CMS), Digital Asset Managements Systems 
(DAMs), and Social Media Monitoring Solutions (SMMS) from 
our vendor assessment in order to focus primarily on those 
vendors specializing in the marketing of content assets.

3 Common content marketing scenarios align with content 
maturity mapping developed in Altimeter Group Report 
Content: The New Marketing Equation. This report is available 
at http://www.slideshare.net/Altimeter/content-the-new-
marketing-equation.

4 Marketers are prioritizing agile deployment to drive real-time 
marketing capabilities. The Altimeter Group Report Real-Time 
Marketing: The Agility to Leverage Now is available at http://
www.slideshare.net/Altimeter/report-realtime-marketing-the-
agility-to-leverage-now-by-rebecca-lieb-jessica-groopman. 

5 Altimeter Group published a report on the Social Media 
Monitoring Solutions landscape in January 2012. That report 
can be found at http://www.slideshare.net/jeremiah_owyang/
smms-report-010412finaldraft. 

Methodology
Altimeter Group emailed a survey to 110 content marketing 
software vendors. Roughly half the vendors (53) responded. To 
qualify to receive the survey, each vendor was required to fit with at 
least one of the eight use case criteria. Several vendor categories 
were deemed ineligible for this survey, despite having strong 
content capabilities. Additionally, we surveyed 80 marketers and 
interviewed 10 experts from brands, agencies, and VC firms.

Excluded categories include social media marketing software 
(SMMS5), Marketing Automation, CMS, and Digital Asset 
Management. Clearly, integration of these types of tools into 
content solutions can, dependent on infrastructure and goals, be 
essential to success (as referenced in Figure 7). 

It should be obvious, but it’s equally essential to point out, 
that not every qualified software vendor is represented in this 
survey. The market is rapidly changing, new players emerge 
constantly, and we continue to regularly conduct briefings 
with vendors. Altimeter Group is working to develop an online 
database of content vendors that we can keep current. We 
hope to announce that component of this research soon. 
Vendors are encouraged to request briefings via this form: 
http://www.altimetergroup.com/research/briefings. 

Ecosystem Input
This report includes input from market influencers and solution 
vendors who were interviewed or briefed by Altimeter Group 
during the course of this research. Input into this document 
does not represent an endorsement of the report by the 
individuals or companies listed below. 

Altimeter fielded our content marketing vendor survey to 110 
content marketing software vendors. The following 53 content 
marketing vendors completed our survey and were included in 
our research and analysis of the content marketing software 
landscape. 

Software Providers (51)

Brands & Agencies (6)
3M, Carlos Abler, Manager, Online Content Strategy

Brain Traffic, Kristina Halvorson, CEO & Founder

American Express, Andrew Milburn, Director Digital Content 
Orchestration

Edelman, Steve Rubel, Chief Content Strategist

Petco, Greg Seremetis, VP/Chief Content Officer

Marriott International, Meg Walsh, Senior Director of Digital 
Strategy & Distribution

Industry Experts (4)
HubSpot, Joe Chernov, VP Content

LinkedIn, Jason Miller, Sr. Content Marketing Manager

Emergence Capital, Santiago Subotovsky, Venture Capitalist

Interwest Partners, Doug West, General Partner

Altimeter Group also fielded a survey to Content Marketing 
practitioners (end users), which received 80 responses from 
content marketers across diverse company types.
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Yet content marketing in digital channels is relatively new and therefore 
poorly understood. It also requires that marketers look around the corner to 
what the future will bring. In addition, content is bigger than one department. 
It spans multiple functional groups within and outside of marketing, including 
CRM, IT, HR, and knowledge management.

As a result, brands cannot yet clearly articulate their content marketing needs 
to the hundreds of content marketing vendors competing for their business, 
with new vendors emerging all the time.

Creating a request for proposal (RFP) and asking the right questions of both 
internal stakeholders and vendors, then, is incredibly difficult from the start. 
Nor can brands rely entirely on IT for purchasing content solutions, as it is 
even less familiar with these requirements than marketing is and is typically 
far removed from the scoping and selection process.

And while marketers are no strangers to the RFP process, existing templates 
cannot effectively be retrofitted to this task. That’s because content 
marketing presents several specific challenges: 

• Establishing content governance, processes, strategy, and inter-
departmental coordination

• Matching content software needs to planned investments

• Finding solutions that scale toward the future (e.g., new technologies, 
vendor partners, or channels)

• Scoping software integration requirements, both with other marketing 
software and often with enterprise software packages such as CRM or 
customer data

• Accommodating existing workflows and processes (it’s much more 
difficult to retrofit process to software than the inverse)

• Winnowing down a vendor shortlist, based on who best meets requirements

Content Marketing Software RFP:  
An Introduction

3

Why a Content Marketing RFP?

Content is the atomic particle of all marketing — paid, 
owned, and earned. Content must be executed correctly 
for it to be effective across the marketing ecosystem, as 
well as across the broader enterprise.

Brands cannot yet 
clearly articulate 
their content 
marketing needs 
to the hundreds of 
content marketing 
vendors competing 
for their business, 
with new vendors 
emerging all the 
time.
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en  e fi  ee   n en  
e n    n en  e e n

To help marketers make sense of and document 
this complex process, we’ve created a content 
marketing RFP template, which can be adapted 
and customized to meet individual requirements, 
such as a campaign-based RFP or a request 
for enterprise software. You can also tweak the 
template to reflect highly specific integration 
requirements or the needs of individual 
departments or stakeholders. 

The RFP Template reflects the two parts of our 
recommended process: 

• Part 1: Conduct an internal assessment of 
use cases and requirements by asking key 
stakeholders about their needs and priorities. 

• Part 2: Create an RFP to be used externally with 
vendors based on these needs. It should include 
an RFP Background (completed by the marketer) 
and an RFP Vendor Response sheet. 

Below are specific instructions on how to use the 
template as part of your content marketing RFP creation 
process. These seven steps, outlined in Figure 1, will 
guide you through a comprehensive requirements 
gathering and vendor analysis process aimed at 
selecting the best-suited content marketing solution for 
your organi ation’s current and future needs. 

e   e e ne  n  e n

Because content marketing is still nascent, this 
initial step helps align the organization with the RFP 
process. Write a brief that includes project goals/
objectives of the project, your initial deployment 
approach, the competitive landscape (if relevant), and 
an implementation timeline.

For example, one goal could be to streamline content 
creation throughout marketing to reduce duplicated 
efforts. Or you may want to syndicate existing 
content across multiple websites and use analytics to 
optimize content for greater visibility. A thorough brief 
also helps the software vendors understand goals, 
targets, and unique challenges

11 22 33 44 55 66 77
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Source: Altimeter Group

Figure 1 Seven Steps of Content Marketing Software Selection
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Once developed, add the goals and any additional 
background to the “Stakeholder Feedback” tab, which 
you will use to solicit feedback from key stakeholders.

Step 2: Determine and Prioritize Content 
e n  e e

The next step is to determine which use cases 
apply to your project. The template reflects the 
framework outlined in Altimeter’s report The Content 

Marketing Software Landscape: Marketer Needs and 

Vendor Solutions, which explains how to identify 
marketers’ needs against eight use cases, each 
containing numerous subcategories and integration 
considerations (see Figure 2).1

A key part of your RFP process is determining 
which use cases and subcategory features are 
most important to your organization. Very rarely 
does an RFP address all eight use cases; you can 

Figure 2 Content Marketing Use Cases and Subcategories
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Source: Altimeter Group

reduce the complexity of your process by selecting 
from the start only those use cases that most apply 
to your organi ation’s content needs. To help identify 
use cases, look at the subcategories within each 
use case and assess which needs apply to your 
organization.

In the “Stakeholder Feedback” tab of the RFP 
Template, you have the option of including all or 
just some of the use cases, asking stakeholders to 
rate how important each area is to help determine 
prioritization for the organization. 

e   e  n n  Re e en

Now that you have the broad outlines of your 
organi ation’s content needs, identify stakeholders 
and end users and solicit them for their requirements, 
input, and collaboration by circulating the “Stakeholder 
Feedback” tab of the RFP Template.

http://www.altimetergroup.com/content-marketing-software-landscape/
http://www.altimetergroup.com/content-marketing-software-landscape/
http://www.altimetergroup.com/content-marketing-software-landscape/
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It’s important to gather requirements across teams, both cross-functionally and 
across workflows. Some brands actually submit mini internal RFPs or surveys to 
stakeholders to help gain very specific documented input on needs, pain points, 
and feature requests. Not only does this step help identify needs you may have 
overlooked, but collaboration also creates a sense of ownership and facilitates 
end-user adoption, especially when compared to having tools foisted upon the 
teams that will have to use them. Gather all of the stakeholders’ responses in the 
“Consolidated Feedback” tab so that it’s in one place and easy to review. 

It’s worth noting that steps  and 4 are often conducted in tandem; cross-
functional requirements help build out integration needs unforeseen by 
marketing functions.

e   n  n e n n  n

Integration considerations are essential because of the consolidation driven 
by converged media, as well as the evolution of content stacks, end-to-end 
content marketing solutions akin to ad stacks. Each content marketing use 
case comes with a host of potential integration issues. Identifying essential 
integrations can help refine your final list of prospective vendors. Content 
marketing software integration considerations are tripartite:

1. n e n  e n  e  This includes legacy and existing 
marketing-related systems, such as CRM, social listening tools, content 
management systems (CMS), digital asset management (DAM) 
solutions, marketing automation, and so on. Integration requirements 
with other marketing systems are critical and typically comprise the 
most immediate integration needs when implementing new content 
marketing software. 

2. n e n  en e e e  This includes legacy and existing 
enterprise systems that support or could support content marketing 
processes (e.g., management, workflow, analytics, etc.). Examples 
include internal communications platforms, corporate intelligence, and 
internal collaboration networks. Depending on organizational needs, 
enterprise system integration may be an immediate or a longer-term 
priority.

3. e n e n  While future will hold different definitions for 
different organizations, remember to consider how the business and 
IT roadmap will impact integration needs down the road. Also consider 
external forces, emerging technology platforms, changing capabilities, 
and device types. 

It’s important 
to gather 
requirements 
across teams, 
both cross-
functionally and 
across workflows. 
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It’s important to gather requirements across teams, 
both cross-functionally and across workflows. Some 
brands actually submit mini internal RFPs or surveys 
to stakeholders to help gain very specific documented 
input on needs, pain points, and feature requests. 
Not only does this step help identify needs you may 
have overlooked, but collaboration also creates a 
sense of ownership and facilitates end-user adoption, 

Figure 3 Content Marketing Integration Needs

Source: Altimeter Group
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especially when compared to having tools foisted upon 
the teams that will have to use them. Gather all of the 
stakeholders’ responses in the “Consolidated Feedback” 
tab so that it’s in one place and easy to review. 

It’s worth noting that steps  and 4 are often conducted 
in tandem; cross-functional requirements help build out 
integration needs unforeseen by marketing functions.
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e   e e e R  n  n  en  
Re n e en

The goal of any RFP is to bring structure to the 
procurement process. Each step outlined above provides 
you with the requirements needed to build as realistic 
and complete a picture of your current and future needs. 
Framing good questions around strategies, needs, and 
business objectives results in better answers from 
vendors, especially when an industry sector is new, 
crowded, diverse, and inconsistent and is undergoing 
rapid change and upheaval.

The Background also provides company and 
background information, current tools, and integration 
needs, enabling vendors to respond to the bigger picture. 
You should also include the decision-making timeline 
and any evaluation criteria or budget information that 
you would like to share. 

Clearly outline out all requirements as they apply to 
each use case (feel free to edit out those that are 
not relevant). Pay special attention to integration 
requirements, from both the internal stakeholder input 
and the RFP appendix, which contains a more detailed 
list of the types of integrations most common in content 
marketing technology.

Two sheets in the RFP Template can help with this 
process: 

• The RFP Background sheet provides details about 
the strategy and approach to content marketing. 

• The RFP Vendor Response sheet contains 
specific requirements and questions to be 
answered by identified vendors (see step 6). 

e   en  n  e en

Having prioritized use cases and integration 
requirements, you now must figure out which vendors 
can satisfy the requirements of those use cases. 
Altimeter requested information from 110 content 
marketing vendors, and 53 provided responses to our 
extensive survey. Each vendor was not only asked 
which use cases their platform supports but also 
asked to force rank the use cases they support best.

The results are summarized in the appendix of The Content 

Marketing Software Landscape: Marketer Needs and 

Vendor Solutions. Look at your own prioritized use cases 
developed in step 4, and see which vendors should be on 
your shortlist because their priorities match your own. Also 
consider working with multiple small vendors that provide 
point solutions, because they may concentrate on key 
use cases that are important to your content marketing 
organization.

e   e n  e Re n e

With your responses in hand, you can begin to compare 
your options. Consolidate and review all responses to the 
RFP in the “Consolidated Vendor Response tab of the RFP 
Template. At the end of the process, follow up with all of 
the vendors and provide feedback to those not selected, 
because you may want to work with them in the future. 
The information gathered can provide you with pointed 
feedback and documentation. 

n n
We hope the RFP template will serve as a substantial 
foundation for matching technology solutions with your 
content requirements.

Business technology investments are complex, and 
content marketing software is no exception. It’s worth 
noting that there is likely no content marketing software 
on the market today that will perfectly address every 
current and future requirement; concessions may be 
necessary and prioritization is key. As digital marketing 
continues to evolve, so too will business needs, tactics, 
and the technologies needed to harness it. 

http://www.altimetergroup.com/content-marketing-software-landscape/
http://www.altimetergroup.com/content-marketing-software-landscape/
http://www.altimetergroup.com/content-marketing-software-landscape/
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en   n en  e n  e R  e e 
Below is a preview of Altimeter’s Content Marketing Software RFP Template. For your convenience we’ve provided this 
template as an Excel spreadsheet that you can edit to fit the needs of your organi ation. The full template consists of multiple 
tabs, outlining requirements across each phase of the content marketing software selection process. 

This template follows a 4-phase approach for content marketing software selection:
 e  Collect Stakeholder Feedback
 e 2  Combined Stakeholder Feedback
 e  Submit the RFP Background & Collect RFP Vendor Responses
 e  Combined Vendor Responses 

You can download this template at: http://www.altimetergroup.com/content-marketing-rfp.xlsx.

http://bit.ly/altimeter-cmrfp
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n n e  
1 Rebecca Lieb, The Content Marketing Software Landscape: 

Marketer Needs and Vendor Solutions (Altimeter, May 2014), 
http://www.altimetergroup.com/content-marketing-software-
landscape.

n e e en
Special thanks to Charlene Li, Christine Tran, Vladimir 
Mirkovic, Cheryl Knight, Erin Brenner, and Alec Wagner

We would also like to thank the following for their insights 
and expertise: 

Carlos Abler, Online Content Strategy, 3M Global  

eTransformation

Michael Brenner, Head of Strategy, Newscred

Joe Chernov, VP of Content, Hubspot

We also drew inspiration from a content marketing RFP 
template published by Percolate earlier this year: http://
contentmarketingrfp.com.

en Re e
This independent research report was 100% funded by Altimeter 
Group. This report is published under the principle of Open 
Research and is intended to advance the industry at no cost. 
This report is intended for you to read, utilize, and share with 
others; if you do so, please provide attribution to Altimeter 
Group.

e n
The Creative Commons License is Attribution-Noncommercial-
Share Alike 4.0 United States at http://creativecommons.org/
licenses/by-nc-sa/4.0.

e
ALTHOUGH THE INFORMATION AND DATA USED IN THIS REPORT HAVE BEEN 
PRODUCED AND PROCESSED FROM SOURCES BELIEVED TO BE RELIABLE, NO 
WARRANTY EXPRESSED OR IMPLIED IS MADE REGARDING THE COMPLETENESS, 
ACCURACY, ADEQUACY, OR USE OF THE INFORMATION. THE AUTHORS AND 
CONTRIBUTORS OF THE INFORMATION AND DATA SHALL HAVE NO LIABILITY 
FOR ERRORS OR OMISSIONS CONTAINED HEREIN OR FOR INTERPRETATIONS 
THEREOF. REFERENCE HEREIN TO ANY SPECIFIC PRODUCT OR VENDOR BY 
TRADE NAME, TRADEMARK, OR OTHERWISE DOES NOT CONSTITUTE OR IMPLY 
ITS ENDORSEMENT, RECOMMENDATION, OR FAVORING BY THE AUTHORS OR 
CONTRIBUTORS AND SHALL NOT BE USED FOR ADVERTISING OR PRODUCT 
ENDORSEMENT PURPOSES. THE OPINIONS EXPRESSED HEREIN ARE SUBJECT TO 
CHANGE WITHOUT NOTICE. 

http://www.altimetergroup.com/content-marketing-software-landscape
http://www.altimetergroup.com/content-marketing-software-landscape
http://www.altimetergroup.com/content-marketing-software-landscape
http://contentmarketingrfp.com
http://contentmarketingrfp.com
http://creativecommons.org/licenses/by-nc-sa/4.0
http://creativecommons.org/licenses/by-nc-sa/4.0
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Consolidated Stakeholder Spreadsheet 

Category 
Description or 
Question General Instructions 

Stakeholder 
1 

Stakeholder 
2 

Stakeholder 
3 

Stakeholder 
4 

This tab is for internal 
use only. 

Instructions: Aggregate all 
stakeholder feedback and 
compile findings. This internal 
tab will streamline the 
development of the RFP to be 
sent to vendors. 

Project Background 

Goals/Objectives of 
the project 

Provide internal 
stakeholders a project 
overview and explain the 
importance of their input. Marketer provides 

Vision 

Articulate the vision of 
the project and how 
success will be defined.  Marketer provides 

Deployment 
Approach 

Proposed approach to 
deploying content 
marketing software, 
which 
departments/groups are 
impacted Marketer provides 

Competitors 

Are there any 
competitive examples, 
tactics, or insights you 
feel our brand should 
consider implementing 
(or risk falling behind)? 
Please explain. 

Timeline 

Proposed timeline of the 
project, sense of 
urgency if relevant Marketer provides 

Stakeholder 
Information 



Name 
Please provide your 
name      

Role What is your role?      

Function/Dept. 
What department are 
you in?      

Role of Content 

What is the importance 
of content in your day-to-
day job function today? 
What is your role in the 
content development 
(workflow) process 
today? Please be as 
specific as possible.      

Role in Workflow       
       
Use Case Priorities             

Overall Priorities 

What are your top 
priorities when it comes 
to content and our 
implementation of 
content marketing 
software (internally, 
externally, when 
engaging clients, 
partners, customers, 
etc.)?      

       

Content Marketing 
Use Case Priorities 

Please rank the 
following use cases on a 
scale of 1-5, where 5 is 
your highest 
priority/need and 1 is 
your lowest 
priority/need.      

 Creation      
 Curation/Aggregation      
 Optimization      
 Analytics      
 Audience & Targeting      



 Distribution      
 Workflow      
 Legal & Compliance      
       

Specific Content 
Marketing Needs 

Rank the following on a 
scale of 1-5, where 5 is 
your highest 
priority/need and 1 is 
your lowest 
priority/need)      

       

Creation 
1. Generating [digital] 
content      

 
2. Creating standardized 
content formats      

 
3. Expediting the 
publishing process      

       

Curation/Aggregation 
1. Compiling content 
from disparate sources      

 
2. Displaying aggregated 
content      

 

3. Discovering the right 
content (for ideas, for 
sharing)      

       

Optimization 
1. Optimizing search 
(SEO)      

 
2. Conducting 
multivariate testing      

 
3. Optimizing content 
conversion      

       

Analytics 

1. Analyzing all content 
artifacts (central 
dashboard)      

 
2. Real-time reporting & 
notification      



 

3. Deploying predictive 
analytics to drive content 
marketing      

       

Audience & Targeting 

1. Identifying & targeting 
specific customer 
segments      

 2. Engaging influencers      

 

3. Integrated targeting 
(via CRM, email 
marketing, analytics, 
etc.)      

       

Distribution 
1. Disseminating content 
across multiple channels      

 

2. Displaying content 
correctly across 
channels (incl. device 
types)      

 

3. Deploying paid media 
strategically across 
channels      

       

Workflow 
1. Organizing content 
cadence      

 

2. Streamlining approval 
process across 
necessary stakeholders      

 
3. Talent sourcing & 
management      

       

Legal & Compliance 
1. Profiling content for 
compliance      

 
2. Storing & disposal of 
historical content      

 3. Legal approvals      
       



Technology & 
Integration   

A list of major integration 
areas is included in the 
Appendix at the bottom 
of this sheet.         

Existing 
Tools/Technologies 

Please list any and all 
external and internal 
tools that you use for 
content workflow, project 
management, content 
management, asset 
management, etc.      

Existing Systems 
Integration 
Requirements: 
Marketing Systems 
Integration 

Existing technologies 
use for content 
marketing (e.g., 
publishing, listening, 
measurement, workflow, 
etc.) 

List all existing technologies 
used for content marketing 
today.     

  

Existing marketing 
technologies that MUST 
be integrated with our 
content marketing 
system. Consider 
systems across all 
content marketing use 
cases (e.g., workflow, 
analytics, curation, etc.). 

List all existing marketing-
related technologies that 
require integration with your 
content marketing system.     

  

Existing marketing-
related data sets that 
MUST be integrated with 
our content marketing 
system? Consider data 
sets across all content 
marketing use cases 
(e.g., workflow, 
analytics, etc.). 

List all existing (marketing-
related) data sets that must 
be integrated with your 
content marketing system.     

        



Existing Systems 
Integration 
Requirements: 
Enterprise Systems 
Integration 

Existing enterprise 
technologies used for 
content marketing 
purposed (e.g., CRM, BI, 
Market Research, etc.) 

List all existing technologies 
used for content marketing 
today.     

  

Existing enterprise 
technologies that MUST 
be integrated with our 
content marketing 
system. Consider 
systems across all 
content marketing use 
cases (e.g., workflow, 
analytics, distribution, 
creation, etc.). 

List all existing enterprise 
technologies that require 
integration with your content 
marketing system.     

  

Existing enterprise data 
sets that MUST be 
integrated with our 
content marketing 
system? Consider data 
sets across all content 
marketing use cases 
(e.g., creation, workflow, 
analytics, etc.). 

List all existing enterprise 
data sets that must be 
integrated with your content 
marketing system.     

        

Future Integration 
Requirements 

Are there any enterprise 
or marketing systems or 
data sets that will need 
to be integrated with the 
content marketing 
solution in the future, but 
are not yet in place 
today? 

List, provide rough timeframe, 
and explain requirement.     

       
       



Partners 

Please list any and all 
external partners you 
use (or know of being 
used) for any part of our 
content creation, 
workflow, management, 
publishing, distribution, 
or measurement 
process.      

       
       

Custom Integrations 

While integration 
capabilities and APIs 
vary by software 
providers, what systems 
mentioned above are 
critical for integration 
with the new content 
marketing software?      

       

Other Integration 
Comments 

Comments, priorities, 
anything else related to 
integration needs?      

       
Customizations             

Custom Features 

How important are the 
following to your role? 
(Rate on a scale of 1-5, 
where 5 is extremely 
important and 1 is not 
important at all.)      

 Customizable dashboard      
 Personalization features      
 Geo-location features      
 Collaboration features      
       



 

For all those features 
rated 5, what specifically 
are your pain points 
around this today? Be as 
specific as possible.      

       

Custom 
Measurement 

What metrics related to 
content performance 
and customer 
engagement would be 
useful for improving the 
performance of your 
function (e.g., 
segmentations, custom 
metrics, A/B testing, 
etc.)?      

Regulatory 
Requirements 

Describe any regulatory 
compliance concerns or 
requirements you have 
that must be 
incorporated into content 
production, workflow, 
and management.      

       
Your Input             

Your Wish 

What is your #1 wish for 
this project? What, 
related to content 
workflow, could be 
changed or improved to 
facilitate your job and 
our effectiveness?      

       

The One Thing 

Based on the above 
vision and overall 
direction, what is the one 
thing we as an 
organization must keep 
top of mind as we move 
forward?      



       

Vision Statement 

Having completed this 
assessment, provide 
your feedback on our 
vision for success. What 
resonates? What should 
be added or omitted if 
anything?      

       

What Else? 

What are we missing? 
Please share any other 
feedback, input, or 
requests you have here.      

       
APPENDIX             
Integration 
Requirements             
List of Integration 
Needs       
       

Ad Exchanges 

Display Ad Inventory 
Sources (ad networks, 
exchanges, publishers, 
etc.)      

 
Mobile Ad Servers (e.g., 
MoPub, mAdServer)      

 
Ad Servers (e.g., 
OpenX)      

Data & Analytics 
Web Analytics (e.g., 
Google Analytics)      

 
Business Intelligence 
(e.g., SAP, Tableau)      

 
CRM (e.g., 
Salesforce.com)      

 
Mobile Data (specify 
which)      

 
E-Commerce Platforms 
(e.g., Shopify, Magento)      



 
A/B Testing Tools (e.g., 
Optimizely, Maxymiser)      

Digital Media 

Publisher/News Outlets 
(e.g., New York Times, 
Buzzfeed)      

 Blogs (e.g., Wordpress)      

 
Video Platforms (e.g., 
Kaltura, Ramp)      

 
Audio Platforms (specify 
which)      

 
Image Platforms (e.g., 
Shutterstock, iStock)      

Marketing Cloud 
Other Content Marketing 
Tools (e.g., Adobe)      

 
Marketing Automation 
(e.g., Marketo, Eloqua)      

 SMMS (e.g., Radian6)      
 Publishing Tools      

 
Embedding Tools (e.g., 
Embedly)      

 
E-Mail Marketing Tools 
(e.g., MailChimp)      

 
Influencer ID Tools (e.g., 
Klout, LittleBird)      

Search Engines 
Search Engine 
Optimization      

 

Enterprise Collaboration 
Tools (e.g., Chatter, 
Yammer)      

Storage Platforms 
Cloud Storage (e.g., 
Dropbox, Box)      

 
CMS (e.g., Joomla, 
Sitecore)      

 
DAM (e.g., ThirdLight, 
WebDAM)      

 
Web Servers (e.g., 
AWS, GoDaddy)      



Syndication Tools 
RSS Feeds (specify 
which)      

 
Syndication Widgets 
(specify which)      

 

  



Phase 3a_RFP Background Spreadsheet 

Timeline for purchase  

Implementation milestones 

Beginning Date of Implementation 
Pilot 
Phase I 
Phase II 

Phase I & II Milestone Objectives 
Define success and high level requirements for 
Phase I deployment vs. Phase II deployment 

  

    

Organizational model 
Function, organizational structure, ownership, 
governance 

Content Marketing Objective/Mission 

What are your brand’s objectives for content? How 
does the content marketing strategy align with 
overarching business objectives? 

Content Marketing roadmap 
Detailed plans in the next four quarters; high level 
plans over the coming three years 

Vision statement of what success will look like, how success will be 
measured  
Vendor to refer to RFP Vendor Response tab for Use Case prioritization  

 

  



Phase 3b_RFP Vendor Response Spreadsheet 

Category Questions 
Question or Request for 
Information Marketer Response  Vendor Response 

    

Instructions: Complete this section 
(based on internal requirements) and 
submit to vendors. Note, the “RFP 
Vendor Response” sheet contains your 
specific requirements and questions to 
be answered by vendors. It is up to the 
marketer to include only relevant use 
cases in what is submitted to the vendor. 
Marketer is to complete all sections in 
green. Vendor is to respond to all 
sections in blue.     

Vendor 
Profile & 
Additional 
Information         
 Vendor Name     
 Company Size     
 Office Locations     

 Summary 
Describe your offering in 150 words or 
less.    

 Differentiators 

What are the key differentiators of 
working with your company and 
software?    

  
Who do you consider your primary 
competitors? (List 3,)    

  Is your technology proprietary?    

 Case Studies 

Please share two case studies that best 
demonstrate your product/tech strengths 
as related to our needs.    

 Product Strategy 

What are key milestones on your 
product’s roadmap over the next 18 
months?    

     



Contract 
Terms         

 
Vendor pricing 
variables 

Cost dependencies 
Initial costs (total) 
Ongoing costs (total)    

 
Management costs 
breakdown 

Cost for management fees 
Cost for advertising management fees 
Cost for training 
Cost for ongoing support    

 
Additional costs 
breakdown 

Cost per blog post or article (licensed 
versus non-licensed) 
Cost per infographic 
Cost per white paper 
Cost per video/etc. 
Cost for CMS 
Minimum month commitment? Is 6 
months or shorter acceptable as a test?    

     
Timeline 
Expectations   Add timeline expectations below.     

 
Phase I & II Milestone 
Objectives 

Define success and high-level 
requirements for Phase I deployment vs. 
Phase II deployment.    

 
Implementation 
milestones 

Beginning Date of Implementation 
Pilot 
Phase I 
Phase II     

 
Vendor response to 
timeline expectations 

Please indicate that you are able to meet 
this timeline, or if not, propose a new 
timeline and explain the difference.     

     
Integration & 
Partnership 
Requirements   

A list of major integration areas is 
included in the Appendix at the 
bottom of this sheet.     



Existing Systems 
Integration 
Requirements: 
Marketing 
Systems 
Integration 

Existing technologies 
use for content 
marketing (e.g., 
publishing, listening, 
measurement, 
workflow, etc.) 

List all existing technologies used for 
content marketing today.    

 

Existing marketing 
technologies that 
MUST be integrated 
with our content 
marketing system. 
Consider systems 
across all content 
marketing use cases 
(e.g., workflow, 
analytics, curation, 
etc.). 

List all existing marketing-related 
technologies that require integration with 
your content marketing system.    

 

Existing marketing-
related data sets that 
MUST be integrated 
with our content 
marketing system? 
Consider data sets 
across all content 
marketing use cases 
(e.g., workflow, 
analytics, etc.). 

List all existing (marketing-related) data 
sets that must be integrated with your 
content marketing system.    

Existing Systems 
Integration 
Requirements: 
Enterprise 
Systems 
Integration 

Existing enterprise 
technologies used for 
content marketing 
purposed (e.g., CRM, 
BI, Market Research, 
etc.) 

List all existing technologies used for 
content marketing today.    

 

Existing enterprise 
technologies that 
MUST be integrated 
with our content 
marketing system. 
Consider systems 
across all content 

List all existing enterprise technologies 
that require integration with your content 
marketing system.    



marketing use cases 
(e.g., workflow, 
analytics, distribution, 
creation, etc.). 

 

Existing enterprise 
data sets that MUST 
be integrated with our 
content marketing 
system? Consider 
data sets across all 
content marketing use 
cases (e.g., creation, 
workflow, analytics, 
etc.). 

List all existing enterprise data sets that 
must be integrated with your content 
marketing system.    

Future Integration 
Requirements 

Are there any 
enterprise or 
marketing systems or 
data sets that will 
need to be integrated 
with the content 
marketing solution in 
the future, but are not 
yet in place today? 

List, provide rough timeframe, and 
explain requirement.    

     

Vendor 
Integration 
Capabilities 

Which of the above 
systems are you able 
to integrate into your 
content marketing 
solution? 

Indicate if integration requires additional 
customization beyond what is offered out 
of the box.    

 

Which of the above 
data sets are you able 
to integrate into your 
content marketing 
solution? 

Indicate if integration requires additional 
customization beyond what is offered out 
of the box.    

     

Agencies 

All agencies involved 
in enterprise-wide 
content marketing 
program. 

List each and briefly explain if/how 
agencies will interface with content 
marketing software.    



Vendor 
Capabilities: 
Agencies 

Indicate which of the 
following agency-
specific capabilities 
you’re able to provide 
today: 

Permissions 
Approvals/notifications 
Integrations 
Agency collaboration features    

     

Use Case 
Requirements   

Delete any categories or 
subcategories that do not apply to 
your technology needs.     

Creation     

 
Our Creation 
Requirements 

Describe your workflow when it comes to 
creating content: 
1. Generating digital content 
2. Creating standardized content formats 
3. Expediting the publishing process     

  

What specific creation pains are you 
trying to solve with new content 
marketing software? Describe your 
wishlist for creation workflow capabilities.     

     

 
Vendor’s Ability to 
Create Does vendor provide content?    

  
If yes, licensed content? Non-licensed 
(custom) content?    

  
If work with outside content sources, who 
are your preferred partners/vendors?    

  

Do you offer a Content Management 
Solution (CMS) as part of your software 
package?    

  

Do you offer a Digital Asset Management 
(DAM) Solution as part of your software 
package?    

  
With what frequency is your tool able to 
publish content?    



 
Specific Creation 
Needs: 

(Indicate if/how your software serves the 
following today) 
Concept/Creative Submissions 
Template/Layout/Design Capabilities 
(Custom) Branded Content Creation 
Image Editing 
Video Editing 
Non-CMS Publishing Platform 
Publishing Platform    

     
Curation & 
Aggregation     

 

Our Curation & 
Aggregation 
Requirements 

Describe your workflow when it comes to 
curating and/or aggregating content: 
1. Compiling content from disparate 
sources 
2. Displaying aggregated content 
3. Discovering the right content (for 
ideas, for sharing) 
4. Offering content licensed from a 
variety of publishers    

  

What specific curation/aggregation pains 
are you trying to solve with new content 
marketing software? Describe your 
wishlist for curation workflow capabilities.    

     

 
Vendor’s Ability to 
Curate & Aggregate 

Does vendor provide curated or 
aggregated content?    

  

If the vendor works with outside sources 
for curation, who are your preferred 
partners/vendors?    

 

Specific 
Curation/Aggregation 
Needs: 

(Indicate if/how your software serves the 
following today) 
Curation (i.e., collecting, organizing, and 
displaying information relevant to a 
particular topic or area of interest) 
Aggregation (i.e., compiling and 
publishing syndicated web content) 
Discovery (i.e., ability to suggest 
appropriate content according to stated    



preferences) 
Recommendation engine 
Syndication (i.e., controlled placement of 
proprietary content) 

     
Optimization     

 
Our Optimization 
Requirements 

Describe your capabilities today as 
related to content optimization: 
1. Optimizing search (SEO) 
2. Conducting multivariate testing 
3. Optimizing content conversion    

  

What specific optimization pains are you 
trying to solve with new content 
marketing software? Describe your 
wishlist for content optimization 
capabilities.    

     

 
Vendor’s Optimization 
Capabilities 

Does vendor provide content 
optimization features today?    

  

If vendor works with partners for content 
optimization, who are your preferred 
partners?    

 
Specific Optimization 
Features: 

(Indicate if/how your software serves the 
following today) 
Process/targeting/content optimization 
based on algorithms and machine 
learning 
Search Engine Optimization (SEO) 
integration 
Metadata and enhanced information 
optimization   
A/B or Multivariate Testing 
Predictive modeling based on users’ 
content engagement history    

       



Audience & 
Targeting     

 

Our Audience & 
Targeting 
Requirements 

Describe your capabilities today as 
related to audience & targeting: 
1. Identifying & targeting specific 
customer segments 
2. Engaging influencers 
3. Integrated targeting (via CRM, email 
marketing, analytics, etc.)    

  

What specific audience & targeting pains 
are you trying to solve with new content 
marketing software? Describe your 
wishlist for audience & targeting 
capabilities.    

     

 
Vendor’s Audience & 
Targeting Capabilities 

What kinds of targeting methods does 
your software support? How does your 
platform identify, manage, and target 
audiences?    

  

If vendor works with partners for content 
targeting, who are your preferred 
partners?    

  

Are you able to integrate existing data 
sets into your tool to execute on targeting 
objectives?    

 
Specific Audience & 
Targeting Features: 

(Indicate if/how your software serves the 
following today) 
Influencer identification 
Strategy alignment (personas, buying 
cycle, etc.) 
Targeting via segmentation 
Targeting via audience ID 
Targeting via CRM integration (e.g., 
campaigns, customer profiles)    

     
Analytics     

 
Our Analytics 
Requirements 

Describe your capabilities today as 
related to content analytics: 
1. Analyzing all content artifacts (central 
dashboard)    



2. Real-time reporting & notification 
3. Deploying predictive analytics to drive 
content marketing 

  

What specific content 
analytics/measurement pains are you 
trying to solve with new content 
marketing software? Describe your 
wishlist for analytics capabilities.    

     

 
Vendor’s Analytics 
Capabilities 

Does your software offer a dashboard 
interface?    

  

Are you able to customize dashboards? 
(e.g., metrics, permissions, reporting, 
etc.)    

  Are you able to customize metrics?    

  
Is your software able to manage 
conversations in real-time?    

 
Specific Analytics 
Features: 

(Indicate if/how your software serves the 
following today) 
Content analytics & reporting 
Predictive analytics 
Viewer targeting by content interaction 
Analytics by individual piece of content  
Analytics by platform type 
Analytics accessible via mobile 
Real-time updates    

     
Distribution     

 
Our Distribution 
Requirements 

Describe your content distribution 
capabilities today:  
1. Disseminating content across multiple 
channels 
2. Displaying content correctly across 
channels (incl. device types) 
3. Deploying paid media strategically 
across channels    



  

What specific content distribution pains 
are you trying to solve with new content 
marketing software? Describe your 
wishlist for distribution capabilities.    

  
What channels do you distribute content 
to today?    

  
Which channels will be required for 
distribution in the future?    

     

 
Vendor’s Distribution 
Capabilities 

Describe vendor’s out-of-the-box 
capabilities and workflow for content 
distribution today.   

  

If work with outside distribution 
companies, who are your preferred 
vendors?    

  
Does vendor offer sharing embedded 
within articles?    

  
Do you offer native advertising 
integration?    

 
Specific Distribution 
Features: 

(Indicate if/how your software serves the 
following today) 
Simultaneous cross-channel publication 
Mobile deployment + auto formatting 
Ad creation & deployment    

 Distribution Channels: 

Facebook 
Twitter 
LinkedIn 
YouTube 
Pinterest 
Community/Forum 
Blog 
CMS/Client site    

 Advertising Integration 

Facebook 
Twitter 
LinkedIn 
YouTube 
Pinterest 
Community/Forum 
Blog    



     
Workflow     

 
Our Workflow 
Requirements 

Describe your content marketing 
workflow today:  
1. Organizing content cadence 
2. Streamlining approval process across 
necessary stakeholders 
3. Talent sourcing & management    

  

What specific content workflow pains are 
you trying to solve with new content 
marketing software? Describe your 
wishlist for workflow capabilities.    

 
International 
Requirements 

Languages 
Alphabets 
Countries 
International Channels    

     

 
Vendor’s Workflow 
Capabilities 

Describe vendor’s out-of-the-box 
capabilities around workflow and 
collaboration today:    

  

Do you offer a searchable, universal 
DAM with inventory reporting, usage 
rights, etc.    

  
Do you offer a Content Management 
System, integratable with other systems?    

      

 
Specific Workflow 
Features: 

(Indicate if/how your software serves the 
following today) 
Editorial Calendar (multiples; regions; 
LoBs)  
Editorial Management      
Approvals 
Automatic Notifications 
Cross-collaboration/Employee-sharing  
Real-time Updates 
Talent-sourcing/Management 
Journalist/Freelancer Content Engine or 
Network    

     



 
Vendor Capabilities: 
International 

Which of the above international 
requirements is your solution able to 
support today?    

     
Legal & 
Compliance     

 

Our Legal & 
Compliance 
Requirements 

Describe your capabilities as related to 
legal & compliance for content marketing 
today: 
1. Profiling content for compliance 
2. Storing & disposal of historical content 
3. Legal approvals    

  

What specific legal and/or regulatory 
compliance pains are you trying to solve 
with new content marketing software? 
Describe your wishlist for legal & 
compliance capabilities.    

     

 

Vendor’s Legal & 
Compliance 
Capabilities 

Describe vendor’s out-of-the-box 
capabilities around legal & compliance 
today:    

  

Are you able to customize legal workflow 
(e.g., approval methods, notifications, 
channels, etc.)    

 
Specific Legal & 
Compliance Features: 

(Indicate if/how your software serves the 
following today) 
Automatic document profiling (for 
specified keywords) 
Content logging (for compliance) 
Compliant content storage  
Content disposal (after designated time 
has elapsed) 
Notification system for legal 
Sign-offs & Approvals (internal and 
departmental)    

     
APPENDIX         
Integration 
Requirements         



List of Integration 
Needs     
     

Ad Exchanges 

Display Ad Inventory 
Sources (ad networks, 
exchanges, 
publishers, etc.)    

 

Mobile Ad Servers 
(e.g., MoPub, 
mAdServer)    

 
Ad Servers (e.g., 
OpenX)    

Data & Analytics 
Web Analytics (e.g., 
Google Analytics)    

 
Business Intelligence 
(e.g., SAP, Tableau)    

 
CRM (e.g., 
Salesforce.com)    

 
Mobile Data (specify 
which)    

 

E-Commerce 
Platforms (e.g., 
Shopify, Magento)    

 

A/B Testing Tools 
(e.g., Optimizely, 
Maxymiser)    

Digital Media 

Publisher/News 
Outlets (e.g., New 
York Times, 
Buzzfeed)    

 
Blogs (e.g., 
Wordpress)    

 
Video Platforms (e.g., 
Kaltura, Ramp)    

 
Audio Platforms 
(specify which)    

 
Image Platforms (e.g., 
Shutterstock, iStock)    



Marketing Cloud 

Other Content 
Marketing Tools (e.g., 
Adobe)    

 

Marketing Automation 
(e.g., Marketo, 
Eloqua)    

 SMMS (e.g., Radian6)    
 Publishing Tools    

 
Embedding Tools 
(e.g., Embedly)    

 

E-Mail Marketing 
Tools (e.g., 
MailChimp)    

 
Influencer ID Tools 
(e.g., Klout, LittleBird)    

Search Engines 
Search Engine 
Optimization    

 

Enterprise 
Collaboration Tools 
(e.g., Chatter, 
Yammer)    

Storage Platforms 
Cloud Storage (e.g., 
Dropbox, Box)    

 
CMS (e.g. Joomla, 
Sitecore)    

 
DAM (e.g. ThirdLight, 
WebDAM)    

 
Web Servers (e.g., 
AWS, GoDaddy)    

Syndication Tools 
RSS Feeds (specify 
which)    

 
Syndication Widgets 
(specify which)    

 

  



Phase 4_Consolidated Vendor Response Spreadsheet 

Category Questions 
Question or Request for 
Information 

Vendor 
A 

Vendor 
B 

Vendor 
C 

Vendor 
D 

Vendor 
E 

This is an internal tab 
intended to aid in aggregating 
and comparing all vendor 
responses to RFPs.   

Instructions: Aggregate all 
vendor responses in the 
following columns, D, E, F, etc.           

Vendor Profile & 
Additional Information               
 Vendor Name       
 Company Size       
 Office Locations       

 Summary 
Describe your offering in 150 
words or less.      

 Differentiators 

What are the key differentiators 
of working with your company 
and software?      

  
Who do you consider your 
primary competitors? (List 3.)      

  Is your technology proprietary?      

 Case Studies 

Please share two case studies 
that best demonstrate your 
product/tech strengths as 
related to our needs.      

 Product Strategy 

What are key milestones on 
your product’s roadmap over 
the next 18 months?      

        
Contract Terms               

 
Vendor pricing 
variables 

Cost dependencies 
Initial costs (total) 
Ongoing costs (total)      

 
Management costs 
breakdown 

Cost for management fees 
Cost for advertising 
management fees 
Cost for training 
Cost for ongoing support      



 
Additional costs 
breakdown 

Cost per blog post or article 
(licensed versus non-licensed) 
Cost per infographic 
Cost per white paper 
Cost per video/etc. 
Cost for CMS 
Minimum month commitment? 
Is 6 months or shorter 
acceptable as a test?      

        

Timeline Expectations   
Add timeline expectations 
below.           

 
Phase I & II 
Milestone Objectives 

Define success and high level 
requirements for Phase I 
deployment vs. Phase II 
deployment      

 
Implementation 
milestones 

Beginning Date of 
Implementation 
Pilot 
Phase I 
Phase II      

 
Vendor response to 
timeline expectations 

Please indicate that you are 
able to meet this timeline, or if 
not, propose a new timeline and 
explain the difference.      

        

Integration & 
Partnership 
Requirements   

A list of major integration 
areas is included in the 
Appendix at the bottom of 
this sheet.           

Existing Systems Integration 
Requirements: Marketing 
Systems Integration 

Existing technologies 
use for content 
marketing (e.g., 
publishing, listening, 
measurement, 
workflow, etc.) 

List all existing technologies 
used for content marketing 
today.      



 

Existing marketing 
technologies that 
MUST be integrated 
with our content 
marketing system. 
Consider systems 
across all content 
marketing use cases 
(e.g., workflow, 
analytics, curation, 
etc.). 

List all existing marketing-
related technologies that 
require integration with your 
content marketing system.      

 

Existing marketing-
related data sets that 
MUST be integrated 
with our content 
marketing system? 
Consider data sets 
across all content 
marketing use cases 
(e.g., workflow, 
analytics, etc.). 

List all existing (marketing-
related) data sets that must be 
integrated with your content 
marketing system.      

Existing Systems Integration 
Requirements: Enterprise 
Systems Integration 

Existing enterprise 
technologies used 
for content marketing 
purposed (e.g., 
CRM, BI, Market 
Research, etc.) 

List all existing technologies 
used for content marketing 
today.      

 

Existing enterprise 
technologies that 
MUST be integrated 
with our content 
marketing system. 
Consider systems 
across all content 
marketing use cases 
(e.g., workflow, 
analytics, 
distribution, creation, 
etc.). 

List all existing enterprise 
technologies that require 
integration with your content 
marketing system.      



 

Existing enterprise 
data sets that MUST 
be integrated with 
our content 
marketing system? 
Consider data sets 
across all content 
marketing use cases 
(e.g., creation, 
workflow, analytics, 
etc.). 

List all existing enterprise data 
sets that must be integrated 
with your content marketing 
system.      

        

Future Integration 
Requirements 

Are there any 
enterprise or 
marketing systems 
or data sets that will 
need to be integrated 
with the content 
marketing solution in 
the future, but are 
not yet in place 
today? 

List, provide rough timeframe, 
and explain requirement.      

        

Vendor Integration 
Capabilities 

Which of the above 
systems are you able 
to integrate into your 
content marketing 
solution? 

Indicate if integration requires 
additional customization 
beyond what is offered out of 
the box.      

 

Which of the above 
data sets are you 
able to integrate into 
your content 
marketing solution? 

Indicate if integration requires 
additional customization 
beyond what is offered out of 
the box.      

        

Agencies 

All agencies involved 
in enterprise-wide 
content marketing 
program. 

List each and briefly explain 
how agencies will interface with 
content marketing software.      



Vendor Capabilities: 
Agencies 

Indicate which of the 
following agency-
specific capabilities 
you’re able to 
provide today: 

Permissions 
Approvals/notifications 
Integrations 
Agency collaboration features      

        

Use Case 
Requirements   

Delete any categories or 
subcategories that do not 
apply to your project.           

Creation               

 
Our Creation 
Requirements 

Describe your workflow when it 
comes to creating content: 
1. Generating digital content 
2. Creating standardized 
content formats 
3. Expediting the publishing 
process      

  

What specific creation pains are 
you trying to solve with new 
content marketing software? 
Describe your wishlist for 
creation workflow capabilities.      

        

 
Vendor’s Ability to 
Create Does vendor provide content?      

  
If yes, licensed content? Non-
licensed (custom) content?      

  

If work with outside content 
sources, who are your preferred 
partners/vendors?      

  

Do you offer a Content 
Management Solution (CMS) 
as part of your software 
package?      

  

Do you offer a Digital Asset 
Management (DAM) Solution 
as part of your software 
package?      



  
With what frequency is your tool 
able to publish content?      

 
Specific Creation 
Needs: 

(Indicate if/how your software 
serves the following today) 
Concept/Creative Submissions 
Template/Layout/Design 
Capabilities 
(Custom) Branded Content 
Creation 
Image Editing 
Video Editing 
Non-CMS Publishing Platform 
Publishing Platform      

        
Curation & Aggregation               

 

Our Curation & 
Aggregation 
Requirements 

Describe your workflow when it 
comes to curating and/or 
aggregating content: 
1. Compiling content from 
disparate sources 
2. Displaying aggregated 
content 
3. Discovering the right content 
(for ideas, for sharing) 
4. Offering content licensed 
from a variety of publishers      

  

What specific 
curation/aggregation pains are 
you trying to solve with new 
content marketing software? 
Describe your wishlist for 
curation workflow capabilities.      

        

 
Vendor’s Ability to 
Curate & Aggregate 

Does vendor provide curated or 
aggregated content?      

  

If the vendor works with outside 
sources for curation, who are 
your preferred 
partners/vendors?      



 

Specific 
Curation/Aggregation 
Needs: 

(Indicate if/how your software 
serves the following today) 
Curation (i.e., collecting, 
organizing, and displaying 
information relevant to a 
particular topic or area of 
interest) 
Aggregation (i.e., compiling and 
publishing syndicated web 
content) 
Discovery (i.e., ability to 
suggest appropriate content 
according to stated 
preferences) 
Recommendation engine 
Syndication (i.e., controlled 
placement of proprietary 
content)      

        
Optimization               

 
Our Optimization 
Requirements 

Describe your capabilities today 
as related to content 
optimization: 
1. Optimizing search (SEO) 
2. Conducting multivariate 
testing 
3. Optimizing content 
conversion      

  

What specific optimization 
pains are you trying to solve 
with new content marketing 
software? Describe your 
wishlist for content optimization 
capabilities.      

        

 

Vendor’s 
Optimization 
Capabilities 

Does vendor provide content 
optimization features today?      



  

If vendor works with partners 
for content optimization, who 
are your preferred partners?      

 
Specific Optimization 
Features: 

(Indicate if/how your software 
serves the following today) 
Process/targeting/content 
optimization based on 
algorithms and machine 
learning 
Search Engine Optimization 
(SEO) integration 
Metadata and enhanced 
information optimization   
A/B or Multivariate Testing 
Predictive modeling based on 
content engagement history      

  

Predictive modeling based on 
users’ content engagement 
history      

        
Audience & Targeting               

 

Our Audience & 
Targeting 
Requirements 

Describe your capabilities today 
as related to audience & 
targeting: 
1. Identifying & targeting 
specific customer segments 
2. Engaging influencers 
3. Integrated targeting (via 
CRM, email marketing, 
analytics, etc.)      

  

What specific audience & 
targeting pains are you trying to 
solve with new content 
marketing software? Describe 
your wishlist for audience & 
targeting capabilities.      

        

 

Vendor’s Audience & 
Targeting 
Capabilities 

What kinds of targeting 
methods does your software 
support? How does your      



platform identify, manage, and 
target audiences? 

  

If vendor works with partners 
for content targeting, who are 
your preferred partners?      

  

Are you able to integrate 
existing data sets into your tool 
to execute on targeting 
objectives?      

 
Specific Audience & 
Targeting Features: 

(Indicate if/how your software 
serves the following today) 
Influencer identification 
Strategy alignment (personas, 
buying cycle, etc.) 
Targeting via segmentation 
Targeting via audience ID 
Targeting via CRM integration 
(e.g., campaigns, customer 
profiles)      

        
Analytics               

 
Our Analytics 
Requirements 

Describe your capabilities today 
as related to content analytics: 
1. Analyzing all content artifacts 
(central dashboard) 
2. Real-time reporting & 
notification 
3. Deploying predictive 
analytics to drive content 
marketing      

  

What specific content 
analytics/measurement pains 
are you trying to solve with new 
content marketing software? 
Describe your wishlist for 
analytics capabilities.      

        



 
Vendor’s Analytics 
Capabilities 

Does your software offer a 
dashboard interface?      

  

Are you able to customize 
dashboards? (e.g., metrics, 
permissions, reporting, etc.)      

  
Are you able to customize 
metrics?      

  

Is your software able to 
manage conversations in real-
time?      

 
Specific Analytics 
Features: 

(Indicate if/how your software 
serves the following today) 
Content analytics & reporting 
Predictive analytics 
Viewer targeting by content 
interaction 
Analytics by individual piece of 
content  
Analytics by platform type 
Analytics accessible via mobile 
Real-time updates      

        
Distribution               

 
Our Distribution 
Requirements 

Describe your content 
distribution capabilities today:  
1. Disseminating content across 
multiple channels 
2. Displaying content correctly 
across channels (incl. device 
types) 
3. Deploying paid media 
strategically across channels      

  

What specific content 
distribution pains are you trying 
to solve with new content 
marketing software? Describe 
your wishlist for distribution 
capabilities.      

  
What channels do you 
distribute content to today?      



  
Which channels will be required 
for distribution in the future?      

        

 
Vendor’s Distribution 
Capabilities 

Describe vendor’s out-of-the-
box capabilities and workflow 
for content distribution today?      

  

If work with outside distribution 
companies, who are your 
preferred vendors?      

  
Does vendor offer sharing 
embedded within articles?      

  
Do you offer native advertising 
integration?      

 
Specific Distribution 
Features: 

(Indicate if/how your software 
serves the following today) 
Simultaneous cross-channel 
publication 
Mobile deployment + auto 
formatting 
Ad creation & deployment      

 
Distribution 
Channels: 

Facebook 
Twitter 
LinkedIn 
YouTube 
Pinterest 
Community/Forum 
Blog 
CMS/Client site      

 
Advertising 
Integration 

Facebook 
Twitter 
LinkedIn 
YouTube 
Pinterest 
Community/Forum 
Blog      

        
Workflow               



 
Our Workflow 
Requirements 

Describe your content 
marketing workflow today:  
1. Organizing content cadence 
2. Streamlining approval 
process across necessary 
stakeholders 
3. Talent sourcing & 
management      

  

What specific content workflow 
pains are you trying to solve 
with new content marketing 
software? Describe your 
wishlist for workflow 
capabilities.      

 
International 
Requirements 

Languages 
Alphabets 
Countries 
International Channels      

        

 
Vendor’s Workflow 
Capabilities 

Describe vendor’s out-of-the-
box capabilities around 
workflow and collaboration 
today:      

  

Do you offer a searchable, 
universal DAM with inventory 
reporting, usage rights, etc.      

  

Do you offer a Content 
Management System, 
integratable with other 
systems?      

        



 
Specific Workflow 
Features: 

(Indicate if/how your software 
serves the following today) 
Editorial Calendar (multiples; 
regions; LoBs)  
Editorial Management      
Approvals 
Automatic Notifications 
Cross-collaboration/Employee-
sharing  
Real-time Updates 
Talent-sourcing/Management 
Journalist/Freelancer Content 
Engine or Network      

        

 
Vendor Capabilities: 
International 

Which of the above 
international requirements is 
your solution able to support 
today?      

        
Legal & Compliance               

 

Our Legal & 
Compliance 
Requirements 

Describe your capabilities as 
related to legal & compliance 
for content marketing today: 
1. Profiling content for 
compliance 
2. Storing & disposal of 
historical content 
3. Legal approvals      

  

What specific legal and/or 
regulatory compliance pains are 
you trying to solve with new 
content marketing software? 
Describe your wishlist for legal 
& compliance capabilities.      

        

 

Vendor’s Legal & 
Compliance 
Capabilities 

Describe vendor’s out-of-the-
box capabilities around legal & 
compliance today:      

  
Are you able to customize legal 
workflow (e.g., approval      



methods, notifications, 
channels, etc.) 

 

Specific Legal & 
Compliance 
Features: 

(Indicate if/how your software 
serves the following today) 
Automatic document profiling 
(for specified keywords) 
Content logging (for 
compliance) 
Compliant content storage  
Content disposal (after 
designated time has elapsed) 
Notification system for legal 
Sign-offs & Approvals (internal 
and departmental)      

        
        
APPENDIX               
Integration Requirements               
List of Integration Needs        
        

Ad Exchanges 

Display Ad Inventory 
Sources (ad 
networks, 
exchanges, 
publishers, etc.)       

 

Mobile Ad Servers 
(e.g., MoPub, 
mAdServer)       

 
Ad Servers (e.g., 
OpenX)       

Data & Analytics 
Web Analytics (e.g., 
Google Analytics)       

 
Business Intelligence 
(e.g., SAP, Tableau)       

 
CRM (e.g., 
Salesforce.com)       

 
Mobile Data (specify 
which)       



 

E-Commerce 
Platforms (e.g., 
Shopify, Magento)       

 

A/B Testing Tools 
(e.g., Optimizely, 
Maxymiser)       

Digital Media 

Publisher/News 
Outlets (e.g., New 
York Times, 
Buzzfeed)       

 
Blogs (e.g., 
Wordpress)       

 
Video Platforms 
(e.g., Kaltura, Ramp)       

 
Audio Platforms 
(specify which)       

 

Image Platforms 
(e.g., Shutterstock, 
iStock)       

Marketing Cloud 

Other Content 
Marketing Tools 
(e.g., Adobe)       

 

Marketing 
Automation (e.g., 
Marketo, Eloqua)       

 
SMMS (e.g., 
Radian6)       

 Publishing Tools       

 
Embedding Tools 
(e.g., Embedly)       

 

E-Mail Marketing 
Tools (e.g., 
MailChimp)       

 

Influencer ID Tools 
(e.g., Klout, 
LittleBird)       

Search Engines 
Search Engine 
Optimization       

 
Enterprise 
Collaboration Tools       



(e.g., Chatter, 
Yammer) 

Storage Platforms 
Cloud Storage (e.g., 
Dropbox, Box)       

 
CMS (e.g., Joomla, 
Sitecore)       

 

DAM (e.g., 
ThirdLight, 
WebDAM)       

 
Web Servers (e.g., 
AWS, GoDaddy)       

Syndication Tools 
RSS Feeds (specify 
which)       

 
Syndication Widgets 
(specify which)       

 

  



Vendor List Spreadsheet, Part 1 

Below is a chart of vendor-submitted data gathered in Spring 2014 for our recent research report, Content Marketing Software 
Landscape: Marketer Needs & Vendor Solutions published May 15, 2014. Please note there are more than 150 content marketing 
vendors in this landscape today, with more entering rapidly. Altimeter Group fielded this survey to 110 content marketing software 
providers; the following shows all responses we received (n=53 vendors). 

KEY: This information is self-reported by the surveyed vendors who were asked to rank, in order, the top three use cases they 
support (1-3), as well as to indicate which other use cases their solution addresses (o). If a vendor does not report supporting a use 
case, it is designated with an x (X). 

Company 
Name: Please 
indicate the 
following: 

WORKFLOW: Tool that 
aids in processes 
associated with content 
strategy, including 
creating governance 
documentation (style, 
editing, and brand 
guidelines), content 
audits, production, review, 
approval, and publishing 
processes, etc. Altimeter 
has identified 9 core USE 
CASES across content 
marketing applications. In 
some cases, these are 
parent categories for 
specific features. Please 
select which of the 
following use cases your 
software supports: 

CURATION/AGGREGATION: 
Tool or processes that aid 
in the discovery, compiling, 
organizing, presenting, and 
publishing of existing 
content in a meaningful way 
that is on-brand and 
relevant to campaign goal: 
Altimeter has identified 9 
core USE CASES across 
content marketing 
applications. In some 
cases, these are parent 
categories for specific 
features. Please select 
which of the following use 
cases your software 
supports: 

CREATION: Tool that 
aids in developing, 
building, and 
deploying consistent 
content: Altimeter has 
identified 9 core USE 
CASES across content 
marketing 
applications. In some 
cases, these are 
parent categories for 
specific features. 
Please select which of 
the following use 
cases your software 
supports: 

DISTRIBUTION: Tool that 
helps content publishers find 
audiences via, for example, 
suggested headlines or 
stories across publisher sites 
or social networks: Altimeter 
has identified 9 core USE 
CASES across content 
marketing applications. In 
some cases, these are parent 
categories for specific 
features. Please select which 
of the following use cases 
your software supports: 

Adobe o o 1 o 
Ahalogy 3 1 X X 
BloomReach X 1 X X 
Brandle, Inc. 3 X o X 
BrightInfo X X X X 
Contently 2 o 1 X 
Curata X 1 o 3 
DivvyHQ 2 X 1 X 



Ebyline 2 X 1 X 
Expion LLC. 2 o o 1 
Flite Inc. o 1 X o 
idio X o X X 
InboundWriter X X 1 X 
inPowered X 1 X o 
Kapost 1 o 3 o 
Kentico 
Software 2 o 1 X 
Kontera X o X 3 
Linqia, Inc. 2 X o 3 
Livefyre X 2 1 o 
LookBookHQ X 1 2 X 
Mass 
Relevance X 1 o o 
MovableMedia X X 3 2 
NewsCred 1 3 2 o 
nRelate X o X 1 
OneSpot X X X 1 
Oracle 3 o 1 o 
Outbrain X o X 1 
PaperShare 
Inc X X o 1 
Percolate 1 o 2 o 
Percussion 
Software 2 X 1 X 
Pixlee  1 3 X 
Rallyverse 3 1 2 o 
ReadyPulse o 2 o o 
RebelMouse o 1 2 3 
Repost X 1 X 2 
salesforce.com 3 o 1 o 
Scoop.it X 1 X 2 
Scripted.com 2 X 1 3 
SimpleReach X o o 2 
Skyword 2 X 1 o 
SnapApp o X 1 2 
SocialFlow 3 o o 2 



SocialWhirled 2 o 1 X 
Springpad X 1 2 3 
SqueezeCMM    X 
Stipple X 1 2 X 
Storify (by 
Livefyre) o 1 2 X 
Studio One X o 2 1 
TapInfluence o o 1 2 
Thismoment 3 1 X X 
Trapit, Inc. 3 1 X X 
TripleLift X 1 o 3 
Visually 3 X 1 2 

 

  



Vendor List Spreadsheet, Part 2 

Company Name: 
Please indicate the 
following: 

AUDIENCE & 
TARGETING: Tool to 
help identify who the 
target audience(s) 
is/are, where there are 
online, and the types 
of content that would 
attract them.: 
Altimeter has 
identified 9 core USE 
CASES across 
content marketing 
applications. In some 
cases, these are 
parent categories for 
specific features. 
Please select which of 
the following use 
cases your software 
supports: 

ANALYTICS: 
Independent of basic 
web analytics 
packages, content 
tools often contain 
their own specific 
analytics and 
dashboards. These 
can be wide ranging 
and are, of course, 
closely aligned with 
tool functionality.: 
Altimeter has 
identified 9 core USE 
CASES across 
content marketing 
applications. In some 
cases, these are 
parent categories for 
specific features. 
Please select which of 
the following use 
cases your software 
supports: 

OPTIMIZATION: Tool 
designed for ongoing 
optimization of 
content marketing 
results over time.: 
Altimeter has 
identified 9 core USE 
CASES across 
content marketing 
applications. In some 
cases, these are 
parent categories for 
specific features. 
Please select which of 
the following use 
cases your software 
supports: 

LEGAL & 
COMPLIANCE: Tool 
designed to identify 
and meet industry-
specific regulations 
and legal review 
requirements.: 
Altimeter has 
identified 9 core USE 
CASES across 
content marketing 
applications. In some 
cases, these are 
parent categories for 
specific features. 
Please select which of 
the following use 
cases your software 
supports: 

Adobe o 2 3 o 
Ahalogy X o 2 o 
BloomReach X 3 2 X 
Brandle, Inc. o 1 X 2 
BrightInfo 1 3 2 X 
Contently X o X 3 
Curata o o 2 o 
DivvyHQ X X X 3 
Ebyline X o X 3 
Expion LLC. X o 3 o 
Flite Inc. X 3 2 X 
idio 1 2 3 X 
InboundWriter o 3 2 X 



inPowered o 3 2 X 
Kapost o 2 o o 
Kentico Software 3 o o X 
Kontera 2 1 o X 
Linqia, Inc 1 o o X 
Livefyre X X 3 X 
LookBookHQ X 3 X X 
Mass Relevance X 3 2 o 
MovableMedia 1 o X X 
NewsCred o o o o 
nRelate 3 o 2 X 
OneSpot 3 o 2 X 
Oracle 2 o o o 
Outbrain X 2 3 X 
PaperShare Inc o 3 2 X 
Percolate 3 o o o 
Percussion Software X X 3 o 
Pixlee X 2 o o 
Rallyverse X o o X 
ReadyPulse 1 o o 3 
RebelMouse X o o o 
Repost o 3 o X 
salesforce.com 2 X X X 
Scoop.it X 3 X X 
Scripted.com X X X X 
SimpleReach o 1 3 X 
Skyword X o 3 o 
SnapApp X 3 o X 
SocialFlow o o 1 X 
SocialWhirled o 3 o X 
Springpad X X X X 
SqueezeCMM 3 1 2 o 
Stipple 3 o o o 
Storify (by Livefyre) X X 3 X 
Studio One 3 o o X 
TapInfluence o 3 o o 
Thismoment X 2 X o 



Trapit, Inc. X 2  X 
TripleLift o o 2 X 
Visually X o X X 
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Executive Summary:
Driving customers into stores has long been the end-goal of nearly all types 
of advertising. However, traditional campaigns are limited in their ability to 
continue doing this, as consumers require more than just brand awareness 
to make a purchasing decision. 

Fortunately, there is a great opportunity in harnessing the power of digital 
content and media to reach customers, and influence their decision not just 
to come into a store, but to take action once they’re there. Brands can now 
communicate with customers in the way they demand, which is to be recognized 
as unique individuals, with unique histories, preferences and buying behavior. By 
embracing the one-to-one advertising model instead of one-to-many, brands 
stand not only to gain foot-traffic into their stores, they are able to gain the all-
important loyalty of a customer.

This report shows how brands can reap the numerous benefits of this approach. 
Through in-depth interviews with marketers from today’s leading CPG and retail 
brands, the report highlights the efforts companies are making to embrace this 
vision, as well as the wins they have recorded as a result.

The report also explores the organizational, logistical and technological 
challenges that can impede the implementation of a targeted advertising 
strategy, while at the same time listing the risks, and opportunities that would be 
missed by not embracing the strategy at all.

As a final takeaway, we have included a list of requirements and 
recommendations that each company can utilize as a roadmap to get started 
on creating targeted content, unifying messages across multiple digital channels, 
and building long-lasting relationships with their customers. onboard

local

social



Introduction:
Reports on the demise of bricks-and-mortar 
stores aren’t just greatly exaggerated, they’re 
simply untrue. Despite the rise of the internet, 
e-commerce and Amazon, in-store purchases 
still account for 90% of customer transactions.1 
No matter how digitally savvy the customer, 
walking into a physical store to purchase has 
been, and will continue to be not just a significant 
part of the shopping experience, but by far the 
most important touch point. 

What has changed however is the way people 
consume messages about the stores they visit, 
and the products they buy. Print circulars used to 
be the predominant way to entice customers into 
visiting stores, but with declining distribution and 
circulation, that channel isn’t as effective anymore. 

“Our buyer has really moved fast 
in digital over the last two years, 
that’s where they’re spending their 
time,” says Grimur Fjeldsted, digital 
innovation manager at Innovation Lab 
ECCO. “Their time with magazines 
and newspapers has decreased 
dramatically.”

If brands and retailers can realign their marketing 
strategies with how people actually shop - and 
leverage technology to deliver local, shopper-
specific, actionable content – they will see a 
higher return on ad spend and increased  
in-store sales.

With the advent of mobile screens and social 
media, brands have an incredible opportunity to 

reach their customers wherever they are, at any 
point in the day. However, that sort of access 
comes with a great responsibility, which is to 
respect the customer’s time by delivering only 
the most relevant content, at exactly the right 
moment in the day.

In the last few years, brands have become 
very good at targeting people of a specific 
demographic or geographical location.  
However, to create really compelling content for 
a customer, they must be targeted according 
to what they do, not just what they look like, 
or where they live. Today, brands can access 
data about each individual customer’s buying 
behavior, and use it to craft uniquely relevant 
content, that provides utility, and real value to a 
customer. This type of personalized content is far 
more effective in getting customers to take real 
revenue generating actions, rather than simply 
registering the name of a brand.

Digital marketing investments can and must 
build more than brand awareness. They should 
be local, personal and contextually aware to 
engage omnichannel consumers. “Local” must 
be redefined to include more than mere location. 
It now encompasses context and connectivity: 
Who, What, and When, in addition to Where.

3

1http://www.atkearney.com/documents/10192/4683364/On+Solid+Ground.pdf/f96d82ce-e40c-450d-97bb-884b017f4cd7



4

Challenges That Impede Investment  
in Digital Targeting
Despite the wealth of customer demographic and behavioral data now available at any advertisers 
fingertips, brands still experience considerable challenges in effectively utilizing this type of information. 
In Altimeter Group’s 2015 Digital Strategist Survey, we asked 500 CPG brands and retailers what 
their biggest challenges were when it came to using this type of information for digital advertising 
campaigns. The chart below illustrates the results:
 

BIGGEST CHALLENGES  
TO USING DIGITAL  
ADVERTISING CAMPAIGNS

Q5. Thinking of your answers to the last question, what are 
the biggest challenges to using these types of information 
in your digital advertising campaigns?  

Source: Altimeter Digital Strategist Survey, 2015

BRANDS RESTRICT DIGITAL 
MARKETING TO “BRAND BUILDING”  
Although it would be hard to find a brand that 
doesn’t make use of digital channels today, most 
of them believe digital marketing is best deployed 
as a brand-building tool. That’s why the social 
media presence of a lot of CPGs and retailers 
is limited to being entertaining, and announcing 
upcoming promotions. While online display ads 
are usually no different than what a customer 
might see in a magazine or a billboard, containing 
much of the same taglines and visual content. 

By focusing only on awareness, brands end up not 
taking the entirety of the offline/online customer 
journey into account when planning advertising 
experiences. Today’s digitally empowered shopper 
doesn’t just need a brand message, or generic 

item and price; they need/expect/demand 
more robust and relevant information to make 
decisions. “We’re not even scratching the surface 
as it relates to being specific in shopper targeted 
messaging,” says Janelle Anderson, VP of shopper 
marketing at PepsiCo. 

Digital channels such as social media, mobile 
and online display are well suited for delivering 
a consistent brand message to a lot of eyeballs 
at once, but they also present opportunities 
for reaching individual customers with unique 
messages that are relevant only to them. This 
allows digital channels to act not just as brand-
building vehicles, but as a place where customers 
can be convinced to take action that translates 
into actual revenue.

Lack of budget

Not a priority right now

Lack of the right roles

Technologies don’t 
offer this functionality

Limited access to tools 
and/or training

Don’t understand the 

Lack of executive support

Insufficient coordination 
between departments

Difficult to scale

Inability to track and 
measure performance

Not sure how to

56%
57%

4%
4%

3%
3%

53%
54%

46%

CPG

Retail

34%

36%
28%

29%
31%

29%
30%

24%
35%

16%
17%

5%
7%
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MOST MARKETING EFFORTS LACK  
AN INTEGRATED APPROACH
 
Although “digital” is an all-encompassing term for all digital channels, in practice, most companies 
take a siloed, channel-specific approach to customer engagement. The social, web, mobile and 
e-commerce teams all operate on their own terms, with their own creative content, budgets and 
strategies. However, customers want to be recognized as unique individuals across all touchpoints with 
a brand, and the only way to fulfill that demand is to coordinate the efforts of all channel silos with a 
single, unified strategy.

“In general, companies don’t do a great job bridging online with offline experiences, primarily based 
on how they’ve been historically structured on the client side and how they are being incentivized,” 
says Ron Blevins, VP of digital strategy at Novus Media. “For example, the e-commerce group has 
a primary focus on driving sales revenue in that specific channel, which is sometimes at odds with 
the customer journey, since a lot of customers shop by using the website to do research before they 
purchase in-store.”

While brands have been crafting messages with the goal of driving people into stores, they often lack 
a clear strategy for doing it effectively, especially when it comes to coordinating all the channels of 
communication at their disposal. According to Altimeter’s 2015 Digital Strategist Survey, 60% of  
CPG and retail companies said they created digital messages to drive in-store purchases.  
However, only 37% of those companies said they had a strategy in place to provide a unified  
customer experience in the path from online information to in-store purchase (Fig. below) 

 
MATURITY OF DIGITAL  
ADVERTISING/MARKETING STRATEGY

Strongly Agree/Agree

Our digital advertising/marketing messages 
are tailored to drive a local outcome i.e. make 
a purchase in-store.

Driving in-store traffic and sales is a key 
success indicator of our digital 
advertising/marketing strategy.

Our mobile strategy helps customers bridge 
the online to offline shopping experience.

We have a strategy in place to create a 
seamless customer experience from getting 
information online (web, social, mobile) to 
purchasing in-store.

60%

59%

51%

37%

Q1. Please indicate how strongly you agree or disagree with these statements 
Source: Altimeter Digital Strategist Survey, 2015
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IMPRESSIONS DON’T MEAN 
CONVERSIONS 
When it comes to digital advertising, the most 
commonly used metric for success is number 
of impressions. While this may serve as a 
good indicator of how much reach a brand 
has on any given channel, it’s not necessarily a 
measure of engagement, and its link to sales 
is tenuous at best. Focusing on impressions 
usually means the goals at the top of the 
funnel and the bottom of the funnel aren’t 
aligned. It’s only when digital ads are coupled 
with targeting and action-driven messaging 
that they start truly contributing value.

MARKETERS HAVE A LIMITED 
DEFINITION OF “LOCAL” 
The term “local” immediately brings to mind 
“location,” and indeed there is great value in 
being able to target customers based on their 
geo-location. However, “local” can mean so 
much more than a zip code. There is a tangible 
value in expanding “local” to include Who, 
What and When in addition to Where. While 
proximity to a store can make a customer walk 
into it, messages that target customers based 
on who they are, and the previous actions they 
have taken are far more effective in getting 
them to spend money once they enter. 

The latest advertising and data tools now 
offer advertisers a remarkable degree of 
granular insight into an individual customer. 
Imagine how much more likely a customer is 
to spend money in a store when they’ve been 
sent a message about their favorite product 
being in stock, or given a discount coupon for 
an item they repeatedly stock up on. The true 
potential of “local” is the great opportunity 
that most brands are currently missing.

COMPANIES FACE 
ORGANIZATIONAL AND 
TECHNOLOGICAL CHALLENGES 
Coordinating a marketing strategy across 
multiple channels is difficult as it is, and it’s 
even more challenging when the organization 
isn’t set up to support that type of approach. 
To execute a dynamic advertising/content 
strategy across channels requires a 
tremendous amount of coordination between 
multiple teams, such as the social team,  
point-of-sales team and the mobile team. 

“If you want to do a project like 
this and do dynamic advertising 
- there has to be someone who 
coordinates with all these teams, 
to make sure everyone is happy, 
and all the data is connecting,” 
says Anya Cheng, senior director, global digital 
product at McDonald’s (and formerly general 
manager, tablet product at Target.) 

“This effort involves a lot of politics, the 
marketing team isn’t going to spend one month 
coordinating with all these teams, and don’t 
really understand how to view and analyze 
consolidated data.” 

Managing data remains a major technological 
challenge. Multiple teams cannot execute a 
unified cross-channel advertising strategy 
without having a single repository of customer 
data, gathered through all available sources. 
The backend CRM systems are difficult to 
integrate and the complexity increases 
exponentially as more digital channels  
are utilized.
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BUDGETS ARE 
LIMITED AND 

AREAS OF 
INVESTMENT 

AREN’T OBVIOUS 

SKILLED 
PERSONNEL 
ARE SCARCE 
RESOURCES 

 
LACK OF  

CONTENT 
PLANNING 
FUNCTION

Budgets are always going to be a constraint, especially when it comes 
to pursuing a new, untested initiative, such as targeted messaging or 
dynamic messaging. A lot of companies are still investing the bulk of their 
marketing budgets in direct mail and printed circulars, which might be old 
methods, but are still expensive. 

Even if the majority of the budget does go towards digital (which is 
becoming more common,) deciding the areas of allocation can be tricky. 
“Maybe it’ll work, maybe it won’t, this is the innovator’s dilemma,” says 
Cheng. “I could spend ten on print circulars, or I could spend five on 
circulars and the other five on mobile and online. But you don’t know 
which combination has the reward, you just have to believe in it.” 

Even if all the customer data could be unified and viewed on a single 
platform, there’s still the matter of making sense of it all. Data scientists 
are a scarce, expensive resource and utilizing them to make smart 
marketing decisions is still mostly a trial-and-error process. “Not a lot of 
people know how to do this right from end-to-end,” says Siping Roussin, 
head of analytics and optimization, eServices at Lenovo. “Finding the 
right talent and the right partners is difficult.”

In addition to internal data management, large brands often rely heavily 
on local agencies or teams who are well-versed in that geography, when 
it comes to running hyperlocal campaigns or promotions. However, this 
requires a lot of coordination and information sharing to make sure all 
the teams are on the same page. “The level of knowledge is not the  
same across different geo-location teams, often times our efforts go  
into aligning subject matter experts with geo-locations -and bridging  
the understanding across teams,” says Roussin. “Not everyone has 
the same comprehension of technology that’s available, so constant 
education is crucial.”

 

Creating the right type of content and delivering it in the right context 
is ‘no mean feat,’ especially when it needs to be done at scale. Most 
companies lack a dedicated creative and content planning function that 
can achieve this high level of personalization. If the content is produced 
in-house, it’s often unclear who owns this function and if it is outsourced, 
it lacks the quick coordination for item pricing, promotions and real-time 
decision making that is crucial for delivering relevant material.
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The Risks of Not Investing In a Unified 
Digital Strategy
In a world where the rate of innovation is moving at breakneck speed, brands and retailers can’t afford 
to be stagnant. The risks of not embracing digital to be a primary driver of all types of sales are far 
greater than the risks they incur of wading into new territory. Here are the major risks outlined:

Not fulfilling local customers’ wants: 
When customers demand to be treated 
as unique, recognizable individuals 
across all company touchpoints, it 
becomes risky to not deliver that 
experience to them. This becomes a ripe 
opportunity for competitors to capture 
those customers.

Frustrating loyal customers:  
Most successful companies are built on 
the support of their existing customers, 
not the addition of new ones. By not 
delivering content to customers that 
makes them feel recognized, or that 
they have a personal relationship with 
a brand, it could alienate longtime 
supporters, who only need one bad 
experience to take their business 
elsewhere. Imagine a grocery store 
continuously sending discount coupons 
for meat to a longtime shopper who is 
a vegetarian. Or a department store 
sending an in-store promotion for 
children to a childless couple. Customers 
no longer want to be part of a faceless 
mass. They demand to be recognized 
as individuals, and are very much 
aware that the ability for brands to  
do this exists.

Less foot traffic: While print and other 
traditional marketing methods are not 
going to completely disappear, their 
influence and reach is diminishing each 
year as customers add other channels 
to their daily content consumption mix. 
Continuing to invest in these traditional 
channels at the expense of digital will 
result in diminishing relevance, and 
correspondingly, less people coming in 
to stores. 
 

Inability to track, measure and report 
on local marketing: By far, the biggest 
advantage digital has been able to 
offer is the ability to track and measure 
the advertising efforts put in place. 
This leads to more efficient budgetary 
allocation, more knowledge of the 
customer and more concrete decision 
making, when it comes to serving the 
right content to the right audience. 
These capabilities simply don’t exist 
in a non-digital realm, which still relies 
mostly on second hand, sample sized 
knowledge provided by publications  
and networks.
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The Opportunities
Despite the many challenges, and risks involved, the rewards in digital advertising are exponential 
once the many cogs start clicking into place. Here are the major opportunities we’ve identified:

ADVERTISING BECOMES ONE-TO-ONE, INSTEAD OF ONE-TO MANY 

local.social.

Retailers and brands have an opportunity to 
connect with their customers on a far more 
meaningful level than simply advertising at 
them. Through targeting, they can create 
solutions for a customer that solve problems 
that are specific to those individuals and their 
lifestyles. Knowing a customer’s likes and 
dislikes, what time of the month they are most 
likely to buy, or what type of promotion they 
are most likely to take advantage of is crucial 
information, for personalizing content. 

Once a customer realizes they are being treated 
as an individual rather than a demographic 
segment, there’s a greater chance of them 
remaining loyal to that brand, and even 
advocating on their behalf. In essence, digital 
advertising now allows B2C marketers to bring 
the intimacy, and long term engagement of a 
B2B customer relationship to its audiences.
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ENGAGE CUSTOMERS WHEREVER THEY ARE
 
Until a customer walked into a store and bought an item, it was difficult to know who they were, not 
just in terms of demographics, but in terms of their interests, habits and responsiveness to content. 
All of that can now be measured by reaching customers at all the digital locations they visit before 
coming to the store. This includes the company website, search results, mobile, social media and 
email. Instead of building the store and waiting for them to come, marketers can engage customers 
where they already are. 

“It’s critically clear that digital advertising drives in-store traffic, whether we do it through 
retargeting, paid search for services, or mobile advertising,” says Alison Corcoran, SVP marketing 
of North American stores and online at Staples. “Display does a good job for in-store and online, 
Search does drive some in-store, but more online. Retargeting depends on audience - Social drives 
in-store but not too much online and affiliate marketing drives more to our site.”

Mobile is an especially potent addition to this mix, since it is a gateway to the customer at all times. 
There is a delicate balance to be implemented, which avoids bombarding a customer with constant 
messaging, and instead sending them a meaningful message at the moment when they are most 
likely to take action. 
 

“There’s a lot of opportunity for retailers to message people while  
they’re at that moment of truth, while they’re in store,” says Novus 
Media’s Blevins. “We’ve done testing with beacons and in-app 
messaging, which runs the gamut from pushing content to 
providing a unique customer experience.” He adds,  
“If mobile is not the first thing when they’re thinking 
about how to engage with customers, it should be.”
 

Digital also solves a scalability problem that traditional messaging 
can’t. Erik Rosenstrauch, president and CEO of the marketing agency 
Fuel Partnerships recently found success with this omni-channel 
approach when launching the new Sbyke scooter at Walmart during 
the holiday season. “How do you market to 500 stores across the 
country? You can’t use any traditional methods because they’ll be 
highly inefficient,” says Rosenstrauch. “We came up with a digital 
campaign that was both mobile, and web, and highly targeted, 
advertising only to people within a five-mile radius of each store.” By 
leveraging a variety of databases to get to the correct IP addresses 
and mobile numbers, Fuel was able to track the people who responded 
to the ads, and service them with additional content, such as video demos 
and visual information. These efforts resulted in a 700% lift in sales.
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KNOW WHAT’S WORKING 
Attribution has always been a problem when it comes to traditional advertising. Most companies 
lacked the concrete evidence that proved their messages in print, TV and radio were actually what 
was driving customers into stores. With basic digital display advertising, much of the same problem 
remains, it’s difficult to link an ad impression, or even a click to a person showing up in store. However, 
if there is strategy in place that links online customer activities with offline behavior, this attribution 
becomes far easier to see, and leverage. 

To achieve this, it’s necessary for both the offline teams and online teams to be able to see the same 
customer information, in real-time. More important, digital messages must function beyond brand 
awareness.  Messaging might include information about product availability, specific promotions that 
can only be availed in-store, or knowledge of local events/conditions that make the message more 
compelling, and relevant to each customer. Different combinations of messages, content and delivery 
times can be tracked to see what’s working, leading to even more optimization of the advertising efforts.

STRENGTH IN LOCAL 
Local is the secret weapon for retailers/brands 
to push competitors  (and Amazon) off their turf 
and bring shoppers back into their storefronts.  
Specific knowledge of local events, conditions, 
culture and people can be powerful in the hands 
of a skilled digital marketing team, that can 
program ads to serve up dynamic content based 
on who will view them.

“We’re doing more and more 
creative based on location,” says 
Sarah Baehr, executive vice president 
of Carat Agency. “We are taking 
ShopLocal feeds and creating 
localized e-circular content and  
have seen a connection - when 
someone has viewed an e-circular  
ad, their propensity to take 
meaningful action from the next  
ad view is materially higher.”

Paolo Mottola, content marketing manager at 
the outdoor gear and clothing company REI 
says his team found success by leveraging local 
knowledge of weather. “We created dynamic 
content by developing relevant creative and 
messaging, and partnering through weather 
services to serve those ads dynamically as the 
weather changes,” says Mottola

Local targeting doesn’t even have to be very 
complex to work. Through a partnership with the 
Waze app, Target was able to get customers into 
its store simply by messaging them when they 
were in close proximity to a store location.
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Requirements to Begin Implementing 
this Vision

MARKETING MUST BE  
CHANNEL AGNOSTIC 
The channels might change but the customer 
remains the same. It only makes sense then to 
have a marketing strategy that is not specific to 
the channel, but specific to the customer. To truly 
have a chance of engaging a customer where 
they are most likely to respond, a brand must 
adopt a mindset where it can create equally 
engaging touchpoints across mobile, social, the 
web, email or a point-of-sale. The end goal must 
not be an engagement metric for that specific 
channel, it must be to get the customer into  
the store. 

“The consumer doesn’t really care which channel 
they buy the products on. Organizationally, it’s 
very challenging because there are different 
owners of distribution channels, and of the 
markets,” says ECCO Lab’s Fjeldsted. “Back in 
the day, many retailers were afraid of online,  
they feared it was taking sales away from the 
retail business. And what we’ve learned now is 
that the two have to go hand in hand.”

CONTENT MUST BE  
CUSTOMER CENTRIC 
In an omni-channel digital approach, content 
plays a key role in influencing the actions of 
a customer. To be truly effective, the content 
needs to solve a problem, or provoke some sort 
of interest in the audience, rather than having 
a purely commerce aspect to it. This is why 
it’s important to have a content strategy that 
is centered around the customer, and not the 
brand’s efforts to sell to them. 

“Don’t sell to them, let them 
experience it,” says Matthias Wirkner, 
global digital marketing manager 
at Adidas. “With changing media 
preferences, it’s more about finding 
content that drives conversion.”

That said, the content created must be modular 
enough to be used and re-used across multiple 
channels and media, while at the same time 
having enough elements of personalization to 
make each customer feel unique.

“When it comes to creative, it’s important that 
we’re not trying to message just a product, and 
we think about the scale of how much creative 
we need to develop to achieve that level of 
personalization,” says REI’s Mottola. “Even with 
good data on who the customer is or where they 
are, if you’re not nailing the message, it’s not 
going to appear personalized.”

To produce and utilize content at the scale 
Mottola talks about, it’s crucial that companies 
understand the optimal mix of paid, earned 
and owned media they need to deploy. While 
paid media does most of the heavy lifting when 
it comes to customer engagement, there’s no 
reason why owned and earned content can’t 
perform much of the same function (at a fraction 
of the cost) of provoking interactions, solving 
consumers’ problems, and convincing them to 
get into the store.
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TECHNOLOGY AND PARTNERSHIPS MUST SUPPORT  
A UNIFIED STRATEGY 
Once a unified, sustainable strategy is put in place that extends through all 
departments of the organization, it must be executed with the help of the right 
technology platform. These platforms should enable cross-departmental teams to 
have a single, up-to-date view of the customer that allows for real-time engagement 
on whatever channel they are present on. The capabilities of these platforms must go 
beyond boilerplate CRM systems, and allow for plenty of integrations that enable data 
influx from varied sources, and predictive intelligence and marketing automation.

In addition to a data platform, content management is key, and a dedicated digital asset 
management platform can enable brands to create an infinite number of personalized versions of 
ads, using the same basic creative elements. To truly deploy dynamic content, or versioning at scale, 
a high-functioning DAM platform that connects to a personalization engine, or website optimization 
solution is a must-have. 

While the tools are important, they cannot be solely relied upon, especially when brands get into local 
targeting. In these instances, agencies and other service providers can be valuable partners.

THE RIGHT PERSONNEL TO PUT IT ALL IN PRACTICE 
Plans and technologies are only as good as the people putting them to use, and in when it comes to 
digital marketing, the right personnel can make all the difference. In addition to cross-departmental 
leaders to supervise the strategy through all the different channels, a brand needs data scientists to 
make sense of all the information, content experts that can create vast amounts of creative that can 
be customized automatically, and finally it needs leadership that has the belief (and the budget) to see 
it all way through.

However, this doesn’t mean that every organizational aspect of these efforts need to be put in place 
before a company starts executing on the plan. This is more of a continuous journey of innovation, with 
plenty of the data already at hand for an organization to start connecting the dots. All it needs is a few 
motivated individuals.

“When it comes to marrying online with offline efforts, technology is not  
a driver, but it is critical in making it happen,” says Staples’ Alison Corcoran, SVP 
marketing North American stores and online. “What is essential are people who are 
focused on customer experience, and are strong advocates for making it happen 
across all areas, whether it’s in-store, e-commerce or digital marketing.”
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Recommendations 
To conclude, we’ve provided a list of recommendations gleaned from conversations with our digital 
marketing expert sources, as well as our research.

• Incentivize visits to retail locations, with 
features such as order online, pick-up in store, 
store returns. These can be used in addition to 
sales, coupons and other promotional activity 
designed to attract foot traffic.

• Be mobile first, or at least primary, when it 
comes to formulating a content engagement 
strategy. When it comes to reach, and an 
opportunities for right-time and location 
targeting, few channels are better than mobile.

• Leverage the mix of paid, earned and 
owned media to maximize value from your 
budget, and engage customers outside the 
usual realms.

• Think online-to-offline when mapping the 
customer journey.

• Rethink the print circular. While it can’t be 
discounted just yet, it can provide more value 
when used in conjunction with other modes 
of communication. Circular content can be 
amplified across online channels to reach 
customers where they are actually gathering 
information to make a decision, rather than 
remaining static in one medium.

• Plan for online cross channel content with 
similar teams and processes that are in place 
for delivering offline content. This enables a 
coordinated strategy across paid, earned 

and owned channels, without having to start 
completely from scratch.

• Eliminate silos. Biggest challenge is to 
break down silos between departments, and 
channels. This makes it easier to get a unified 
effort for the best customer experience.

• Reconsider budget allocation to devote more 
towards digital spending, as well as identify 
the digital marketing tactics that give the most 
return on investment.

• Implement a measurement plan to track 
the effectiveness of local multi-channel 
campaigns. Discard vanity metrics like 
impressions to focus more on customer 
actions.

• Leverage loyalty data to personalize/
contextualize offers.

• Define local at every stage. Does it refer to 
a region, city, state or zip code? This can vary 
by the business, but also on a campaign level. 
More importantly, is “local” restricted only in 
the geographical sense, or can it be applied to 
Who, What and When, in addition to Where.

• Remain sensitive to customer privacy by not 
bombarding them with overly personalized 
messages. It’s important to balance relevance 
against creepiness.

 

Methodology
This report is a result of primary research conducted by the Altimeter Group team, which interviewed 
individuals from 20 CPG and retail brands, as well as agencies that are responsible for or influence 
advertising or content strategy within their organization. This research was supplemented by the 
results of an Altimeter Group Digital Marketing Survey polling 500 CPG and retail brands in the areas 
of digital advertising strategy, maturity, and challenges.



15

Acknowledgements
We would like to thank the following individuals who took the time to speak with us on the record for 
the purposes of this report:

Rex Conklin, media director at The Home Depot
Anya Cheng, senior director, global digital product at McDonald’s Corporation
Sarah Baehr, EVP and managing director of digital strategy at Carat USA
Ron Blevins, VP of digital strategy at Novus Media
Erik Rosenstrauch, CEO and president at Fuel Partnerships
Paolo Mottola, content marketing manager at REI
Doug Wurl, president Golf Galaxy at DICK’s Sporting Goods
Janelle Anderson, VP of shopper marketing at Pepsico
Alison Corcoran, SVP marketing North American stores and online at Staples
Matthias Wirkner, global digital marketing manager at Adidas
Matt Blonder, VP US eCommerce at Toys ’R’ Us
Grimur Fjeldsted, digital innovation manager at Innovation Lab, ECCO
Siping Roussin, head of analytics and optimization, eServices at Lenovo

Additional thanks due for the support of Charlene Li, editor; Christine Tran, 
senior researcher, and Omar Akhtar, copywriter and editor.

REBECCA LIEB  
Industry Analyst Rebecca Lieb (@lieblink) covers 
digital advertising and media, encompassing 
brands, publishers, agencies and technology 
vendors. In addition to her background as a 
marketing executive, she was VP and editor-in-
chief of the ClickZ Network for over seven years. 
She’s written two books on digital marketing: The 
Truth About Search Engine Optimization (2009) 
and Content Marketing (2011). Rebecca blogs at 
www.rebeccalieb.com/blog. 

ABOUT ALTIMETER GROUP:  
Altimeter is a research and consulting firm owned 
by Prophet Brand Strategy that helps companies 
understand and act on technology disruption. We 
give business leaders the insight and confidence 
to help their companies thrive in the face of 
disruption. In addition to publishing research, 
Altimeter Group analysts speak and provide 
strategy consulting on trends in leadership, 
digital transformation, social business, data 
disruption, and content marketing strategy.

CONTACT INFO:
Altimeter Group, A Prophet Company,
One Bush Street, 7th Floor | San Francisco, CA 94104
info@altimetergroup.com | www.altimetergroup.com | @altimetergroup | 415 363 0004



March 2015

By Susan Etlinger and Rebecca Lieb
With Jessica Groopman

Content Marketing 
Performance: 
A Framework to Measure Real Business Impact

A Best Practices Report



Executive Summary
Despite a surge in adoption of content marketing and of organizational content 
strategy, measuring the impact of content on the business is complex and fraught 
with strategic, organizational and tool challenges. Because the content and analytics 
markets are still fairly nascent, there are few to no standards that adequately 
capture the impact of content on the business, whether from a reputation, revenue, 
operational or brand perspective. 

Content strategists and digital marketers struggle to select the right metrics and 
frequently opt for measuring volume rather than impact when impact metrics are too 
complex to measure, or the required data or tools are not available. 

This report lays out a framework for measuring the impact of content across the 
business, and includes a set of case studies and recommended metrics to enable 
content strategists to approach measurement at the outset, rather than at the 
conclusion, of their content development initiatives. 



Marketers find measurement to be the single most formidable 
content marketing challenge.

Measurement is irrelevant unless the organization establishes 
appropriate KPIs at the outset.

Measurement focus is often too narrow. Looking exclusively 
at sales disregards too many other objectives that can deliver 
monetary value. Conversely, volume measurement is frequently 
disconnected from business objectives.

An ever-broadening range of tools, media, channels and 
integrations expands the possibilities for measuring content 
while complicating the measurement equation.

While marketers say measurement is a primary need, they are 
making content software investments elsewhere.1

Finally, content marketing has demonstrable value for 
business divisions outside of the marketing organization. 
Metrics proving this value are the strongest way to evangelize 
participation in content marketing; a tremendous and often 
untapped potential.
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From digital to social to mobile and everything in between, 
content marketing has become pervasive. However, most 
organizations’ ability to effectively measure their efforts fall 
significantly behind their ability to get content ‘out there’ on every 
screen and in every place. In a recent Altimeter Group survey, 
67% of marketers named measurement as the top area in which 
they needed to invest this year.2 Yet it’s not just that marketers 
feel hampered by their ability to measure the effectiveness of 
their content initiative – they are measuring too narrowly and 
sometimes too unimaginatively. New tools, channels, and media 
platforms create new measurement opportunities, coupled with 
the fact that content marketing can be applied to a wide variety 
of revenue-related goals other than (or in addition to) sales.
On Altimeter Group’s content marketing maturity model,3 
applying measurement and strategy to content initiatives is the 
second of our five levels of maturity. But measuring only for 
sales and leads – or simply relying on volume or vanity metrics 
such as “likes” and “views” that contain little innate business 
value or meaning – undermines and devalues investments in 
time, media, employee, technology, and vendor relationships.
Moreover, as participation in content initiatives increases and 
permeates the outward-facing and non-marketing divisions such 
as human resources, customer service and support, product 
groups, research and development, etc., which we call the 
Culture of Content,4 metrics and KPIs that are applied to content 
correspondingly shift. These divisions don’t directly support sales 
but instead have their own unique success criteria. To encourage 
participation in content initiatives, these groups can only be 
incentivized if content marketing supports their individual and 
departmental goals that clearly, while not always sales-related, are 
of high value to the organization. Again, demonstrating this value 
can only occur through measurement.

INTRODUCTION Organizations want to be able to recognize and quantify the value 
and benefits of their content marketing. Applying meaningful 
metrics and KPIs will demonstrate value, help garner additional 
resources and investment, recruit support and participation in 
content initiatives, aid in optimizing campaigns, and enhance 
the understanding of consumer wants and needs. This drives 
organizational efficiency in content conception, production, 
publishing, and dissemination across not only owned, but paid and 
earned media as well.
Our research repeatedly demonstrates that the majority of 
organizations are at a loss for not only how to accomplish 
useful, insightful and business oriented content metrics, but 
what KPIs should be put in place to measure content benefits. 
At its foundation, content strategy is establishing goals and 
benchmarks for content marketing, then selecting the tools, 
processes and governance that will best achieve these goals. 
Since the majority of companies still lack a documented content 
strategy, they also fall short in knowing what they want to  (or can) 
measure, much less having the tools and expertise to understand 
how to measure it.

67% 67% of marketers named 
measurement as the top 

area in which they needed to 
invest this year.  



CURRENT TRENDS 
In this research endeavor, our intention 
was to collect a portfolio of case studies 
and examples of metrics applied in ways 
that illustrate the less-obvious benefits of 
content across a variety of scenarios such 
as improved customer service, operational 
efficiencies, marketing optimization, etc. 
The reality is that content can support 
these goals (all of which can be connected 
to monetary value), but it was much more 
difficult to quantify than we expected.
The fact that we struggled to amass the 
case examples that follow underscores the 
current state of content metrics, as outlined 
in the “Key Findings” section.

A FRAMEWORK FOR 
CONTENT MEASUREMENT
In August 2011, Altimeter Group published 
A Framework for Social Analytics, in which we 
introduced “The Social Media Measurement 
Compass.” The intent was to demonstrate 
the many ways in which social media could 
deliver value for the business. Since then, 
the market has evolved to a point where 
content—which resides not only in earned 
media channels, but also in owned and paid 
media--has become a separate entity that 
is integral to organizations’ ability to scale 
their communication efforts. 

Beyond marketing and sales, content can 
play a critical role in improving brand health, 
augmenting the customer experience, 
reducing cost and risk, and many other 
goals of the business. Figure 1 (on the 
next page) is an evolution of the compass, 
illustrating the key value propositions of a 
well-crafted content strategy. 
Each point in the compass represents 
an opportunity for business-centric 
measurement; that is, measurement that 
directly ties to business objectives and 
strategies. For example, brand health 
metrics must actually quantify the health 
of the brand, the drivers affecting that 
health, and the changes over time in 
meaningful ways. Operational efficiency 
metrics may refer to cost savings, risk, 
crisis management, or even productivity 
improvements. 
Please note that organizational 
measurement strategies tend to be 
proprietary; companies typically do not 
want to share the “secret sauce” that helps 
them calibrate their content and business 
strategies. As a result, we’ve supplemented 
each section with an additional set of 
metrics to consider, as well as a rationale 
for using them. 

From digital to 
social to mobile 
and everything 
in between, 
content 
marketing 
has become 
pervasive. 
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These are by no means exhaustive, but should provide a starting-
point for organizations eager to derive deeper insights from the 
performance of their content. In many cases, the same “raw” 
metrics can be used as ingredients to answer many types of 
questions. In other cases, there are business or strategy-specific 
metrics that require data from other tools or sources, such as web 

analytics, business intelligence, market research, email marketing 
or CRM systems.
The case studies that follow show how organizations may use 
their content strategy to achieve a multitude of these types of 
objectives across the business.

FIGURE 1  BUSINESS VALUE OF CONTENT STRATEGY

Innovation
Collaborating with
customers to drive future
products and services

Brand Health
A measure of attitudes,
conversation and behaviour
toward your brand

Marketing Optimization
Improving the effectiveness
of marketing programs

Revenue Generation
Where and how your
company generates revenue

Operational Efficiency
Where and how your
company reduces expenses

Customer Experience
Improving your relationship
with customers, and their
experience with your brand

BUSINESS
GOAL



BRAND HEALTH 
A MEASURE OF ATTITUDES, CONVERSATION AND BEHAVIOUR TOWARD YOUR 
BRAND

MARKETING OPTIMIZATION 
IMPROVING THE EFFECTIVENESS OF MARKETING PROGRAMS

REVENUE GENERATION 
WHERE AND HOW YOUR COMPANY GENERATES REVENUE

OPERATIONAL EFFICIENCY 
WHERE AND HOW YOUR COMPANY REDUCES EXPENSES

CUSTOMER EXPERIENCE 
IMPROVING YOUR RELATIONSHIP WITH CUSTOMERS, AND THEIR EXPERIENCE 
WITH YOUR BRAND

INNOVATION 
COLLABORATING WITH CUSTOMERS TO DRIVE FUTURE PRODUCTS 
AND SERVICES

CONTENT 
MEASUREMENT 
CASE STUDIES

1

2

3

4

5

67
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BRAND HEALTH

Brand health is a measure of attitudes, 
conversations and behaviors directed 
towards the brand. It can be expressed in 
sentiment, topic drivers, sharing behavior, 
likes, retweets and other measures of 
interest and attitude. While listening is 
a useful tactic to understand drivers of 
brand health, content can be useful to 
address issues, raise awareness and, 
overall, communicate at scale. From there, 
responses to content—viewing behavior, 
sharing behavior, sentiment expressed 
about the content, even audience growth—
show how the content is performing and 
whether it is augmenting or detracting from 
the health of the brand.

1 The Problem
The Seattle Seahawks’ social media team wanted to 
leverage the tremendous real-life conversations about 
the Seattle Seahawks authentically, but in a digital 
context. Its goal was to use the digital medium to 
build more engagement between the Seahawks and 
fans, rather than as an extension of broadcast.5

The Approach
To increase engagement and better understand fan 
sentiment, the Seahawks’ social media team used 
Simply Measured to assess content performance to 
determine which content resonated with fans, both as 
a community and as individuals.

SEATTLE SEAHAWKS

8
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Metric What it can show

Engagement
Level of interest in the brand across multiple social and 
digital platforms

Audience Growth
Overall awareness and/or engagement; which platforms are 
most effective at reaching fans, which content resonates 
best, per platform.

The Result 
The results of the Seahawks’ 
social media efforts were clear: a 
40% increase in overall audience, 
measured by followers per platform, 
and a 173% increase in engagement 
across social networks, measured 
as an aggregate of major channels 
(Facebook, Twitter, Instagram, 
Google+) and compared to an 
average during the playoffs. The 
Seahawks’ social media team 
used this data to inform its 
communications strategies and 
measure and optimize its tactics 
going forward. 

Core Metrics Used

40% 
40% 

increase 
in overall 
audience

173% 
increase in 

engagement

73% 173% 40% 
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Other Metrics To Consider

Category Metric What it can show

Sentiment

Sentiment over time, Sentiment by 
channel, Sentiment by organization or 
competitor, Source of positive, negative 
and neutral sentiment, Top keywords, 
Day-parting analysis by conversation topic, 
Accelerating keywords, volume, sentiment

How your digital audience feels about you, how different channels 
(Facebook, web, Twitter, etc.) differ in terms of audience sentiment and 
concerns, what topics are resonating and why, during what time of day/
week/month certain conversations occur, which conversations are 
picking up steam, and which are dying down.

All of this can be used to inform marketing and future social strategies.

Content Performance

Highest-performing topics, brands, regions, 
by content unit

Number of fans/followers, brand mentions 
by content unit, Top shared, liked, RTed, 
pinned, favorited, etc.

Which topics, brands, platforms are most successful in terms of 
content engagement, sentiment, audience acquisition, sharing behavior. 
These metrics should be used as inputs to future content strategy and 
decision-making.

Share of Voice

Social Share Of Voice (SSOV) over time vs. 
competitors, Share of total conversation by 
industry, product, topic, content unit

While this is an imperfect metric (based on the intense volatility of the 
web), it can help to establish a baseline for several key indicators: how 
the brand’s voice resonates overall, compared to competitors, within an 
industry or topic discussion, etc. Analysts should be sure to account for 
other external factors (product launches, holidays, major news cycles) 
that can affect results.

Influencers

Influencers by topic  
(by followers and/or reach)

Sentiment by influencer

Who among a brand’s community is driving conversation and, 
potentially, influencing sentiment. Note that measuring the business 
impact of the influencer requires attribution of their content to a 
business outcome, but for brand health the key is to know who the 
advocates are, who the detractors are, and why.
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MARKETING 
OPTIMIZATION

This is an umbrella term encompassing 
the many components that can improve 
existing marketing efforts and take them 
to the next level. 

The Problem
Rokenbok manufactures high-end toys that combine 
construction sets with robotics. Five years ago, 80% 
of the company’s customers discovered the products 
in brick-and-mortar specialty toy stores, 20% via 
word-of-mouth. There was no digital component to 
either sales or marketing. When economic shifts led 
to the decline of the specialty toy retailers Rokenbok 
relied on to showcase and demonstrate its complex 
products, the company found itself threatened. “It’s 
not obvious to folks from static images what our toy 
system is, or how you play with it,” says Rokenbok 
CEO Paul Eichen.6

ROKENBOK’S YOUTUBE PAGE2

11



12

Core Metrics Used

Metric What it can show

Referrers Where traffic is coming from; which platforms generate the 
most referral traffic

Email sign-ups Willingness to be contacted/marketed to (conversion)

Dwell time on site Level of interest in the content

The Approach
After experimenting with demos 
at malls and tradeshows, the 
company began to create mini-
videos created with Rokenbok’s toys. 
These serve not only to entertain, 
but also to demonstrate products 
that require a $50-$100 investment 
from buyers. The company doesn’t 
expect a conversion at first touch, 
so relationship building is key. The 
company also showcases user-
made videos on its YouTube channel, 
many made by teens who have 
been using the products since early 
childhood, creating retention, loyalty 
and word-of-mouth. Videos are also 
targeted to prospects with YouTube’s 
TrueView in-search and display ads, 
helping the company to discover 
target audiences and keywords 
relevant to their core kid and family 
segments.

The Result 
Half of Rokenbok’s customers now 
come from YouTube, the #1 source 
of traffic to the site. The company 
has transformed into an e-commerce 
only business, from a very recent 
legacy of selling exclusively in bricks 
and mortar specialty stores. In 
short, Rokenbok’s business model 
transformed via a goal-oriented 
content strategy.
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Other Metrics To Consider

Category Metric What it can show

Cost savings Revenue, conversions, leads per dollar spent 
compared to traditional programs

Revenue, conversions, leads by content unit

Revenue, conversions, leads by channel

Bottom-line results: reduction in marketing expense

Top-line results: revenue per dollar spent

Lead sources: which content is most effective at generating leads

Lead sources: which platforms are most effective at generating leads

Visit loyalty by content

Visit loyalty by views/click-through for  
each channel

Which content provokes the most return visitors

Which channels are most effective in terms of return visits and 
engagement

Sentiment, re-tweets, likes, fans, followers, 
pins by content unit

Sentiment by channel

Retweets, likes, fans, followers by channel

Day-parting analysis by content unit

Most liked, popular, shared content (by post and by channel)

How time of day/week/month/year may affect content performance

Sentiment by influencer

Most active/followed by campaign, channel, 
content unit

Which influencers are advocates, which are detractors. Which have 
the most influence by channel or topic.
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REVENUE GENERATION

One of the knottiest challenges for content marketers 
is the ability—or lack thereof—to measure the impact 
of content on revenue generation. This issue has been 
covered in depth by Altimeter Group and by industry 
leaders such as Avinash Kaushik of Google.7

The major challenges of measurement are as follows:
1. Content proliferates across multiple apps and 
browsers, fragmenting data capture. Tracking 
code does not always persist across browsers or 
applications, which makes it hard to track performance 
in aggregate. 
2. Inability to capture consistent data. Some social 
networking apps either do not offer application-
program interfaces (APIs) or analytics, or frequently 
change APIs, which can degrade the ability to capture 
performance data.

3. Other methods can be helpful, but problematic. 
Correlations and A/B testing can sometimes yield 
insight into the impact of content on revenue, but the 
confidence levels of these methods is lower than direct 
measurement and depends on the availability of trained 
analysts who can properly craft the experiments and 
interpret the results.
4. Last-touch attribution does not capture the impact of 
content on high-consideration items or long-term sales 
cycles. As a result, sites such as Pinterest or Houzz or 
even Instagram, which act as sites for inspiration and 
aspiration, may be unfairly disadvantaged.
Following are examples of B2C brands that have been 
successful in overcoming the challenges of revenue 
attribution of their content. 
Note: For context, B2B brands typically use metrics 
such as white paper downloads, click to chat, contact 
me/email me buttons and email opt-in as proxies for 
or actual conversion metrics. They may also use A/B 
testing (percentage of people who have engaged with 
content who accept a meeting versus the percentage 
of those who have not) to gauge the impact of content 
on the buying decision. With the latter metric it is not 
always possible to determine a causal relationship. Did 
the content drive conversion, or do the people most likely 
to convert tend to be the biggest content consumers?

3

14
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The Problem
Zenni Optical, a provider of 
prescription glasses and accessories, 
wanted to build brand awareness 
and drive sales, while increasing 
the efficiency of their marketing 
campaigns.8

The Approach
Working with Wpromote, Zenni added 
a content layer to the customer 
journey and buying process, with 
the aim of making the experience 
of buying eyeglasses in the digital 
realm as fun and engaging as it can 
be offline. And, because the glasses 
are inexpensive, consumers have 
the option to treat their eyeglasses 
like accessories, and change them 
according to outfit or mood.9

The company used search and off-
site content to drive new customer 
acquisition, incorporating leveraged 

email marketing and social media 
such as Instagram hashtag 
campaigns (#zennifashion), blog 
posts and other tactics to support 
customers throughout the digital 
buying cycle. The idea was to 
use content to show how fun the 
glasses and experience could be, and 
encourage customers to approach 
the buying experience playfully  
and socially.

The Result 
The company achieved its desired 
results across multiple categories. 
It saw dramatic increases in brand 
awareness, engagement, cart size, 
conversion rate, lifetime value 
and reductions in time to zsecond 
purchase. Overall, Zenni saw rises in 
campaign ROI as well, even given the 
increase in campaign spending.

ZENNI OPTICAL

Core Metrics Used

Metric What it can show

Paid and organic traffic, social 
media likes, followers Awareness and engagement of consumers

Cart size, time to purchase, 
loyalty and revenue potential.

Revenue impact, short and long term,  
of content initiative
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Category Metric What it can show

Popularity Kudos, likes, shares, links and 
retweets by content unit Which content is most popular/used

Productivity Time to market of content-aided 
initiatives vs. those that are unaided

Impact of content on time to market, 
competitiveness, innovation

Other Metrics To Consider



Core Metrics Used

Metric What it can show

Increased 
conversion 
rate 

Success of the app in 
spurring product sales; 
success of digital in 
driving offline behavior

17

The Problem
Brands such as Stouffer’s have 
traditionally relied on a mix of 
advertising and in-store promotions 
such as “endcaps” to alert shoppers 
of new products or meal planning 
ideas. But mobile technology changes 
the “offline” shopping experience 
dramatically. With a mobile device 
and a meal-planning app such as 
“Food on the Table,” which has more 
than two million users, Stouffer’s 
has the ability to communicate with 
shoppers in context: while they’re 
in the store, shopping for their next 
meals.10

The Result 
Stouffer’s reported a 30 to 45% 
conversion rate on products added 
to consumers’ grocery lists in the 
application. 

STOUFFER’S

Other Metrics To Consider

Category Metric What it can show

Revenue 
generation

[Stated] intent to purchase, Leads, conversions, sales 
by channel; transaction size,transaction frequency, 
Revenue derived from owned channels compared to 
direct revenue; Revenue by review rating. Visit loyalty

Customer lifetime value

Impact of content on revenue generation, expressed in leads, intent, 
conversion, transaction size and frequency. 

How content may influence revenue generation on owned channels. 

Impact of reviews on revenue generation potential.

Impact of content on visit behavior and/or customer lifetime value.

The Approach
While “Food on the Table” is primarily 
a recipe app, the reality of modern 
families is that preparing a full meal 
with side dishes is not always on the 
cards. In May 2014, “Food on the 
Table” and Stouffers ran a promotion 
that enabled the app to suggest 
Stouffer’s side dishes to complement 
recipes on the “Food On the Table” site. 
Aside from the convenience and time 
saving potential of supplementing 
a homemade meal, the benefit to 
customers is that the advertising is 
delivered in context, at the point of 
decision. A banner ad is useful insofar 
as it assists with unaided awareness; 
an in-app promotion as a consumer 
is making a purchase decision is far 
more effective. 
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OPERATIONAL 
EFFICIENCY

Content isn’t free – far from it. Creating 
enough content, efficiently, at scale and 
within brand and production parameters 
poses a substantial obstacle to many 
organizations – one that threatens to 
eat into the ROI of the content program’s 
own goals. At the same time, a well-
calibrated content strategy can create 
operational efficiencies in the area of 
cost control, risk management and 
elsewhere.

4 The Problem
For Unilever, digital marketing efforts are particularly 
resource-intensive given its global scale, the large 
number of brands in its portfolio, multiple agency 
partners, and regional variances in support and 
expertise.
On Facebook alone, the €14 billion conglomerate 
has hundreds of millions of fans, over a thousand 
people involved in the content process, and over 
360 new posts daily. Creating efficiencies, brand 
consistency and effectiveness on a truly global scale 
while simultaneously managing operational costs are 
obvious, as well as formidable, challenges.11

The Approach
Unilever partnered with content marketing platform 
Percolate in a pilot program to attempt to create global 
content marketing efficiencies across three brands: 
Knorr, Hellman’s and Surf. Teams were trained on 
the platform, and both global and local KPIs were 
established. 
All content, design, local specifications and publishing 
are centralized in one governed environment. Global 
images are hosted centrally, easily accessible by all 
teams. 

UNILEVER

18
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Key features of this campaign 
included brand prompts prior to 
publishing; a centralized dashboard 
tool for calendar and creation, as well 
as communication and feedback; 
shared, customizable assets; and 
customized metrics linked to KPIs 
with visual data displays.  

The Result 
Unilever experienced reduced time 
to create and publish content, and 
increased output (significantly, 
in some markets). Investing in 
collaborative tools to scale content 
globally over more than 30 brands, 
40 agencies and 20 different 
markets has coordinated activities 
while reducing costs per post. (This 
translates to an estimated $10 
million in annual savings if applied 
across the entire organization). 
Based on these efficiencies, Unilever 
increased implementation by 300% 
more licenses and now operates 
in about 80 countries across 
approximately 40 brands.

Core Metrics Used

Metric What it can show

Increased 
content 
output

Efficiency; ability to 
reach audiences in 
digital rather than 
analog (phone) 
channels. 

Time to 
publish

Efficiency; 
potential for better 
responsiveness 
and cost savings

Cost per post Productivity

Category Metric What it can show

Productivity/
Cost Savings

Call deflection Percentage of inquiries per channel that 
are resolved by content rather than 1-1 
interaction.

Other Metrics To Consider
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CUSTOMER EXPERIENCE 

Content can demonstrate value not just in 
attracting leads and increasing sales, but 
also in the realm of customer support and 
service, a significant cost center in most 
organizations.

5
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The Problem
According to a case study provided by Nico Henderijckx, 
European Community and Forum Manager for Sony, the 
company’s European’ call center staff found themselves 
repeatedly helping customers to troubleshoot a specific 
issue with a specific model TV set. Each call cost the 
brand €7.12

The Approach
According to Henderijckx, one of the company’s 
volunteer customer forum super-users wrote a how-to 
troubleshooting post addressing the issue and outlining 
a solution. The post cost Sony nothing (as it was written 
by a volunteer), but was visited by 42,000 visitors in the 
first two weeks it was live. Leveraging data around who 
was interacting with this specific piece of content not 
only helped Sony identify the need for similar creative 
content but also helped affix value to it.  

SONY ONLINE COMMUNITY 

A how-to troubleshooting post 
cost Sony nothing, but was visited 
by 42,000 visitors in the first two 

weeks it was live.
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The Result 
A call to the call center costs the 
brand €7. So the monetary value of 
this one post in just a fortnight was 
€294,000 (€7 x 42,000).  Roughly 
translated, that’s $350,000. In this 
case, internal, cross-departmental 
communication about content needs 
was as essential to ROI as was 
identifying the specific type of content 
to address a customer problem.

Core Metrics Used

Metric What it can show

Call deflection Efficiency; potential cost savings 

Category Metric What it can show

Popularity
Kudos, likes, shares, links and 
retweets by content unit

Which content is most 
popular/used.

Potential issues/
red flags

Most frequent questions online 
versus in call centers

Trending issues and topics 
that may require resolution; 
“early warning system.”

Other Metrics To Consider

42K
42K 

visitors in  
one week

$350K
 in immediate 

savings

$350K$350K42K 
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INNOVATION

Content can be an extremely effective 
and efficient way to solicit ideas and 
engagement from community members 
and contribute to multiple organizational 
objectives. 

6
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The Problem
Domino’s Australia wanted to find a way to engage 
consumers to create their own pizza ideas, even to the 
point of compensating them for sales of pizzas they 
designed.13

The Approach
To that end, they began a campaign in 2014 Called 
“Pizza Mogul,” with the tagline: “Create. Share. Earn.”14 
The concept was simple: customers could log in 
to the Pizza Mogul site, create a pizza, share it, and 
earn money on its sales. According to the Wall Street 
Journal, one pizza designer earned roughly 32,000 
Australian dollars ($27,800) from his contribution.
The concept was 
successful in 
Australia, but FTC 
rules governing 
sponsored content 
may prohibit U.S. 
companies from 
launching similar 
programs. 

DOMINO’S 
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Core Metrics Used

Other Metrics To Consider

Metric What it can show

Top earning pizzas
Impact of content on revenue/innovation: which ideas 
actually generate the most revenue

Top earning customers

Impact of content on revenue/innovation: which 
customers benefitted most from the innovation; which 
could become potential advocates or influencers for 
the brand 

Category Metric What it can show

Productivity
Time to market Whether content strategies aid 

in time to market

Content popularity

Acceleration and reach 
of content over time, 
Popularity and sharing  
of content

Whether campaigns reach new 
audiences, which resonate, 
which are most shared

The Result 
Domino’s Australia quantified its 
results simply: which were the most 
popular pizzas, and who earned 
the most from their recipes? The 
clever twist to this strategy was that 
the KPIs in themselves made for 
interesting content, which may also 
have spurred continued interest.



Business Goal Business Metrics & Insights Raw Metrics

Brand Health
Who talks about your brand, 
products, content
What people talk about regarding 
your brand, products, content
Where people talk about your 
brand, products, content
When people talk about your 
brand, products, content
Why people talk about your  
brand, products, content
How people talk about your 
brand, products,  
content (context)

Accelerating keywords, volume, sentiment
Change in sentiment tone and drivers 
Click-through rate (CTR) by content unit
Day-parting analysis by topic or content unit
Highest-performing topics, brands, regions, by content unit
Influencers by topic (by followers and/or reach)
Number of fans/followers, brand mentions by content unit
Page views/visit
Sentiment by channel
Sentiment by influencer
Sentiment over time
Social Share Of Voice (SSOV) over time/vs. competitors, industry, product, 
topic, content unit
Source of positive, negative, neutral sentiment
Top keywords
Top shared, liked, RTed, pinned, favorited, etc.

Very frequently the biggest challenge in measurement is not deciding what to measure; it’s deciding what not to measure. Even a cursory 
glance at the chart below, which admittedly isn’t an exhaustive list of metrics, can easily make the head spin. 
But to get to a strategic approach to measurement, the first column (business goal) should drive the questions to be asked in the second 
column (Business metrics and insights), which narrows the range of possibilities in the third column (Raw metrics). 
Prioritizing these goals, questions and metrics is also key, based on factors such as business value, reliability of the data, resource required 
to collect and analyze it, and so on.

MEASURING BY BUSINESS GOAL
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FIGURE 2  MAPPING VOLUME METRICS TO BUSINESS METRICS
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Business Goal Business Metrics & Insights Raw Metrics

Marketing 
Optimization

Increased content output
Time to publish
Reduction in cost per post
ROI: Revenue, conversions, leads 
per dollar spent compared to 
traditional programs
ROI: Revenue, conversions, leads 
by content unit
Time-of-day trends; best time to 
post
Top content influencers

Which topics, brands, platforms are most successful in terms Day-parting 
analysis by content unit
DMP spent on SEO, content unit
Most active/followed by campaign, channel, content unit
Retweets, likes, fans, followers by channel
Revenue, conversions, leads by channel
Sentiment by channel
Sentiment by influencer
Sentiment, re-tweets, likes, fans, followers, pins by content unit
Visit loyalty by content
Visit loyalty/view-/clickthrough by channel

Revenue 
Generation

How content drives consideration, 
decision, revenue generation
Drivers of reviews and ratings
Impact of reviews on revenue 
Which channels are most 
effective for driving revenue

[Stated] intent to purchase
Leads, conversions/sales by channel
Revenue by product by channel over time
Revenue by review rating
Revenue derived from owned channels compared to direct revenue
Traffic from paid and organic search and referral
Transaction size, frequency, customer lifetime value
Visit loyalty
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Business Goal Business Metrics & Insights Raw Metrics

Operational 
Efficiency

How digital content can reduce 
operating expenses by deflecting 
human interaction to digital 
interaction
Drivers of service issues 
Possible leading indicators of risk, 
crisis
Savings per post; useful to build a 
business case

Kudos, likes, shares, retweets by content unit
Most frequent questions online versus in call centers
Percentage of inquiries per channel that were resolved by content rather than 
1-1 interaction

Customer 
Experience

How digital content can reduce 
operating expenses by deflecting 
human interaction to digital 
interaction

Number of service issues resolved using digital versus service interactions

Innovation
Speed to market
New product ideas: owned 
content sparking earned content

Acceleration and reach of content over time
Participation in calls to action for feedback
Popularity and sharing of content
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RECOMMENDATIONS
Rebecca Lieb has written extensively about content strategy from several perspectives: strategy, vendor landscape, RFP selection criteria, 
even culture,15 while Susan Etlinger has written extensively about data and measurement.16 The recommendations below, however, relate 
specifically to how to measure content effectiveness.

Measurement must 
be the foundational 
principle of content 
strategy. 

In fact, there is no content strategy without measurement strategy. Before embarking on a 
content initiative, irrespective of medium or platform, it’s important to know what you want to 
achieve. Is it to drive more awareness? Build an audience? Encourage people to convert? Reduce 
call center expense by deflecting appropriate queries to a digital channel? Each requires different 
metrics—for content, yes, but also to calculate whether you have achieved your goal. Set and 
prioritize goals and desired outcomes, develop KPIs to track these, and measure and iterate 
constantly.

Every measurement 
strategy must 
focus on business 
outcome. 

Content metrics can be notoriously volume or vanity based, rather than outcome-based. This 
means that counting likes, shares or organic reach in and of itself likely doesn’t demonstrate 
business value. To do that, you need to show a business outcome, using the compass in Figure 1. 
For example:

• An increase in reach can show audience growth.
• An increase in shares (preferably combined with other measures of engagement) can show 

engagement.
• To understand whether a content strategy has affected brand reputation, you must have 

a benchmark, and measure sentiment, and look at the before and after. It’s critical to have 
an analyst who can perform this correlation with an eye to other confounding factors. For 
example, a “viral” video may be immensely popular, but if there is a product recall, pricing 
change or other factors, it may be difficult or even impossible to assess the impact on the 
business overall.

1

2
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Know your metrics 
and your data. 

Some signals, like click-through rate, are clear and relatively easy to assess. Measuring sharing 
behavior requires that an analyst assess multiple platforms--Facebook, Twitter, Pinterest, 
Instagram, others—to define what “sharing” actually means. Compounding this issue is the fact 
that some of the most valuable data, for example, private Facebook data, Snapchat data, are not 
available for privacy reasons. So analysts must take that into account as they assess impact, and 
create defensible benchmarks as part of their process. 

Be realistic about 
organizational 
capabilities  
and tools. 

Because content performance data comes in a variety of shapes and sizes, from various 
platforms, it often requires a great deal of manual intervention to analyze properly. This is simply 
a reality of the market today; content vendors often supply their own analytics dashboards, while 
social media tools also serve to measure content reach, resonance and other (content-specific) 
outcomes. 
It is not uncommon to require a mixture of web analytics, content measurement, marketing 
technology and social media tools to assess the impact of content. As a result, content 
strategists should work with their analysts to develop a realistic (near term) and aspirational 
(longer term) measurement strategy. Otherwise, content strategists and business leaders will 
inevitably become frustrated, while analysts will burn out from all the manual work needed to 
deliver reports.

3

4
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Executive Summary/Introduction
 
The good news?  Marketers will soon be able 
to hyper-target consumers, and reap 
unprecedented levels of data in the process. 
 
The bad news? It's about to get 
exponentially more complicated to do so. 
 
The right message to the right person at the 
right time. Digital marketing's original 
promise, once so bold and full of promise, is 
beginning to seem quaintly outdated. 
Personalization is almost a given, and "right 
time" is just one of a myriad of contextual 
factors that can govern campaigns as well as 
content. Contextual marketing enables: 

 
 

Marketers are now empowered – and will 
very soon be expected by consumers and 
their organizations alike - to deliver context, 
i.e. content that is finely honed by a myriad 
of hyper-relevant factors that take critical 
and previously very disparate elements and 
data into account. This enables new levels of 
relevance, for example: location, real time, 
conditions (e.g. weather, sales and 
promotions, inventory, etc.), product or 
service performance, product interaction, or 
purchase and transaction history.  
 
The result is far-reaching value for brands 
as well as their customers and prospects. 
Benefits and opportunities include greater 

return on investment (ROI), rich customer 
data, and better customer experience. 
Context also can aid and facilitate lines of 
business beyond marketing, including (but 
not limited to) customer service, supply 
chain/distribution, CRM, and product 
development, innovation, operations, even 
finance. 
 
For these reasons, contextual marketing will 
soon enter a period of rapid growth and 
adoption. Consumers will very soon come to 
expect contextual communications and 
experiences, regardless of whether they are 
in a bricks-and-mortar location or using a 
connected device. Brands must begin now to 
rise to this challenge, adopting a test-and-
learn approach to determine where the 
benefits and value of contextual marketing 
lie, for their own businesses, their 
ecosystem partners, and the benefit of their 
customers and prospects.  
 
The untapped opportunity is migrating from 
noise to value; shifting marketing to a 
service/utility function. "Push" becomes 
invisible, while "pull" is solving a 
consumer's immediate need. 
 
Additionally, contextual marketing offers 
extremely granular understanding of 
customers, then anticipate their needs, 
wants, affinities, and expectations and 
develop unique insights to power better 
marketing across all devices, channels and 
localities. 
 
Digital content has moved beyond screens. 
It now infuses and surrounds objects, too. 
Content is more contextual, more mobile, 
more omnipresent. Consumers expect an 

The Right Service 
The Right Product 
The Right Platform 
The Right Person 
The Right Time 
The Right Place 
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ever-higher degree of relevant, personalized 
and more highly contextual content. This 
expectation will only rise as technology 

evolves and brands become more adept at 
meeting consumers along their journeys 
regardless of time, place or device.

Contextual Campaigns: Definition
 
Contextual marketing provides content, experiences
and/or information that serve an immediate and circumstantially relevant purpose.  
 
It's "phygital," bridging digital and physical worlds.  Its scope often goes beyond traditional 
interfaces, such as screens (see Fig 1, at left). Finally, the resultant data can inform and benefit 
business functions beyond marketing, as well as ecosystem partners. Contextual marketing, in 

short, opens a world of possibilities that don't exist 
with one-way marketing or advertising.    

 
 
Drivers & Trends 
 
Contextual marketing, as stated above, goes both 
beyond the screen and blasts far beyond "the right 
message to the right person at the right time." The 
primary contextual drivers are:
 
Digital Pervasiveness: This concept is sometimes 
termed "phygital," a portmanteau word for digital + 
physical. You may roll your eyes, but buzzwords tend 
to emerge around new concepts. Contextual content 
and experiences are what bridge physical and digital. 
The convergence of embedded sensors, networked 
services, mobile and cloud technology, often coined 
as the Internet of Things (IoT), means that any ‘thing’ 
can now simultaneously have a digital and physical 
lifecycle. From wearables like watches and clothes, to 
in-home appliances and entertainment systems, to 
[connected] cars, fobs, beacons, even in-store 
infrastructure, sensors and connectivity are 
pervading the physical world. 
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The Five Ws: Journalists have traditionally asked "Who, What, When, Where and Why?" 
Contextual demands the same, which is why "the right time" is only one component of potential 
context in contextual messaging and campaigns. Saturday evening at 8:00 p.m. may be an 
indicator of free time, but the Where (cinema, bar, restaurant, airport, electronics store or 
home) adds an enormous layer of additional context to temporal information for potential 
messaging. So do Number of Visits, Purchase History, Product Interaction, Proximity, Weather, 
News, and a host of other factors. 

 
Product as Real-Time Brand Extension - Products and infrastructure become a real-time 
extension of the brand. Through sensors/data and content, they provide brands with an 
opportunity to touch customers more often and more relevantly.  

 
 
 
 
 
 
 

Example: Marantz's connected audio speakers enable the manufacturer to 
understand how its customers use the product. They know where the product 
resides, how often it's turned on and off, and what music is played from which 
streaming services. The company uses this data for proactive customer service, as 
well as for cross- and upsell campaigns - to great effect. "We absolutely, 100% have 
evidence that these targeted campaigns have a 5 to 7% purchase rate on all the 
emails we send. The email is so targeted that our open rates are 40 to 42%," says 
Scott Strickland, D+M Group's global chief information officer. 

Example: Disney resort guests receive a MagicBand, which functions as a park pass, 
credit card for concessions, room key, and more via thousands of sensors embedded 
throughout the park and hundreds of connected backend systems. Customer can be 
greeted by name at park attractions, shop, or order food at restaurants that "finds" 
them at their table.  Another feature is, as Disney SVP Direct to Consumer Gunjan 
Bhow puts it,  "Using my data in terms of line length, and capacity, to make my day 
more magical, entertaining, delightful. If a customer is waiting on a particularly long 
line, based on the context of what have you done in your day, and how long different 
lines are, we can present to you a preferable line with the notification: 'There's only a 
two minute line at 'Alice in Wonderland.'  We also get tremendous customer 
engagement, app downloads, and word-of-mouth." 

Example: The MyQ garage door opener alerts users if they left their house open and 
vulnerable, and also sends garage door activity alerts so homeowners can track 
comings and goings. 
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Shift from cookie-based to individual 
targeting: Cookie-based targeting has long 
been in decline1 due to the fact that cookies 
are tied to devices rather than to individuals 
(and many of those individuals delete 
cookies). Targeting specific consumers, 
independent of device via CRM, loyalty, 
proximity or other data is an essential 
element of contextual marketing. 
 
Smartphone Adoption: Increasingly, 
consumers' smartphones are likely to have 
Wi-Fi, GPS, NFC, RFID, accelerometers, 
cameras, microphones, BLE, iBeacon, and 
other interactive features turned on, the 
latter function estimated at 40% and 
growing2. These features are essential for 
enabling contextual marketing. Because 
phones are all but expected to communicate 
with wearables, gaming, home devices, 
within retail, and automobiles, younger 
consumers especially are entering an 
always-on mode in terms of these features3, 
making them reachable. A Mobile First 
strategy means leveraging the sensors in 
mobile hardware; smartphones are the 
remote control for everything.  
 
Infrastructure Adoption: Retailers and 
location-based businesses are rushing to 
embrace contextual technology such as 
embedded sensors, Beacons, geo-fencing, 
and wifi. Adoption of devices has, and will 
continue to surge4, with 6.2 million 
proximity sensors in use in spring, 2016. 
Additionally, IoT, smart packaging and 
other devices are on a similar growth curve. 
 

                                                
1 https://www.comscore.com/Insights/Blog/When-the-Cookie-Crumbles 
2 http://blog.roverlabs.co/post/117195525589/the-straight-goods-on-bluetooth-how-many 
3 Ibid 
4 http://adage.com/article/datadriven-marketing/mobile-beacons-grew-22-q4-2015/303655/ 
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Customer Journey/Customer Experience: Interest and attention to the customer journey, 
across channels and media, and throughout the purchase funnel, has spiked in recent years. 
According to Google Trends5, searches for the term have increased by a factor of 20 over the past 
12 years. Contextual marketing will soon be an essential tool for keeping track of customers 
across devices, locations and purchase cycle. 
 
Decreasing Ad Effectiveness As traditional banner ads plummet in efficacy6, marketers 
remain continually challenged to reach consumers with messaging that's relevant, useful, 
persuasive, or that creates engagement, particularly on mobile platforms that lack the "real 
estate" for display advertising. Context is a powerful tool in the new marketing arsenal that is far 
less paid media-centric.  
 
The Integration Imperative:  Context in marketing cannot exist without closely integrated 
software systems. Disney's MagicBand relies on over 100 backend systems.  That APIs are now 
standard with most software systems creates the ability to connect people, places and things. 
Systems, networks, security and devices are increasingly interoperative.

                                                
5 https://www.google.com/trends/explore#q=%22customer%20journey%22 
6 http://rebeccalieb.com/sites/default/files/downloads/The%20Eclipse%20of%20Online%20Ads%20-
%20Final.pdf 
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Contextual Marketing: The Rewards 
 
Contextual marketing is complex, requires significant upfront investment and a reimagining of 
strategy. Why bother? Marketers who test the waters quickly become committed for a myriad of 
factors, with ROI, higher sales and profitability topping the list of potential rewards to 
marketers, as well as benefits that go well beyond sales and marketing to functions such as sales, 
service and retention. 
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Benefits for Marketers 
 
Financial 
 

ROI: Disney's Gunjan Bhow puts it bluntly: "The more context there is, the more ROI." 
Disney recouped the research and development costs of tying in video pre-order 
campaigns with geo-fenced in-theatre and in-store promotions (with partners including 
Fandango and Walmart) in less than six months with only three such promotions. As 
mentioned earlier, Marantz is currently seeing a phenomenal 5-7% purchase rate on 
email campaigns targeted by IoT data from speakers. 

 
Targeted Marketing 
 

Campaign & Sales Effectiveness: IoT products provide visibility into customer channel 
affinity, leading to more effective media buys. Using deep customer data to understand 
who buys and under what circumstances (e.g. sales-motivated, new features, etc.), 
enables manufacturers both to reduce inventory, lower write-offs, and not sell at huge 
discounts. Because real time is a factor in most contextual campaigns, promotions can 
easily be designed to craft special offer and/or service to move excess inventory, e.g. food 
in a restaurant or empty theatre seats. 
 
Precise Targeting Integrating data sets such as CRM, purchase history, and psycho-
profiles results in surgically precise targeting, enabling marketers to craft offers that are 
far more compelling that those in broader-based initiatives. 
 
Communication Opportunities - Innovations such as smart packaging (e.g. NFC-
enabled) can provide information beyond the label at point-of-purchase such as 
freshness or additional nutrition data. This can build trust and provide a nudge toward 
purchase at the point of decision, of interest to major CPG brands such as Nestlé. 
Contextual campaigns can also monitor use or conditions to alert consumers when to 
purchase or service a product, and/or provide news, updates, or public awareness. 

 
Attribution: Because contextual campaigns are targeted to individuals who largely opt-in 
to participate, attribution is much more transparent than in more traditional marketing 
channels. This has a twofold effect: 1. Opt-in is user-driven (campaigns must, of course, 
provide value to users) and consent is actively obtained; 2. The real-time nature of such 
campaigns offers consumers context for understanding what they opt-in to.  

Loyalty By providing value, experiences, an opt-in relationship contextual campaigns can 
foster loyalty or become critical drivers of existing customer loyalty programs. In effect, 
brands can leverage sensors and data integrations to reward consumers for their 
behaviors and interactions with the brand, product, in-store experience, etc.  
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Rewards & Incentives Direct and highly contextual messaging can spur purchase and 
reward users for their actions. Taco Bell has partnered with Waze, for example, to 
incentivize nearby drivers to make a late night purchase and receive a free dessert with 
their order. An iPhone app created by Dentsu in Japan allows shoppers to see animated 
butterflies flitting by. Each butterfly contains a coupon for a nearby business.  
 
Cool Factor: Both Hollister and MGM Resorts are looking to Snapchat as a branding 
initiative, serving relevant content when customers are near a physical location. "Is it 
moving the needle?" asks Andy Kennemer of Abercrombie & Fitch, "It makes us cool and 
relevant. We're doing because it feels right," adding the app is highly mobile, as well as 
highly social for teens. 
 
Visibility and Buzz: Earned media: social, PR and word-of-mouth, are frequent 
byproducts of contextual marketing initiatives. This halo effect will continue for the next 
two years, while contextual campaigns continue to enjoy a novelty value. When 
Unilever's Maille Dijon mustard targeted foodie consumers in supermarkets with 
Beacons, the initiative garnered national media attention.  
 
Differentiation: In addition to sparking consumer engagement in lower-interest 
categories (e.g. soft drinks, CPG), contextual marketing is a differentiator with partners, 
ranging from online to brick and mortar retail locations. Both manufacturers and 
retailers can, for example, benefit from joint campaigns as well as the resultant data. 

 
Data 
 

360° View of Customer: General location and hyper-local proximity are just two 
examples of a wealth of new customer data and customer journey information opened up 
by contextual marketing. DealerOn's Director of Search and Social Greg Gifford, for 
example, intends to use Beacon data to learn which customers visit automobile 
dealerships for service versus those who might be interested in buying by tracking their 
movements inside the building. Additionally, some dealers are interested in targeting 
browsers, who visit the lot when the dealership is closed. Triangulated with data from 
purchase history, Facebook and other social networks or the large ad networks, this 
richer data feeds into a wealth of potential messaging and CRM initiatives. 
 
Deeper Customer Data:  When provided with information and experiences that are 
valuable, useful, fun or interesting, consumers will, in exchange, volunteer more data 
and information. In fact, the more device consumers own, the more interested they are 
in engaging with brands about the use of their data.7 
 
Context Beyond Third-Party Data: Ultimately, brands may need to invest less in third-
party data and targeting once highly contextual data streams are established. This 

                                                
7 http://www.altimetergroup.com/2015/06/new-report-consumer-perceptions-of-privacy-in-the-
internet-of-things/ 
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deeper, proprietary data can in some cases itself be productized (see below under New 
Revenue Streams"). 

 
Benefits for the Organization  

 
Operational Insights and Decision-Making: How customers interact with brands before, during, 
and after their purchase experiences carries insights far beyond marketing. Many brands are 
implementing in-store technologies, for example, not to immediately engage shoppers, but 
instead taking initial steps towards tracking store traffic, layout, and inventory. While foot 
patterns can be used for marketing optimization, brands are also (often initially to ‘test the 
waters’ of such new technology) using this data for back-end operational decision-making 
involving stock, labor allocations, in-store layout, energy efficiencies, employee 
communications, governance, etc. 
 
Product Development & Innovation: Contextual information from campaigns and devices feeds 
back into R&D and helps to maximize investment. Manufacturers can retire features they know 
customers aren't using, and develop new products targeted to who their customers are and how 
products are used.  D+M noticed, for example, a large number of customers named their audio 
gear "Bathroom" so they developed a waterproof line to market to those consumers, which 
quickly sold out. A more rugged line of products is currently in development for customers who 
name their set up "Garage." 
 
Supply Chain Visibility & Insight:  Contextual marketing, sensors, and IoT functionality 
provides visibility into how products are used, shines new light on the supply chain and 
distribution. Nestlé hopes, for example, to soon only dispatch its delivery fleet to stock freezers 
that are empty, bypassing retailers not short on inventory. And, as one manufacturer put it, "if 
you know where products are you can recall them if necessary." Smart packaging on CPG 
products, while potentially providing unique social media tie-ins or access to exclusive content 
for consumers, also offers manufacturers insights about patterns and integrity of the 
distribution and/or retail lifecycle.  
 
New Revenue Streams: Manufacturers that embed connectivity capabilities into products are 
amassing significant data about how consumers use and interact with those devices, as well as 
the services they connect to those devices. "IT could become a profit center," notes one 
executive, "we are considering selling this data back to streaming media services, for example, so 
they can directly see how they stack up against their competitors." Partnerships across 
distributors, manufacturers, vendors, retailers, telecom, insurance, and a diverse array of other 
service providers also introduce new business model opportunities through connected product 
data.  
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Benefits for Consumers 
 
Improved Experience Contextual experiences can surprise, delight, assist, inform and entertain 
consumers, leading in turn to increased loyalty, word-of-mouth, and brand favorability. 
 
Customer Service Implanted IoT technology allows manufacturers to proactively offer customer 
service when, for example, a device has been re-started numerous times within a specific 
timeframe, indicating the consumer may be having issues or requires assistance. The 
opportunity is both enhancing reactive support as well as enabling proactive (and eventually 
predictive) support.  
 
Product Service:  Smart devices can "phone home" to automatically upgrade or, for example, 
order supplies. A printer might be connected to Amazon or Staples to automatically replenish its 
ink. The ability for products (like Amazon's Echo) to not only serve as platforms for content and 
services, but increase in functionality, personalization, and value over time through software 
updates is a disruptive customer relationship model. 
 
Humanistic/Altruistic: Contextual marketing can not only spur or assist in purchases, 
conversions and transactions, but also genuinely help consumers by, for example, monitoring 
their health and making suggestions for care or remedies for underserved populations like the 
elderly or blind. 
 
 
 
  
 
Contextual Marketing: The Risks 
 
 
As with any new form of marketing and emerging marketing technology, contextual campaigns 
bring risks together with benefits. While risks can be mitigated with best practices, which are 
also still emerging, it's important they be carefully considered by brands embarking into 
contextual campaigns and messaging. 
 
Below, the primary risks marketers say they are encountering. 
 
Creepiness Deep visibility into what consumers are doing, where they are when, and what 
things they're using or interacting with can shock, jar, and otherwise come across as Big 
Brotherish when contextual communications are read as over-personalized. 
 



 

©REBECCA LIEB Contextual Campaigns 13 

Alienating users False positives, bad data and incorrectly configured campaigns can result in 
undesired effects. A nearby consumer who hates a brand might be targeted with a message from 
that brand. Poor profiling can damage brand credibility. 
 
Differing privacy and data laws Brands operating on a global scale must often tailor 
contextual campaigns regionally due to differing laws and regulations around data, privacy and 
data sharing with partners. Upcoming regulations such as the Global Data Protection Regulation 
(GDPR) could fundamentally alter how organizations can collect, store, and analyze customer 
data in specific countries. Mandates such as this will have a direct impact on businesses’ 
requirements around obtaining consent, profiling, data protection, cyber-security, certifications, 
etc. Cultural variations and sensitivities will also be a consideration.  
 
Opt-in and permission requirements To operate at scale, brands will be challenged to 
effectively communicate value to consumers, otherwise they'll risk being shut out or ignored.  
 
Bad data Brands must keep multiple data sources current to maintain and insure context. 
When a retail location moves, for example, incorrect location data may be the result. 
 
Investment: Contextual marketing can still be expensive, not only in terms of data and 
enterprise technology investments, but also deployment on a mass scale. "Thin film [packaging] 
applications create new opportunities to engage at point-of-purchase," notes Nestlé's Mark 
Brodeur, global head of digital marketing innovation. "But currently the cost is still out of reach 
at scale as we sell approximately 1.2 billion units per day around the globe." 
 
Customer adoption & scale:  Highly dependent on category, for some brands, such as 
clothing retailers where an average customer shops only three or four times annually it can be 
difficult to justify investment. Another aspect is how many customers will be detectable in the 
environment via Bluetooth, Wi-Fi, or shared location, 
 
Inevitable Tragedy of the Commons All new forms of digital marketing technology have 
brought with their benefits the potential for abuse, exploitation and malpractice. Irresponsible 
and unethical marketers will inevitably tar contextual marketing with that brush, arousing 
consumer suspicion and potential regulatory attention. 
 
Attribution: While contextual campaign attribution exceeds that of more traditional 
advertising, multi-touch attribution is still not mature and can be a stumbling block. Connect 
this back to the need for systems and device interoperability. Otherwise we’re just creating more 
silos. This also calls forth integration across “domains”-- home, car, work, in-store, etc.  
 
Culture and teams: Establishing and scaling teams, marrying marketing and technology, 
education, standards and measurement remain uncharted territory in many organizations. 
 
Lack of content strategy: The preponderance of brands still lack a formalized, documented 
content strategy. Overwhelmingly, mindsets remain both campaign and product-centric. 
Contextual campaigns require a wealth of content that's contextually and channel relevant, 
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personalized but not creepy, and in numerous versions that address multiple scenarios (time, 
locations, conditions, device, etc.).  
 

“Content is a big problem for many brands. We are focused on capturing and 
sharing authentic content from our target customer that intersects nicely with the 
future direction of the brand.” –Andy Kennemer, VP Omnichannel Marketing, Abercrombie & Fitch 

 
 
Interoperability & Integration: Walled-garden media channels and a lack of fully integrated 
back end systems that seamlessly integrate CRM, data, creative, advertising, creative, social 
media and a host of other marketing and enterprise functions limit campaign efficacy, as well as 
marketers' view of the individuals interacting with the campaign. 
 
Novelty factor As with other emerging technologies that were once marketing darlings, 
campaign efficacy may fall off after the initial novel effect, dampening marketers' faith and 
enthusiasm. The utility and real value creation (vs. noise) of such campaigns becomes central to 
their viability and reception.  
 
 
 

Strategically Planning Contextual Campaigns 
 
Overwhelmingly, marketers committed to contextual campaigns extol the rewards and potential 
of the practice, while at the same time emphasizing the complexities of the inherent 
considerations. Following, the primary considerations marketers must consider before investing 
in context. 

 
What Comes First: Technology, Data or the Consumer? 

 
The primary differentiator in approach to contextual marketing seems to be the chicken-and-egg 
question of what drives campaigns: technology innovation, the customer journey, or data. 
 
Marketer approaches at this point seem to largely rest of the size and diversity of the business. 
Smaller, more vertically driven businesses are more likely to say "it also rest completely on the 
technology," the approach of DealerOn's Greg Gifford. 
 
Other marketers cite specific vision and the ability to solve problems or optimize performance as 
an impetus. Triangulating first, third and partner data to target in-store coupons and map 
online/offline conversion is one example. One retailer (who asks not to be identified) found the 
SKUs selling on the company's app weren't moving in physical stores. This sales and behavioral 
data led to a change the physical merchandising strategy. Yext CMO Jeffrey Rohrs emphasizes 
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that you must first define the outcome you're seeking before you can map the "story" that will 
lead customers through content and technology. 
 
The largest, most diversified enterprises view tech as "table stakes," as GE's Andrew Markowitz 
puts it, looking instead at a broader vision corporate vision, "Tech makes all things possible, but 
it doesn't necessarily make them easier," he notes. Nestlé's approach is similar, considering 
brand DNA and "why are we in business," before technology, the latter of which Mark Brodeur 
calls "an enabler." 
 
The most mature companies will lead strategy with customer journey and experience, as well as 
a value exchange between brand and customer. Technology and data support that vision and its 
execution. 
 
 

Partners & Ecosystem 
 
Internal Partnerships 
 
Contextual campaigns require significant integration of disparate technologies, data sources, 
and partnerships among stakeholders. Internal alignment is critical at the enterprise level 
between, for example, marketing and IT, as well as among any functions embracing CRM and 
data. Legal must also have a seat at the table where data and privacy are concerned. Similarly, 
MGM Resort’s Beverly Jackson also cites security’s role in campaigns tied to physical locations. 
Operations can help keep locations data current.  
 
External Partnerships 
 
Contextual campaigns also require rethinking external partnerships. For manufacturers, this 
can necessitate finding retail partners willing to experiment with in-store technologies such as 
Beacons and sensors, with both parties sharing responsibility, investment, insights and data. 
Disney looks to partnerships with cinema chains and online partners such as Fandango and 
YouTube in order to target customers when they are seeing a film. The customer journey 
breadcrumb trail of where and what a customer has clicked on reveals more useful data, 
according to Disney's Bhow, than a customer's interaction directly with the brand or its 
products. "The big revelation is that your journey as a person is far more useful for us than even 
the Disney journey you took."   
 
Market information and data services from NPD Group, Nielsen, JD Power and similar 
suppliers, as well as point-of-sale data are also frequently critical to shape and inform contextual 
campaigns. 
 
When context and intelligence in the form of technology are embedded into objects, these 
partnerships extend to technology providers, design, and manufacturers.  
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While agencies don't yet figure prominently in the partnership equation for contextual 
campaigns, or when they do, it's likely to be the consultancies now competing in the agency 
space, e.g. Accenture and Deloitte. As one brand executive put it, "These initiatives require so 
much systems integration that agencies just put up their hands and leave. They only want to 
know what media to buy." 
 
It's expected the equation of hardware manufacturer/agency dependence to shift in three to five 
years as momentum increases. So too will the landscape of vendors, creating too many point 
systems for brands to keep track of as well as more end-to-end solutions and evolution in 
standards, APIs, and other integration capabilities. 

 
 

Spend 
 
Marketers are understandably reluctant to share figures regarding investment in contextual 
campaigns, but by all indications those whose are investing are doubling down on their financial 
commitment to the channel.  
 

“This is the fastest-growing part of our budget now”  
– Gunjan Bhow, The Walt Disney Company 

 
Other marketers agree. The value of providing a near 360-degree view of the customer has 
upped one retailer's investment by a factor of 75X over the past five years. "We're out of TV 
entirely," states MGM Resort's Beverly Jackson, who has more than doubled contextual 
investment from 30% last year to 64% of budget this year, making up that increase from 
traditional media spend. As marketers chase millennial consumers, this trend will accelerate. 
 
Marantz points to more effective email sell rates, for example, to help justify continued 
campaign investment. "But how do you amortize the cost of the platform over the campaign?" 
asks Scott Strickland, "We take that generally as a capital investment," a type of accounting 
generally foreign to marketing and sales operations. Benefits to other lines of business (CRM, 
product development, service, etc.) must also factor into the calculation. 
 
Developing platforms from which campaigns can operate, as well as collect and ultimately 
leverage collected data is currently the biggest investment commitment. While enterprises 
invest an estimated 15-20% of their sandbox budgets on actual campaigns at present, 
infrastructure development can be a multi-million dollar commitment, dependent on business 
decisions such as build, buy and/or partner. 
 
After spending an estimated $1B on the MagicBand roll-out, Disney, for example, has carved out 
a new, multi-million dollar budget for anticipated platform build out with partners such as  
Apple, Amazon and Walmart. "These aren't campaigns in the traditional sense," notes Bhow, 
who stresses non-marketing aspects of the initiatives such as customer experience and service. 
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Another important aspect impacting investment is whether contextual campaigns are long- or 
short-term. Evergreen, always-on campaigns, e.g. a fast-food restaurant promoting daily 
specials to commuters, require multi-million dollar investments as opposed to a back-to-school 
promotion, which on the low end might represent $10-$25,000.  Many brands haven't yet 
moved beyond a test and incubate stage, committing no more than $100,000 to an initiative. 
"It's a big opportunity," notes GE's Markowitz, "but not yet a big investment." 
 
Other marketing channels factor into budgetary decisions. Contextual campaigns account for up 
to 60% to 70% of one retail brand's marketing budget,  but only if email marketing costs are also 
factored into that budget. Otherwise, that number would be closer to 30% to 40%, still an 
impressive figure. 
 
Emerging platforms from vendors such as Xperiel will soon lower investments considerably by 
integrating things, devices, interface and information into more integrated and interoperable 
platforms. 
 

Integrations 
 
As mentioned above, a host of integrations are essential for any contextual campaign including: 
 
 

 
Marketing Automation 

Email & Other Messaging 
CRM Tools 
Data Sets 

Content & Creative Assets 
Social Platforms 
Third-Party Data 
Listening Tools 
Smart Devices 

 

 
Semantic Technologies 
Workflows & Systems 

Stakeholders & Partners 
Personalization 

Localization 
Attribution 

Journey Mapping 
Analytics 

Real-Time Capabilities 

 
Artificial Intelligence 
Chat And Service Bots 

NLP 
Conversational Commerce 

Machine Learning 
Image Recognition 

Cognitive Computing 

 
Any system, platform or campaign must be designed from inception with a view toward 
integration. 
 
Data:  Akin to integration, achieving relevant context is reliant on numerous data points (and 
sets), not just one or two. Data sourcing, interpretation, warehousing, and safeguarding are core 
to contextual marketing, and not just from a customer or CRM standpoint. Other potential data 
considerations can focus on time of day/month/year; weather; holidays; inventory; location, 
news, etc. All of these points can become even more granular. An auto dealership will craft 
messaging differently to customers in the service section of the property than those browsing 
vehicles on the lot, while CPG manufacturers craft offers on the shelf level. 
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Value Exchange 
 
Value is a concept that differs enormously by industry vertical and campaign purpose, but if 
there is not inherent value for the target audience, there's no reason for them to participate, or 
to exchange information or data with the marketers. Value can be a literal offer, e.g. a coupon;  
information; entertainment (Pokéman Go), or a new level of convenience (REI's location-aware 
app8 offers a National Park concierge service). Value must be identified at the beginning of the 
experience that brands drive with contextual marketing, as well as tie into campaign KPIs. This 
is also an ongoing effort, in which interaction data inform evaluation and re-evaluation of what 
are we measuring and why.  
 
Permission/Opt-in & Out: Overwhelming customers with a surfeit of push messaging is 
antithetical to the concept of value. "Not being creepy," one of the primary concerns of 
marketers eager to engage with contextual marketing, is contingent on communicating value so 
customers will opt-in, and respecting the wishes of those who say no.  
 
Content Strategy: Several marketers pointed to the lack of a content strategy, or myriad 
versioning of content for differing contextual scenarios, as one of the most difficult yet critical 
aspects of planning for contextual marketing. Salesforce's Lindsey Irvine states, "Customers' 
number one priority is delivering the right content, over everything else. You're going to turn off 
a customer if it's the wrong content at the wrong time."  
 
Metrics & KPIs: Contextual campaigns can be applied to a myriad of marketing (as well as other) 
goals. Determining what to measure can be as challenging for many marketers as developing 
measurement systems in an ecosystem so rife with data.  
 
Contextual campaign aspects that can be used as KPIs include: 

 
• Build Audience 
• Increase Household 

Footprint 
• Clickthrough 
• Coupon 

Acceptance/Offer 
Redemption, 

• User Behavior (e.g. 
movement through 
physical locations) 

 
• Increased Sales  
• Point-Of-Purchase Sales 
• Cross- And Upselling 
• Pre-Orders 
• Streamlined/Proactive 

Customer Service 
• Move Excess Inventory 
• Cost Per Action or 

Transaction 
• In-Store Traffic 

 
• Increased 

Intelligence/Data 
Collection 

• Drive Consumers to 
Other Media 
Channels (email, 
social, etc.) 

• Downloads 
• Improved Media 

Buys (e.g. drive to 
contextual campaign 
awareness;  target 
social media ads to 
targeted consumers) 

 
 

                                                
8 https://itunes.apple.com/us/app/rei-national-parks-guide-maps/id1031987936?mt=8 
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Best Practices & Recommendations 
 
As campaigns move beyond what might now be considered "traditional" devices and screens to 
permeate the environments we inhabit and the things we use, interact with or are even just in 
proximity with marketers understandably can become somewhat overwhelmed. Technology 
makes more things possible, but that's not to say it makes them easier. 
 
Best practices are emerging and mutable in any digital marketing discipline, but nowhere so 
much as the very nascent practice of contextual marketing.  Based on interview with 17 senior 
marketers engaged in contextual campaigns, below is a list of emergent contextual marketing 
best practices. 
 

Strategy & Vision 
 
"Definitely do it": The overwhelming majority of marketers we spoke with who are involved 
in contextual campaigns are unanimous that the benefits of such initiatives are too big to ignore. 
Small pilot projects build understanding, process, insight and expertise.  
 
Have a Vision: Know what you want to achieve as an organization.  Think creatively, beyond 
the technology to the Big Idea and keep the consumer point of view in mind. "Just because we 
can add sensors to just about anything doesn't mean we should," explains Nestlé's Brodeur. 
 
Start Slowly: Pilot simple initiatives first, learn, then go larger while at the same time 
developing processes, people, and teams. "We had to create a whole new operating model 
around these campaigns," says MGM Resorts Beverly Jackson,  "We sit down, agree on timeline, 
and monitor the launch."  Consider ripple effects, such as potentially overwhelming a logistics 
provider in terms of shipping. 
 
Hedge Your Bets: While ramping, pilot multiple initiatives. There are many areas in which 
contextual campaigns can succeed (marketing, supply chain, customer service, product, etc.). 
And important part of the pilot/learn process is not to be confined to one small arena. 
 

Data & Analytics  
 
Make Data-Based Decisions: Understand and incorporate data into campaigns, as well as 
determine what desired data outputs are. For example, what data is required to support a 360-
degree customer view? What data is required to close the offer loop, making it so relevant and 
targeted that the deal is cinched? How do you recognize high value customers? How will you 
make the leap from knowing who a customer is to knowing where that individual is, and 
perhaps most importantly, why? 
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Share Data: Insights, trends and intelligence gleaned from contextual campaigns can have 
value that far exceeds marketing's reach. Usage data can funnel into product development, the 
supply chain, or customer service, for example. It's critical to interpret data through many lenses 
and ensure insight is shared with the appropriate internal line of business or external partners. 
 
KPIs and Metrics: "Start slow" is again the rule of thumb here. DealerOn has, for example, 
seen up to a 46% increase in click through rates, which Greg Gifford terms "pretty awesome." 
The company aspires to but has not yet built the ability to track sales and lead lift via Beacon 
targeting in auto dealership, (and subsequent Facebook retargeting). Instead, in this pilot phase, 
dealers currently use the technology to build lists by encouraging car shoppers to link on social 
networks and subscribe to email.  A host of goals can be applied to contextual campaigns (see 
Metrics & KPIs, above).  Marketers are responsible for selecting achievable, measurable goals at 
the outset and to build those learnings going forward.  
 
Create unique offers and communications in different channels for tracking purposes. A Beacon 
audience, for example, should receive a coupon, code or URL unique to that channel for proper 
attribution. 
 
Triangulate Multiple Data Sources: Geo-data expert Neal Welbourne claims that none of 
his clients have ever been precise about who their real customer is. He recommends crunching 
internal data, such as CRM and past interaction history, with external sources such as Experian, 
Equifax and Transunion as well as social media to build the stories of the people who actually 
interact with products.  
 
Move Beyond Insight to Action: Data can provide numerous insights (e.g. how many people 
in the area are buying running shoes?). You can learn that quickly, but as what problems you 
can solve with that knowledge, and where the opportunities lie in knowing. 
 
Reality-Check: Physical and/or environmental interaction become a critical factor in 
measurement. Numerous factors, such as weather and location, will factor into why a consumer 
is interacting with a mobile device. "Marketers are so focused on who clicked that they forget 
what's going on," observes data expert Neal Wellbourne. "Targeting runners that use treadmills 
in a gym in areas that have high rainfall and cold temperatures for running shoes." The outdoor 
runner will probably not be reachable in the rain. 
 

Practitioner Recommendations  
 
Teams: For pilot projects, initiatives can often start with one line of business (email, customer 
service, social or mobile) then spread through the organization. Education, knowledge sharing, 
agility and empowerment are essential to spark thought and experimentation. 
 
Content Strategy: Existing content strategies must be significantly expanded to address 
contextual campaigns. This must encompass not only goals and KPIs, which can be myriad, but 
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also the many additional situations, conditions, offers, customer profiles conditions, locations, 
device interfaces, and other specifics that go into communication and messaging. Content 
strategy must be linked to product strategy for many contextual initiatives, and also address 
design and user experience to a higher degree than in other marketing scenarios. 
 
Anticipate and Script Responses: The real-time nature of contextual campaigns requires 
outbound and inbound scenario mapping then scripting content to address numerous potential 
situations and reactions, both to offers as well as the campaigns themselves. When D+M, for 
example, is called out for being slightly creepy with proactive customer service push messaging 
in response to consumer behaviors with their devices, the scripted response is, "You would 
expect this level of support from BMW. Why not from us?," which the company has found to be 
a successful way to allay feelings of surveillance. This applies equally to potential consumer 
cross-domain sensitivities. 
 
Real-Time Ability: Real-time and context go hand-in-hand. Location data, for example, 
cannot suggest a customer visit a venue when it's closed at 11:00 p.m. Iced tea is an 
inappropriate offer for a snow day. Follow the 12 steps to prepare for real-time readiness9 in my 
earlier research, "Real-Time Marketing: The Agility to Leverage Now." Many brands already 
have always-on war rooms in which highly trained social media and analytics teams monitor 
digital sentiment and interaction 24/7, reacting and optimizing messaging in real time. The 
sentient world will rapidly become part of this intense, pressurized marketing function. 
 
Permission and Opt-in: Even more than with email and social channels, contextual 
communications cannot be pushed on unwilling or unreceptive consumers. In addition to 
offering value to make messaging welcome, permission is a critical component of the 
brand/consumer dialogue, as is an opt-out mechanism, especially for brands leveraging data 
across domains (e.g. in-home, -car, -store, etc.). The four components of permission 
communications every brand must consider include: Education; Brand Accountability; Consent 
& Agency and Value/WIIFM (What's in it for me?). 
 
Ecosystem of Internal & External Partners: Consider new partnerships, both internally 
and externally. Contextual campaigns touch areas beyond marketing, and the data inputs and 
outputs can be of value for a broad variety of stakeholders.  This value can and should be used as 
a justification of spend, not ust from marketing budgets but also from other line of business 
budgets. 
 
Technology Vendors: Understand what they bring to the table, as well as limitations. A large 
player can act as a backstop, but limit experimentation. A small nimble start up might be better 
for a pilot than a national implementation. Determine who will be responsible for the chain of 
technology, for example a chain of 1,000 retail locations, each with 10 Beacons. 
 
Continuous Education and Training: In a quickly evolving sector, it's essential to keep 
abreast of tools, technologies, use cases, data, and best practices. 

                                                
9 http://rebeccalieb.com/sites/default/files/downloads/1312%20Real-Time%20Marketing%20RL.pdf 
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The Future 
After the first wave of contextual marketing because it's cool, what's next? As with all new 
technologies, context currently has a high novelty value factor. More strategic brands must ask 
themselves how will we work, play, shop, travel and interact with places and things in the 
future? 
 
Marketing's future will be based on experience, service, and utility, as consumer attention 
becomes an ever-scarcer commodity. Content is ubiquitous. To thrive and to differentiate, brand 
must evolve from Content > Context > Connection. There are five ways brands can achieve this, 
singly or in combination: 
 

1. Entertaining Customer Experiences: storytelling and other forms of 
entertainment. 

2. Deeper Information: providing knowledge, decision-making tools, etc. 
3. Enhanced Services: improved customer and product services. 
4. Streamlined Services: more convenience, less friction, e.g. mobile banking. 
5. Automated Services: work almost seamlessly in the background, e.g. Amazon 

Dash 
 
To meet growing consumer expectations, which are evolving as quickly as the technology 
landscape, brands must begin not only consider but also experiment with how they will 
contextually engage with customers and prospects in the very near future. 
 

 
### 
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Methodology: This report includes input from 17 market influencers, vendors, and end users 
who were interviewed or briefed between May - August, 2016.. Input into this document does 
not represent a complete endorsement of the report by the individuals or the companies listed 
below.  
 
Ecosystem Input 
This report includes input from market influencers who were interviewed during the course of 
this research. Input into this document does not represent a complete endorsement of the report 
by the individuals or companies listed below.  
 

Abercrombie & FItch Andy Kennemer VP Omnichannel Marketing 
Adobe  Bruce Swann, Senior Product Marketing Manager for Adobe Campaign 
D+M  Group  Scott Strickland, GLobal Chief Information Officer 
DealerOn Greg Gifford, Director of Search & Social 
The Walt Disney Company Gunjan Bhow, SVP Direct to Consumer 
EVRYTHNG Andy Hobsbawm, Co-Founder & CMO 
GE Andrew Markowitz, General Manager Performance Marketing Labs 
GPShopper Maya Mikhailov, Co-Founder & CMO 
IBM Jay Henderson, Director of IBM Marketing Cloud 
IBM Tom Miller, Portfolio Marketing Manager – IBM Marketing Solutions 
InTouch Solutions Neal Welbourne, Director Analytics Strategy 
MGM Resorts International Beverly Johnson, VP Social Media Marketing & Content 
Strategy 
Nestlé Mark Brodeur, Global Head of Digital Marketing Innovation  
Salesforce Charlie Isaacs, CTO for Customer Connection 
Salesforce Lindsey Irvine, Head of Global GTM, IoT Cloud 
xAd Monica Ho, CMO 
Yext Jeffrey Rohrs, CMO 
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The Eclipse of 
Online Ads

By Rebecca Lieb
Includes input from 17 industry leaders.

Why marketers must optimize their efforts 
by prioritizing content within the digital mix. 

Prepared for



With advertising effectiveness on the decline, practitioners are turning to other forms of 

marketing to better engage customers during their digital journey. Content marketing, 

and its underlying content strategy, has emerged as the savior in the new marketing 

hierarchy as leaders seek alternatives to paid media cohorts that no longer produce 

tangible business results.  

Changing customer attitudes toward advertising, combined with data privacy concerns 

and increased use of new mobile technologies, are also contributing to advertising’s 

steady decline. When marketers focus instead on the content needs and expectations 

at each stage of the customer journey, they’re rewarded with new opportunities for 

engagement, sales, and retention. These opportunities are also easier to measure, 

offering another incentive for marketers to focus on content in lieu of incumbent 

advertising strategies.

In this report, we explore why marketers should build customer-centric marketing 

strategies that rely more on valuable content and less on media buys. By creating a 

solid content strategy foundation, investing across the customer journey, realigning the 

marketing mix accordingly, and building the right team, digital marketers can achieve 

results that span far beyond click-through rates and brand awareness.

Executive Summary



Organizations Increasingly Favor Content Over Advertising 

Consumer Attitudes, Data Privacy, and New Digital Channels Drive Change

Focusing on the Customer Journey Yields Engagement Opportunities

Recommendations: Build a Customer-Centric Marketing Strategy

Appendix 
Industry Research Methodology 

Acknowledgements 

About the Authors 

Permissions 

Endnotes

Table of Contents
2

4

6

8

11



Organizations Increasingly Favor Content 
Over Advertising
The rise of digital, mobile, and social technologies has transformed traditional 

advertising into a commodity, floating in a sea of media buy options and more 

relevant marketing investments. Its former position as the “boss” of marketing 

channels and tactics is a memory, as brands respond to new customer 

expectations or relevant content at every stage of their purchase decision 

journey. Savvy marketers are exploring other marketing avenues that offer 

greater control, while advertising remains an expensive dinosaur with 

diminished returns.

Today’s consumer is both banner-blind and blocking online ads altogether. 

Click-through rates on standard banner ads plummeted to 0.12% in 2014,1 as 

customers demand more engaging and timely brand experiences. 

This development has forced marketer attention to content as the fuel for owned 

and shared marketing channels that are rising in the investment hierarchy. 

Brands and their agency partners are reconsidering the marketing mix in order 

to address the entirety of the customer journey and maintain an “always-on” 

marketing mindset. 

Advertising isn’t going away, but its dominance will further decline to make way 

for real-time, owned, and shared media in the marketing budget.

2005 2007 2009 2011 2013 2015

“Ad Blocker” on Google Trends

Declining Ad Effectiveness Causes a Shift in Media Spend 
The battle for consumer attention has never been fiercer, or more difficult for 

marketers. With the increased utilization of browser plug-ins that block ads from 

loading online, it’s estimated that 12% of display ads are never seen by humans,2 

translating into $18.5 billion in ad spend waste in 2015 alone.3 Separate from ad 

blocker usage, consumers are subconsciously ignoring digital advertising, with 

60% suffering “banner blindness,” effectively unable to recall any online banner 

ads they’re exposed to.4

Add to these facts that 94% of online video viewers skip pre-roll ads before five 

seconds has passed,5 and 25% of the few video ad views are fraudulent,6 and 

marketers can no longer ignore the need to shift their marketing spend away 

from traditional tactics toward more engaging content deployments.

Digital consumers aren’t the only ones to blame for declining advertising 

effectiveness. The ever-increasing level of automation in programmatic digital 

advertising combined with an increase in programmatic spend7 (even as rate 

card prices plummet) has further depleted effectiveness in favor of a “set it and 

forget it” mentality among many practitioners. 

1 http://www.emarketer.com/Article/Consumers-Engaged-with-Rich-Media/1011282 
2 http://appleinsider.com/articles/15/04/22/apples-safari-claims-55-of-us-mobile-browser-usage-105-desktop-share 
3  http://adage.com/article/digital/ad-fraud-eating-digital-advertising-revenue/301017/ 
4 http://www.mediapost.com/publications/article/196071/banner-blindness-60-cant-remember-the-last-disp.html 
5 https://contently.com/strategist/2015/03/12/3-ways-youtube-pre-roll-is-forcing-marketers-to-rethink-video-advertising/ 
6 http://www.adweek.com/news/technology/7-things-you-need-know-about-bots-are-threatening-ad-industry-161849 
7 http://site.adform.com/resources/collateral/whitepapers/)

Marketers can no longer ignore the need to shift 
their marketing spend away from traditional tactics.
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Agencies Experience Increased Scrutiny 

Additionally, a lack of transparency from agencies regarding online advertising 

spending and effectiveness has eroded relations between some of them and the 

brands they represent. In October 2015, the Association of National Advertisers 

went as far as to engage former FBI agents to investigate suspect agency 

practices.8 Major advertiser Kraft Foods has also publicly declared its rejection 

of up to 85% of all impressions offered by real-time ad marketplaces.9 

The media chief of a CPG company, one of the world’s top-five advertisers, is 

also questioning the effectiveness of advertising in digital channels. “Ads on the 

internet are not fit for purpose and never have been.”

Jeremiah Glodoveza, formerly of Avaya, a technology solutions provider for team 

engagement, agrees that brands have joined the fray in blotting out ads. He adds, 

“We’ve seen failed expectations with traditional advertising. At Avaya was we spent 

a lot on traditional advertising - outdoor, sponsorships, online, print - and we saw 

no correlation between this increase in spend and any quantifiable marketing 

metric. At least when we shifted to native and digital we were able to see impact - 

positive and negative.”

Though digital media is the focus of our research, this trend is hardly limited to 

online channels. GE CMO Linda Boff recently announced that the company is 

pulling back from television advertising, excepting live events, due to fragmented 

consumer attention and a lack of engagement. Meanwhile, the company has 

doubled down on content marketing initiatives, particularly in digital channels.10

More Evidence of Shifting Budget Priorities 

GE isn’t alone in its marketing budget reallocation choices. According to a 2015 

IBM/CMO Club study, content won the majority of the budget at 13%, trailed by 

digital advertising at 11%; traditional advertising at 11%; and analog, physical 

activities at 11%.11 

When advertising budgets are increased, it’s most often in support of social 

media or mobile marketing, as is the case with Johnson & Johnson. VP of 

Worldwide Digital Strategy Gail Horwood reports that J&J is doubling social 

ad spending this year, but not allocating more to traditional online display 

advertising. Native advertising and other forms of converged media are also 

seeing a larger share of brand budgets, though it’s impossible to assess how 

much from available survey data on types of media spend.

Content budgets are on the rise and are predicted to continue increasing in 2016. 

Fifty-one percent of B2B marketers and 50% of B2C marketers plan to increase 

content marketing spending over the next year, according to the Content 

Marketing Institute’s 2016 benchmark report.12 The same study also shows that 

marketers rank banner ads as the least effective form of paid promotion.

11 http://thecmoclub.com/resource/marketing-is-a-buyer-journey-not-a-destination-a-cmo-solution-guide-via-the-cmo-club-in- 

   partnership-with-ibm/
12 http://contentmarketinginstitute.com/wp-content/uploads/2015/10/2016_B2C_Research_Final.pdf
13 http://www.pqmedia.com/execsummary/PQMediaGlobalContentMarketingForecast2015-19-EXECSUMM.pdf

“Ads on the internet are not fit for purpose and 
never have been.”

8 http://adage.com/article/agencies/ana-taps-firms-investigate-rebate-allegations/300803/).
9 http://adage.com/article/datadriven-marketing/kraft-rejects-75-85-impressions-due-quality-issues/295635/).
10 http://www.businessinsider.com/ge-cmo-im-done-advertising-on-prime-time-tv-2015-12
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Consumer Attitudes, Data Privacy, and New 
Digital Channels Drive Change
Though advertising fraud and lack of online engagement contribute to the shift 

from advertising to more content-based marketing, they aren’t the sole driving 

forces. As digital evolves, so, too, do messaging platforms, as well as where, 

when, and how those messages can be delivered. Marketers must shift their 

focus to content, the “fuel” of the marketing ecosystem, and away from paid 

channels. This creates a foundation for delivering right-time, relevant messaging 

to customers, regardless of platform. 

Additional factors spurring the shift from advertising to content include:

Attitudinal 

Consumers dislike and mistrust online ads, with 30% reporting online 

advertising is not effective, and 54% believe web banner ads don’t work.14 

Adding adjectives to injury, more than half of consumers apply the terms 

“annoying,” “distracting,” and “invasive” to desktop and mobile web ads, 

according to the same Adobe study.  

Privacy and Safety 

TrustE reports that one in four consumers worry about the security or privacy of 

the data collected on smart devices, and only 20% believe the benefits of smart 

devices outweigh these concerns.15 They are also concerned about malware 

attacks and location-specific surveillance. 

Attitudinal

Privacy & Safety

Channel & Platform 
Proliferation

Mobile

Omni-channel

More than half of consumers apply the terms 
“annoying,” “distracting,” and “invasive” to 
desktop and mobile web ads...

14 http://techcrunch.com/2012/10/24/online-ad-survey-most-u-s-consumers-annoyed-by-online-ads-prefer-tv-ads-to-online-want- 

   social-media-dislike-button-and-reckon-most-marketing-is-a-bunch-of-b-s/
15 https://www.truste.com/resources/privacy-research/us-internet-of-things-index-2015/
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Channel and Platform Proliferation 

New social platforms and converged media formats, like hybrid native advertising, 

challenge marketers to create not only more content than ever before, but 

also content that can be easily adapted. It’s more challenging (and, complex) 

to manufacture content that fits paid, owned, earned, and converged media 

channels than it is to focus solely on advertising. 

Marketers today find it increasingly necessary to invest in multiple channels to 

avoid risk, as efficacy typically waxes and wanes between channels and platforms. 

Experimenting with new channels can pay off though, as Unilever found that buzz 

derived from its social content was significantly driving sales. This resulted in the 

company investing “tens of millions” more into its social presence.16 

Mobile 

As mobile overtakes not only desktop computing but also television in media 

consumption hours spent,17 marketers are increasingly challenged by the 

decrease of advertising “real estate” on devices’ smaller screens. Mobile’s 

intrinsically personal nature also makes interruptive forms of advertising seem all 

the more invasive. Additionally, there’s an escalating cost to consumers, as mobile 

advertising becomes bandwidth intensive, eating into data plans more than opt-

in content counterparts.18 According to one research study, half of all clicks on 

mobile ads are accidental.19

Omni-channel 

There’s a growing realization among even those brands that remain satisfied 

with digital advertising that the ability to buy, target, and optimize banners 

is now “table stakes,” as Yext CMO Jeffrey Rohrs tells us, in an, “increasingly 

complex landscape.” This complexity of multiple channels with complementary 

content needs raises challenges for brands as they transition from a paid, push-

media mindset to creating a thriving content ecosystem. Retailers and CPG 

brands are expanding content outward from phones and desktop computers 

and into in-store kiosks and other retail experiences.  

Intel has partnered with Turner and Mark Burnett to produce a reality show 

spawning a cosmos of content, offline and off.20 “A consumer seeing 10 

sequential pieces of content is more valuable to us than seeing the same banner 

ad 10 times,” said Becky Brown, Intel’s vice president, global marketing and 

communications and director, Digital Marketing and Media Group. Marriott’s 

David Beebee also shared (at a recent conference) that the company has 

repurposed content that resonates on its owned digital media channels for 

out-of-home billboard executions, quipping, “a multi-tiered paid model for 

digital content is as juicy an opportunity as a brand could hope for.”

Mobile’s intrinsically personal nature also makes interruptive 
forms of advertising seem all the more invasive.

16 Unilever Finds Social Media Buzz Really Does Drive Sales - Ad Age Sept. 18, 2015
17 http://techcrunch.com/2014/08/21/majority-of-digital-media-consumption-now-takes-place-in-mobile-apps/
18 http://www.nytimes.com/2015/10/01/technology/personaltech/ad-blockers-mobile-iphone-browsers.html
19 http://www.businessinsider.com/error-rate-for-mobile-ad-fat-finger-clicks-2012-10
20 http://www.hollywoodreporter.com/live-feed/mark-burnett-turner-intel-partner-816036
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Focusing on the Customer Journey Yields 
Engagement Opportunities
With customers consuming more digital content than ever, their expectations 

shift with each brand experience. They quickly realize which companies deliver 

content at the right time, when they need it most, and which brands continue 

to push the square peg of advertising into the round hole of new technology 

experiences. Consumers expect contextual relevance in messaging that’s based 

on their existing relationship with the company, their purchase history, and the 

mode of communication—which is increasingly mobile in nature.

In order to deliver an effective content mix, companies must become intimately 

aware of every stage of the digital customer journey, for multiple personas (if not 

complete personalization). “Who, What, Where, When and Why” are critical factors 

for consideration from awareness through advocacy, as attention is scarce and 

fragile through every step. This trend toward hyper-personalized content during 

“micro moments” of the brand experience is spurring a retreat from programmatic 

advertising that automates the experience, as consumers grow skeptical of brands 

that simply pretend to know their needs based on browsing data.

Brands that respond to this shift by simply producing more content are likely 

to miss out on the opportunity content provides. For example, new research 

from TrackMaven shows  that increased social media posting is inversely 

proportionate to engagement rates:21

Brand Messaging Must Mirror the “Always On” Consumer  

As screens and devices proliferate, together with growth of in-store beacons 

and near-field sensors, marketers are beginning to lean heavily on real-time 

messaging in owned and earned channels. The ability to swiftly respond to 

events and triggers is critical to capitalizing on sporadic consumer behaviors. 

Visa’s Shiv Singh, SVP marketing, is leading efforts to be more “in the moment” 

with consumers, explaining, “real-time messaging is about to be the primary 

interface for everything we do.” 

More screen use on the go also increases the difficulty of targeting consumers as 

they channel hop to purchase. No longer does one message, meant for one paid 

medium, suffice. Marketers are discovering that a robust content strategy is critical, 

one that addresses the different behaviors, needs, and expectations at every step 

of the digital decision journey. Successful strategies rely heavily on multiple data 

sources and address different demographics, personas, and geo-segments, with 

different journeys mapped for every relevant platform and channel.

As mobile traffic is expected to multiply tenfold by 2019,22 these trends will only 

accelerate as the need for small-screen content outweighs the pressure of 

securing traditional advertising budgets. Companies are expected to gravitate 

toward mobile and social content marketing in coming years, as their high 

effectiveness and low cost prove to increase consumer trust and improve the 

customer experience. 

21 http://trackmaven.com/resources/content-marketing-paradox-revisited/
22 http://www.cisco.com/c/en/us/solutions/collateral/service-provider/visual-networking-index-vni/white_paper_c11-520862.html

“Real-time messaging is about to be the 
primary interface for everything we do.”
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Better Content Analytics Combat Advertising’s Foothold 

Measuring advertising’s effectiveness is an age-old puzzle that has yet to be 

fully resolved. Many advertisers claim click-through rates prove effectiveness of 

digital banners, while other die-hards stick to “increased brand awareness” as 

their mode of measurement. The analytical grey area of advertising is pushing 

marketers toward content, as they can more easily measure their yields in 

multiple channels using methods that tie directly to business results.

Content metrics can be intricately examined at each phase of the customer 

journey, assuming the correct technologies are in place to track customer 

behaviors (i.e. CRM, loyalty program, social sign-in, app profiles, etc.). Curata 

provides a model for categorizing the plethora of content metrics available, 

grouping them into two categories: performance and operations metrics. 

Example performance metrics are centered on consumption, retention, 

sharing, engagement, marketing pipeline impact, and sales pipeline impact, 

while operations metrics are tied directly to production and cost.23 Including 

measurement as part of an over-arching “content journey” strategy is necessary 

to prove results and justify investments. 

Promises of brand awareness or nebulous engagement metrics no longer cut 

it when fighting for company resources. As one source, who prefers to remain 

anonymous, elaborates “a lot of CMOs earned their seat at the table because 

of their contributions to brand awareness, but when they started talking about 

other metrics, everything got super fluffy.” The interviewee continues, “CEOs are 

demanding more, requiring other data-driven metrics that can directly correlate 

activities and align human and capital resources to business objectives. 

Knowing the data side means more job security.”

23 http://www.curata.com/blog/the-comprehensive-guide-to-content-marketing-analytics-metrics/

Next: Recommendations
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24 http://contentmarketinginstitute.com/2014/10/2015-b2b-content-marketing-research/
25 http://contentmarketinginstitute.com/wp-content/uploads/2015/10/2016_B2C_Research_Final.pdf

Recommendations: Build a Customer-Centric Marketing Strategy
Shifting the media mix away from advertising and into content marketing requires just as much cultural change as it does resource reallocation. We recommend marketers follow 

three key recommendations to refocus their company around more engaging content that satisfies customer needs and business goals. 

1 Create a foundational content strategy before pursuing 
specific tactics.

Invest across the customer journey, realigning the 
marketing mix accordingly.

Although 70% of B2B marketers are producing more content this year than last, 

a corresponding amount of organizations are doing so without a documented 

content strategy in place first.24 This results in inefficiencies and missed 

opportunities, as well as an inability to measure success due to a lack of 

concrete goals. For B2C marketers, lacking a documented strategy also 

means being significantly less likely to be successful.25

Investing in content marketing requires an investment in a content strategy 

that outlines plans for the development and management of content. It 

should encompass persona development, content creation, repeatability, 

delivery, governance, and the ability to achieve business goals by maximizing 

the impact of content. Focus on outcomes, not volume, and how to there 

operationally and organizationally. 

 

 

 

 

A solid content strategy foundation also sets the stage for the adaptation 

of appropriate technologies and platforms. When a content strategy is tied 

directly to overarching company and departmental goals and processes, 

brands are able to more efficiently respond to new media that may emerge. 

“Future proof” your content strategy today to be prepared for the inevitable 

content marketing needs of the Internet of Things, wearables, beacons, 

sensors, and even smaller mobile devices. 

Although traditional marketers may be more familiar with focusing advertising 

tactics on the top of the funnel, content marketing thrives when it’s applied 

differently to every phase of the entire digital customer journey. Content 

marketers push to create an engaging brand experience during all phases of 

decision-making, purchase, and post-purchase support. 

Successful customer retention and advocacy strategies are dependent on 

customizable (ideally, personalized) content that continues to serve consumers 

and build favorable brand reputation far after any purchase is made.

Rather than strategizing around channel targeting, focus on the behaviors and 

the needs your customers have during each phase of their journey. Advertising 

focuses on where you can push your message for the greatest impact, whereas 

content marketing considers how the message will be consumed, by whom, 

when, under what circumstances, and to what end. Content marketing asks, 

“When will the message deliver the most value?”

Make marketing commitments according to customer connection goals in order 

to add that ultimate value. To do this, marketers must construct detailed 

content plans that map out how modular content can be repurposed across 

owned, earned, and paid channels, depending on where a customer turns 

in his or her time of need. These plans should sync with internal editorial 

calendars and process workflows to ensure efficient resource allocation.

...Lacking a documented strategy also means 
being significantly less likely to be successful.
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Build the right team with the right resources at its disposal.

Leaders looking to beef up their organizational content engine should examine 

the skillsets of the employees and third-party partners (agencies and vendors) in 

their marketing arsenal. It’s likely that existing teammates were hired for skillsets 

that skew toward traditional advertising and media needs, with some marketing 

crossover, or for a very specific channel-oriented purpose (social media 

management, for example). Similarly, large agencies typically have evolved to 

offer digital, social, or mobile services over time, with strong roots in advertising 

and PR.

Conversely, experienced professionals that stand out and contribute to a well- 

oiled content machine include journalists, bloggers, and—most recently spawned 

—the content “storyteller.” Storytellers are well versed in understanding both 

brand messaging goals of the traditional marketer and how to best convey 

them to customers, depending on their lifestyle and purchase data. If existing 

employees and partners don’t have these skills, leaders should consider offering 

a continuing education program or hiring from the outside to fill the gaps. 

Once the ideal team is built, it needs to be equipped with the tools to succeed, 

too. Aim to integrate any existing measurement tools wherever possible, 

focusing on those that measure specific ROI metrics and allow for efficient 

customer data analysis and action. 26 https://moz.com/blog/the-inbound-marketing-economy

...focus on the behaviors and the needs  your customers have 
during each phase of their journey.
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Appendix



Methodology 
This report includes input from marketing influencers who were formally 

interviewed by the author during the course of this research in late 2015. Some 

quotations are from informal discussions or were made at digital marketing 

events. Not all interviewees are included in this list due to request for anonymity. 

Input into this document does not represent an endorsement of the report by 

the companies listed below.

Avaya – Jeremiah Glodoveza, former Global Communications Leader 

Cofactor – Jeff Fagel, CMO 

FleischmanHillard – Robert Winslow, Managing Director of Global Technology 

Intel – Becky Brown, VP Global Marketing & Communications 

Ion Technologies – Scott Brinker, CEO & CTO 

Johnson & Johnson – Gail Horwood, VP Worldwide Digital Strategy 

Marriott – David Beebee, VP Global Creative + Content Marketing 

MasterCard – Adam Broitman, former VP Global Digital Marketing, now 
managing partner at MEC 

MRY – David Berkowitz, CMO 

MXM – David Brown, former EVP now CEO, The Content Catalysts 

Politico – Stephanie Losee, former Executive Director of Brand Content 

PR Newswire – Ken Wincko, SVP Marketing 

Save the Children – Susan Ridge, VP Marketing and Communications 

Story Worldwide – Kirk Cheyfitz, Co-CEO 

Visa – Shiv Singh,  SVP Marketing 

Yext – Jeffrey Rohrs, CMO 
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Introduction

The pace of change driven by technological advancement isn’t just accelerating, it’s widening. The scope of 
this change simultaneously defines our age as well as how we manage life and work. In this introductory 
report from Kaleido Insights, we explore technology’s impact on the evolving relationships among humans, 
businesses, and their ecosystems, crystallizing the innovator’s path forward.

The advent of the Internet and digital have changed the world, while organizations struggle more to keep 
up––nevermind, get ahead. We’re surrounded by a proliferation of devices and interfaces; an untold velocity of 
data generation and networked services; and an ever-shifting tessellation of new capabilities and bright shiny 
objects. To innovate is no longer a choice, it is imperative.
 
Meanwhile, businesses are told this technological disruption is both their future and their biggest threat. This 
report offers clarity amidst the chaos as we provide a three-tiered methodology for analyzing technologies not 
as fragments, but in patterns of impacts. These impacts affect humans, businesses, and the ecosystem at large, 
the foundation for three macro trends relevant to every organization: 
 
First, technology is enabling people to evolve into Super Humans. Born in the age of social media and 
accelerated through mobile, consumers’ ever-expanding toolkit of capabilities renders individuals more 
powerful than ever before. 
 
Second, nimble and Fluid Organizations are those that survive. Early efforts in digital transformation reveal 
why shifting competitive forces requires agility and fluidity across systems, internal culture, and within 
innovation programs themselves. 
 
Third, Enlightened Ecosystems are the result of digital convergence with the physical world-- as distributed 
systems, machines, and supply chains become more integrated, interconnectivity across ecosystems is forging 
intelligence more powerful than any single human or business. 
 
Within each of these trends, Kaleido analysts surface key implications and offer clear direction on how to 
apply insights to help organizations participate. Our objective is to distill sanity and strategy from the noise, 
transforming the “kaleidoscope” of technological disruption into a clear vision for innovation.
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Our Approach

Our research methodology defines our approach: amid ongoing technological change, we identify the 
constants––your users, your business, and your ecosystem––and apply deep impact analyses across each area. 

Kaleido Insights’ mission is to help companies foresee, decipher, and act on 
technological disruption with agility.
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Trend 1. Super Humans: Empowered 
Users Feel the (Super) Powers

Today’s superheroes don’t need capes. They have smartphones, smartwatches, and voice-controlled devices 
that grant them super-human powers. Armed with virtually unlimited, on-demand information, consumers 
augment their human abilities, transforming themselves into “Super Humans” with the tap of an app, touch of 
a screen, or voice command. They’re faster than the companies they interact with and expect no less than on-
demand everything. 

Super Humans access information they need, anywhere, at any time. Mobile devices are now Super Humans’ 
primary tool. Tomorrow’s toolkit is filled with virtual robotic assistants, wearables that augment physical 
environments, even biometric implants that utilize real-time data streams to deliver recommendations and 
preemptive services. 

Super Humans demand a new type of corporation that not only meets their needs but predicts their future 
state and delivers before need arises.  With personalized, on-demand AI agents at their beck and call, 
Super Humans’ expectations rise for companies to deliver equally efficient and individualized products and 
services. This necessitates a significant corporate shift toward a more nimble internal culture that prioritizes 
fast-paced innovation. 

Incremental Innovation Democratizes User Technology, Creating Super Humans
From call to text, or text to voice, consumers quickly master new technology innovations as their base 
understanding of interfaces builds over time. As they shape their surroundings, experiences, and interactions 
with seamless assistance from their technological sidekicks, they feel their intelligence augmented, analogous 
to a cyborg-human.

The ability to personalize and shape one’s experiences comes at a price, paid in data. Corporations have many 
opportunities to collect and act on customer data in order to craft hyper-personalized interactions, but must 

Like a kaleidoscope, multiple impacts reflect myriad patterns. Diverse technological advancements, shifting 
customer expectations, and ever-dynamic external forces constantly create new challenges and new ways for 
companies to proactively react to these changes. Rotation of the full picture --disruption-- creates motion, and a 
new way to view norms. Within this methodology lie thousands of combinations for impact assessment, across 
countless products and services and industry applications, regardless of the technology or disruption du jour. 

To bring our methodology to life, what follows is a deep overview of three macrotrends Kaleido Insights has 
identified that impact everyone.
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do so with caution, integrity, and consent. Research shows that consumers rarely know how data is sold and 
shared,1 and are not comfortable with their data being sold between companies without express consent.2 Yet 
as Super Humans develop a taste for power, other studies show they are more comfortable sharing their data 
in exchange for tangible value,3 such as improved security, cost reductions, or personalized content. 

Artificial intelligence (AI) represents the next frontier for Super Human adoption and offers great opportunity 
for corporations looking to further augment customer interactions. While today’s consumers have very mixed 
feelings about AI,4  tomorrow’s Super Humans may come to value their technology-enabled superpowers so 
much, they welcome AI into brand and personal interactions, so long as systems deliver on expectations. 

Case in Point: E-commerce retailer Spring offers a shopping concierge bot powered by Facebook 
Messenger
Retailer Spring offers customers an online shopping assistant in Facebook Messenger, powered by the social 
platform’s send/receive API. Customers can cycle through a series of conversation-based questions that take 
them through product categories, specific product choices, and pre-determined price ranges. Eventually, 
Spring presents a series of three to five products for purchase and redirects to an e-commerce engine for 
checkout. The customer’s receipt is promptly delivered via Messenger before the bot bids adieu. Future Super 
Humans won’t care if their transaction is led by a robotic sales associate so long as they find what they want, 
and the experience is efficient, respectful, and enjoyable.

Case in Point: Chinese grocery store Yihaodian built 1,000 virtual shops in public places using 
augmented reality (AR)
China’s largest online grocery store, Yihaodian, built over 1,000 virtual shops in public places, offering 
augmented reality (AR) shopping experiences on mobile devices. Customers who downloaded Yihaodian’s 
app could browse and shop in these virtual stores. Once goods were purchased they were directly delivered to 
customer homes. Through its virtual, on-demand storefronts, Yihaodian set a Guinness World record by selling 
2 million boxes of milk in less than an hour.5 Yesterday’s customers visit grocery stores for essentials like milk; 
today’s customers shop online; tomorrow’s customers pick up milk via an AR store at the bus stop.

We’re already witnessing consumers (and employees) transitioning to Super Human state through a range of 
behavioral shifts enabled by technology:
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“Invisible” Interactions Enable Super Human Evolution 
As consumers become increasingly connected, sharing data and interactions with devices and networks 
and also the infrastructure around them, brand services will become so seamless as to effectively become  
“invisible.” Screens eventually disappear from user experiences as AI combined with IoT devices ease controls 
with natural gesturing, biometric authentication, voice recognition and understanding, and predictive 
behaviors. Machine learning in conjunction with devices and the Cloud increasingly push friction away from 
user interface. Data sets driving personalization are also invisible to end users. 

Communicate and command with voice, gesture 

Resolve problems with chatbots

Follow location-based noti�cations

Shop on mobile, via chat, soon via AR or drone delivery 

Digitally try products and experiences via VR/AR

Use chat app

Search with Siri, Alexa, or Google via voice; soon AI searches for them 

Receives products predictively before they run out; product arrives before 
need is realized

Consumer devices automatically track and analyze data to deliver 
recommendations or automate decisions  

Intimately understand health and wellness pro�le and 
how to optimize via quanti�ed self, genomics

Food is dynamically created, grown, portioned by AI, optimizing health and 
wellness per individual

Biometric (facial, �ngerprint, voice, etc.) authentication learns cues for 
seamless and secure access

Allow thermostat to control itself based on historical data trends

Self driving cars

Nanobots repair body, organs are lab grown

SUPER HUMAN

Communicate and command with hands, mouse

Call customer support

Search for deals

Shop online

Visit brick-and-mortar stores to try products

Send email

Search via typing into web

Buy products when depleted

Manually input data

Turn down thermostat

Drive or take an Uber or Lyft

Little visibility into biomedical state, or genomics 

Surgical procedures

Crops, traditional agriculture 

Passwords

CONSUMERS

FIGURE 2  CONSUMER VS. SUPER HUMAN BEHAVIORS

Kaleido Insights: Three Macrotrends Impacting the Journey to 2030
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When devices communicate and learn from others products 
and services around them, pulling historical and real-time data 
to enhance context, Super Humans’ powers to act and make 
decisions dramatically increases.

Hyper-personalization becomes table stakes for companies 
hoping to remain relevant in  the individually crafted worlds 
of Super Humans. This new state of Super User Centricity 
will permeate not only the brand-consumer interaction 
economy but also that of employees and employers. “Super 
Employees” are boosted on the job with AI enhancement and 
robotic assistance, sometimes called Augmented Intelligence, 
to become more efficient, smarter, and safer. Human + AI = 
the strongest employee. 

Case in Point: Quiet Logistics pairs robots and humans for greater warehouse fulfillment 
efficiencies. Quiet Logistics is deploying Locus Robotics robots to work alongside humans as a way to boost 
warehouse productivity by as much as 800%. The decision to “employ” robots to augment employee tasks was 
born from rising consumer expectations of on-demand deliveries and the need for a quicker turnaround on 
the warehouse floor. Locus bots retrieve online orders from the warehouse at the pace of a “brisk walk,” then 
deliver orders to human workers who box and ship them for delivery.6 

Today’s Super Humans rely on the technology companies that provide infrastructure, platforms, and data 
foundation. Empowered Super Humans of the future will become so technologically enhanced that they will 
assemble through the same commodity software and hardware to develop their own distributed infrastructure. 
What happens when customers (or employees) become more powerful than the organization? They already 
hold more power than brands that don’t innovate. When acting as a unified front, there’s greater potential risk 
to disrupt entire business models and transactional ecosystems. Bitcoin, anyone?

“Today we 
have data at 

our fingertips; 
tomorrow 
we’ll have 

knowledge at 

our fingertips.” 
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FIGURE 3  ANATOMY OF A SUPER HUMAN

Kaleido Insights: Three Macrotrends Impacting the Journey to 2030

Everlasting Legacies
Future Super Humans will create       

virtual reality avatars who 
represent their personality and 

can interact with future 
generations, post-mortem. 

Invincibility Shield
Medical technologies like 

3D-printed organs and health 
vital-monitoring microchips 

confer better health and 
longer lifespans.

 Faster Than a 
Locomotive

Super Humans summon 
transportation and food, among 
other on-demand services and 
products, with a voice prompt 

or tap of an app.

X-Ray Vision
Through augmented, virtual, 

and mixed reality, Super Humans 
can harness additional layers

of information, digitally overlaid 
in real-time in order to make decisions, 

educate and entertain themselves, 
personalize experiences, and 

alter their current reality.

Bionic Brain
Armed with AI enhancement, Super 
Human brains combine the best of 

human intelligence and technological 
capabilities with the ability to access 

unlimited information, enhance 
spatial and contextual awareness, 
rapidly create, and even translate, 

languages in near real-time.

Heightened Hearing
With an in-ear agent (known as 
a “hearable”), Super Humans 

are delivered personalized 
information on scheduling, 

social media updates, and other 
entertainment with minor to no 

detection from passersby.
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Trend 2. For Fluid Organizations, 
Strategy Equals Agility

Fluid Organizations constantly change to adapt to market changes. By contrast, companies of the past-- rigid 
companies--are like a rock in the river. While they divert water, the water is actually eroding them, a granule 
at a time. As companies of all types undergo digital transformation, they are forced to shift from analog, fixed, 
and slow-to-adapt models of the past, to highly adaptable, dynamic models-- models enabled by digital 
technologies and interfaces. The water represents technology and digital innovation, a constantly moving force 
that envelops anything in its path. 

Kaleido analysts look at Fluid Organizations like Amazon, Tesla, Google, GE, and others to identify common 
traits. These traits encompass the whole of an organization, and infuse cultural and structural areas like 
leadership and governance, strategic areas such as product and business model innovation, as well as 
functions and lines of business themselves. 

Fluid Organizations go through a three-phase metamorphosis. They must be “digital first,’ digitizing processes, 
products, and services. Next, companies realize digital isn’t fluid enough; they must invest in longer term 
corporate innovation programs to stave off disruption. The third phase is marked by integration of both 
innovation data strategies across ecosystem partners. 

Understand the Architecture of a Fluid Organization
What makes an effective companies so effective is their ability to adapt. In the digital age, adaptation is a 
function of agility-- in leadership, teams, workflows, customer experiences, and innovation itself. Data strategies 
underpin secure ‘circulatory systems’ governing how data are collected, processed, and leveraged, but cultural 
transformation and innovation strategy are equally, if not more critical for Fluid Organizations’ success. 
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Leaders willing 
to take great risk, 

without fear of 
consequence.

Adapt quickly, 
using techniques 

like Agile, Lean, or 
Design Sprints.

Enable an 
ecosystem of 

developers/start-ups
/media creators to 

help innovate 
or scale.

Obsessive about 
customer 

experience in 
product, marketing, 

and customer 
service/care.

Even if they 
produce physical 

goods or 
experiences, these 
are managed and 

updated like digital 
products and 
experiences.

Innovation is driven 
by the crowd, 

through solicited 
input and product 

feedback 
integration.

LEADERSHIP

They are digital-first 
and data-driven, 

and use this 
information to 

make intelligent 
decisions rather 

than decide based 
on emotion 
or instinct.

DATA-DRIVEN

ADAPTABLE

CUSTOMER-OBSESSED

DIGITAL CX

CROWD-INSPIRED

ECOSYSTEM 
ENABLERS

Vision to outgrow 
an existing industry 
or business model. 

VISION

From Rigid Structures to Digital Fluidity & Agility
Traditional companies were designed in the industrial revolution: a linear manufacturing process designed 
for a high volume of consistent goods. Traditional companies are changing their DNA by becoming digital 
organizations, enabling an internal culture of change, then bridging with their direct ecosystem to sustain long-
term innovation. Essentially, they’re shifting from rigidity to fluidity. 

Phase One: Organizations digitally transform, function by function. Companies are shifting analog processes 
to become digital. Some $1.2 trillion will be spent on digital transformation in 2017, and will only increase 
in coming years, according to IDC.7 As companies undergo this transition, they turn use software systems to 
track and manage processes, and analytics to measure and improve how they operate. Most often, digital 
transformation of consumer-facing organizations is led by the marketing group: a mid-level leader that often 
has customer experience background sees important market changes that need to be addressed, proposes a 
plan, and obtains CMO blessings. In some companies, often in B2B, CIOs or change agents in IT lead digital 
transformation, typically pertaining to back-of-house systems like data warehouses, dev-ops, or security.

Companies are also realizing the goal-post of what can be digitized is moving as new technologies unlock 
new ways to digitize interactions, physical assets, and workflows. This makes digital transformation an ongoing 
effort. Without destination, digital transformation is less about technology and more about people.

FIGURE 4  ARCHITECTURE OF A FLUID ORGANIZATION

Kaleido Insights: Three Macrotrends Impacting the Journey to 2030



12

Phase Two: Invest in longer term internal innovation programs. As organizations continue to undergo the 
digital transformation process, the limitations of siloed digitization come into focus. Digital efforts concentrated 
in a single business function-- marketing, for example-- only underscore these limitations. Even as data from 
disparate departments help streamline decision-making in those departments, value is limited if insights are 
not distributed across an organization’s own programs. How can new business models and efficiencies emerge 
when functions, albethey digital, are still disjointed? Companies then realize long-term investments must be 
made to establish a shared culture of change; the agility to fluidly act on the digital landscape. 

This realization often paves the way for ‘corporate innovation’ programs. These span multiple business units, 
and typically focus on larger programs, experiences, and products for the company to champion instead of 
single initiatives or pilots. For example, they set up or cross-functional centers of excellence that work with 
various business units, dedicated teams that experiment with technologies in a lab setting, or intrapreneurship 
programs that enable all employees to contribute new product ideas.8 These programs are often cross-
functional, span multiple geographics, and launch innovation programs for products, customer experience, 
operations, or entirely new business models. This is essential so that innovation program findings aren’t limited 
to single groups. 

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

Dedicated Innovation Team

Innovation "Center of Excellence"

Technology Education / 
University Partnership

Intrapreneur Program

Startup Investment

Innovation Tours

External Accelerator Partnership

Startup Acquisition

Innovation Outpost

Open Innovation (Corporate 
Accelerator or Incubator)

Percentage of survey respondents who marked this challenge as one of their top three; N= 57

78.9%

61.4%

54.4%

50.9%

49.1%

49.1%

40.4%

38.6%

38.6%

35.1%

FIGURE 5  10 TYPES OF CORPORATE INNOVATION PROGRAMS

Adapted from Crowd Companies research, 2016. Kaleido Insights, October 2017. 
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The most important change to the company isn’t technological adoption but the cultural dynamics of adapting 
and adopting. As champions step up to lead the program, they start to bridge multiple business units, both in 
terms of multiple data streams and culture. Once companies bridge internal business units functionally and 
through shared data, reporting, and insights, they’re able to move at a faster pace. When networks of people 
and systems are connected, companies can see (and adapt) the customer experience from a holistic viewpoint, 
rather than through the fractured lens of business unit silos. 

As organizational culture shifts and the C-suite mandates “Digital First,” a deeper realization sets in: traditional 
business models must change to avoid disruption.

Phase Three: Companies connect to their external ecosystem for continued, scalable innovation. In the third 
phase, companies continually innovate through a pipeline from outside startups, partners, and developers. 
Some organizations set up ‘open innovation’ programs that issue challenges for the community to work on. 
They work with citizens, business partners, and the crowd to solve customer, business, and societal challenges, 
as exemplified in Visa’s and GE’s Open Innovation Programs.Others launch labs that enable an ecosystem of 
startups to continually innovate close to their brand. 

Case in Point: Johnson & Johnson’ JLABS provide the resources for others to innovate.  
With labs in nearly a dozen cities, they offer (otherwise costly to acquire) facilities, high-end equipment, 
year-round curriculum, and resources for start-ups to conduct scientific research and experiments for a fixed 
monthly cost. Companies must complete their work within 2 years, during which time JNJ may choose to 
invest but are not given to equity.9 The objective of these labs is simple: to do good science. This common 
goal extends benefits across the ecosystem: young companies access world-class resources while maintaining 
entrepreneurial freedom, economic benefit for nearby communities, JNJ gains inspiration, and better 
pharmaceutical product and techniques benefit us all. 

Companies like Nestlé set up ‘innovation outposts’ in Silicon 
Valley to connect to startups, sense the latest trends, and 
conduct proofs of concept. Even Apple, which prides itself 
on high-quality design from its own internal teams, relies on 
outside third-party developers and media creators for their app 
platform and iTunes platforms. Elon Musk has open sourced 
battery and Hyperloop designs in order to foster an ecosystem 
of innovation around the brand.10

“What is critical 
is that internal 

culture is open to a 
continuous flow of 

outside ideas.” 

Data strategy is the technology foundation for Fluid Organizations. Equally important as cultural shifts and 
innovation program development is the infusion of the organization’s data strategy into optimization at each 
level. Integrating systems across departments is a first step, but this must go beyond integrated reporting and 
dashboards. Companies must develop products as services that continuously learn from interactions and use 
insights to improve the algorithms that power those products and services. Fluidity in data strategy is marked 
by the ability to design products and architectures that automatically learn, triage, self-optimize, self-heal, 
even self-update. Whether at the product level, functional level, or organizational level, a fluid data strategy 
effectively automates innovation.
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FIGURE 6  RIGID COMPANIES VS. FLUID ORGANIZATIONS

FLUID ORGANIZATION
RIGID COMPANIES
Culture does not digest new ideas, for fear of 
cannibalization of primary revenue models

Open to trialing new programs, even if they con�ict 
with existing product and revenue models

Data is analyzed from multiple business functions, in order to 
optimize various business functions and predict future trends.

Crowdsourced. Design springs, accelerators; 
product software updates; algorithmic improvement 

Bot based, arti�cial response systems, able to o�er preemptive 
service before the client knows there’s an issue. 

Informed and optimized on the �y by data, location, 
experience, ecosystem input

Data is segmented by department, 
not-standardized, and reporting limited

Traditional product development 
via waterfall

Customer Care provided by 
humans in contact centers

Traditional human resources

Leadership: centralized

Distributed, or automated

Gig workers, AI workforce, institutional knowledge

Greater provenance transparency via blockchain, 
automation via drones, predictive inventory and ordering

Marketing campaigns slowly developed

Supply Chain automation is centralized; 
visibility is opaque

Kaleido Insights: Three Macrotrends Impacting the Journey to 2030

Interactions, Intelligence, and Innovation Flow Across Organizations 
To become fluid, companies must be able to see coming technologies, experiment fast, and implement nearly 
at the speed of a startup. The reason they can do this is because they’re data savvy, and can connect disparate 
data sources to visualize a single view, a shared reality of all operations. Fluid organizations are equipped to 
quickly deliver core teams the information they need to act quickly. Over time, the duties of the CDO and 
CIO will be spread to nearly everyone’s job. As machine and deep learning permeate business functions, 
particularly IT and product, products and systems themselves become self-learning and self optimizing. 

In 2-5 years: The Scramble. Corporations will try to quickly integrate digital into their programs and business 
processes. Marketing team will often lead, but unless connected through the entire customer and product lifecycle, 
it will fail. Sometimes, partners will make the transition and help them to stand up against the Fluid Organizations. 

In 5-10 years: The Die-Off. Companies that don’t make the pivot will fall, as we’ve seen with retailers. The 
market will purge these companies as digital and new automated business models quickly rise.

In 10+ years: The Adapters. The companies that can survive likely be able to withstand for the long haul. They 
will sustain over decades as they’ve digitally converted their companies, fostered a culture and data strategy of 
innovation, enabled by their ecosystem for continual growth.

As companies approach digital transformation and corporate innovation fluidly, with adaptive data strategies 
supporting both, the lines between digital or innovation blur. An “innovative” company becomes synonymous 
with one that opens itself to digital strategies.
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Trend 3. Enlightened Ecosystems: The 
Convergence of Physical & Digital 

Demands Radical Ecosystem Integration

Enlightened Ecosystems are a future state in which the integration of distributed digital and physical systems 
forges an intelligence more powerful than any human or business.

In the physical world and nature, interconnectedness is more powerful and adaptable than any single part. 
Whether physical, digital, or both, distributed systems become more powerful when interconnected. Digital 
has already pushed companies to open up in numerous ways. Companies look to the crowd for innovation, 
develop vast partner networks, open up data and devices, shift to services-based business models, lean into 
new markets, and decentralize dependencies at every level. 

Amazon’s Alexa products expand in functionality as an ecosystem of brands develop new skills and 
integrations. The experience of one Tesla is integrated across the entire fleet of Tesla’s vehicles.11 Over 40 smart 
cities worldwide are adopting open data policies.12 Early examples abound. Yet, this is only the beginning. 

Ecosystem enablement has already become a tenant in digital strategies, but emerging technologies will shift 
and accelerate what it means for companies to open up. In the first phase, products and services are enhanced 
through interoperability and app marketplaces, APIs, services-based business models, and open development 
communities. The second phase will be marked by integration of business intelligence and transaction 
processing into supply chains and across multiple AI systems, networks of devices, and workflow automations. 
In the third phase, a global ‘general’ intelligence could emerge, powered by the autonomous integration of 
context and shared understanding of the logic that drives the world. 

While such a future state may seem remote, the velocity of digitization has already rendered traditional 
centralized business models obsolete. Participation in ecosystem-defined strategies requires that organizations 
move from closed models of the past to open, interoperable, ever-evolving models of the future. 

The Rising Digital Tide Lifts Intelligence, Shifts Business Models
We’ve been building digital layers on top of the physical world for decades. People, objects, and 
infrastructure are connected, and access is ubiquitous. In the last year alone, more than 2 billion new IoT 
devices came online, with projections for another 10 billion in less than four years.13 This hardly scratches 
the surface of industrial applications, as in energy, aerospace, manufacturing, or transportation. The 
convergence of physical and digital may be well underway, but we are in the infancy of the information age. 
Digital now represents the digitization of information. Yet myriad emerging technologies are unlocking 
new transformational layers: the digitization of intelligence, of perception, of language, of identity, of value 
exchange, and potentially of trust itself. 
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Digitization already forces organizations to think open. 
Most digital transformation efforts are still dumb: disparate systems, a lack of standards, incomplete context, 
dark data, redundant workflows, and proprietary limitations. Our research of both leading and legacy 
companies undergoing digital transformation finds a common theme: to extract actual value from data 
generated requires organizations open up. 

FIGURE 7  ECOSYSTEM ENABLERS LOOK OUTWARD ACROSS SIX KEY AREAS
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The most resilient companies leverage their ecosystems for innovation. 
Enablement occurs across virtually all business processes and assets. 
Figure 7 depicts the ways “ecosystem enablers” are both contributing to 
and extracting value from broader networks. We see this pivot towards 
the ecosystem interdependency occurring for the following reasons:

Ecosystems enable interoperability, context,  
and proactive services. 
One of the hallmarks of digital transformation is incorporating mobile, 
IoT, and cloud into how products and services are consumed. The 
problem is that basic connectivity, proprietary data and devices––even 
if useful––aren’t enough. Truly intelligent products and services must be 
interoperable, contextually aware, proactively improving, and constantly 
evolving––standards no business can achieve alone. 

Ecosystems become strategic as digital transformation forces product-based business models to 
service-based business models. 
While companies undergoing “digital transformation” have exponentially increased the data and visibility 
associated with their product and customer lifecycles, they’ve struggled with monetization because they 
haven’t shifted business models. Enabling connectivity so long as it is with other products in their proprietary 
suite (a common shortcoming of “smart home” devices) isn’t enough. This approach stifles more than user 
experience, it (ironically) stifles manufacturers’ ability to layer new services on top of the product itself. Value 
is now defined by how an entire ecosystem of constituents integrates, protects, and leverages product data 
contextually and in ways that actually improve people’s lives. 

Case in Point: Amazon Echo Integrates with scores of manufacturers out-of-the-box; developers use 
open skills APIs to create thousands of new services. Echo achieved its success in no small part thanks 
to its interoperability and scalability alongside any other product or service.14 Amazon has opened up 
their Alexa products to brands and developers in two essential ways: first, by allowing manufacturers 
to integrate with it directly, and, secondly, by opening Echo’s ‘skills’ development to the community. By 
enabling integration and innovation into other products and other services, the device is more useful to 
consumers, partners gain share of data, and Amazon places itself more centrally in customers’ lives––all 
of which drive its e-commerce business. 

Ecosystems help actualize the wisdom of the crowd into product/service improvement. 
The social media revolution was the catalyst that caused companies to systematically tap the crowd for 
feedback, ideation, and product W. As mobile adoption and machine learning have improved, these feedback 
loops are becoming more automated and integrated. Not only are companies like Tesla using data from their 
cars to improve vehicles via software updates, they leverage these [individual and aggregate] insights for both 
personalization and innovation at the fleet level.15 

Ecosystems flourish off open-source innovation. 
Fluid organizations are marked by the ability to pivot and lean into new markets based on user needs and in-
sights. Increasingly, what’s important isn’t owning devices or even algorithms, but quickly delivering improved 
experiences to the market and staying ahead of the competition. While organizations are both justified and 
obligated to protect data from security, compliance, and competitive standpoints, not all proprietary assets are 
created equal. Ecosystem-driven business models require they re-imagine the value of data in ways that both 
attract and fulfill demand, without threatening their viability. 

“Extracting 
actual value from 
data generated 

requires 
organizations to 

open up.” 
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Case in Point: Google’s Search, Google Maps. Many apps include a search function, but most app 
makers don’t build search engines themselves; they use Google or Bing. Google Maps both aggregates 
demand because it can be infinitely replicated for consumers and developers, and also fulfills demand 
because it can be integrated into services developers build, such as ride-hailing and navigation apps 
and services. This also exemplifies how new markets can emerge based on existing shared platforms.

Whatever advantage a company might gain with a proprietary solution usually ends up negated by the lost 
opportunity cost sacrificed during development. Virtually every technology giant is fostering huge developer 
communities to help drive open-source frameworks, protocol, standards, and other products and services that 
benefit broader technological advancement. This doesn’t mean proprietary goes away, or customization isn’t 
required; rather, when hardware, software, and data become shared tools, the ecosystem exponentially accel-
erates innovation. 

From centralized to decentralized: ecosystem automation places new tensions on old structures. 
Although centralized structures are the dominant structural paradigm of modern businesses and societies, they 
can and do engender significant inefficiencies: redundancy, inefficiency, reconciliation, fraud, sunk costs, and 
low trust. The nature of digital and the Internet: accessible to all, from almost anywhere, and broadly speaking, 
defiant of geographic boundaries, exacerbates these inefficiencies. Just as the Internet transformed the world 
in a way many intranets could not, the shift from centralized to decentralized is a natural evolution of meeting 
both business and user demands in the age of automated, and increasingly autonomous services. 

FIGURE 8  WALLED GARDENS VS. ECOSYSTEM ENABLERS

ECOSYSTEM ENABLER
WALLED GARDEN
Products are analogue, or connect only 
to proprietary apps

Interoperable devices serve as both endpoints 
and platforms for other devices
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improvements, open integration improve value and personalization over time 

Companies de�ne support structures to proactively deliver service 
or preemptively resolve issues before customer detects a problem

All interactions feed product optimization; inform feature security, 
personalization, partnerships opportunities 

Developer communities help advance open-source products; Good 
tools or data in one application can be used as starting point in 

Companies develop shared and distributed validation mechanisms, 
so that all participants share a veri�able ‘truth’ 

Revenues based on product sales; 
products depreciate over time

Companies respond to customer issues or product 
failure; downtime is costly and annoying

Product improvements are a result collating surveys, 
focus groups, other traditional market research

All devices, frameworks, 
systems are proprietary

Companies rely (and spend) on entire industries 
of ‘middlemen’ to validate assets, transactions, 
processes, identities, etc.

Kaleido Insights: Three Macrotrends Impacting the Journey to 2030
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From Product Intelligence to Systems Intelligence to Ecosystem Intelligence 
The full convergence of physical with digital will demand radical ecosystem integration. Whether physical, 
digital, or both, systems become more powerful when interconnected. While early efforts in digital 
transformation are surfacing the challenges (and opportunities!) of ‘opening-up,’ this trend will play out over 
many years. When distributed networks connect, intelligence increases. 

FIGURE 9  DISTRIBUTED NETWORK INTELLIGENCE EVOLVES TOWARD ENLIGHTENED ECOSYSTEMS
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In the first phase, product and services come online and companies quickly realize ‘digital’ isn’t enough. 
Business models shift toward on-demand and service-based models, which foster new and sometimes unlikely 
partnerships and entrance into new markets. Product iterations become more software than hardware-based 
and users expect products grow smarter over time. In the near term, Kaleido expects companies will continue 
to develop new partnerships integral to both scale and product innovation. Developer communities are 
already becoming essential, if disparate, business functions. Advancement in and access to widely applicable 
data, frameworks, and standards will be driven by these communities. Value chains grow wider, but deep 
integration is still limited. 
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Enabling Technologies

Each Kaleido analyst has conducted research on a wide range of existing and emerging technologies across 
numerous industry applications and business programs. Combining this expertise unearthed a distinct finding 
unto its own: the quickening pace and widening scope of technological advancements means virtually every 
technology can be relevant to every organization. 

Pockets of technological adoption in one part of the market quickly influence or catalyze another. For example, 
while consumers led adoption of smartphones, subsequent shifts in behavior and expectations forced 
businesses to implement internal mobile-first strategies for employee workflows, recalibrate enterprise security, 
and deploy B2B app marketplaces. Conversely, enterprise adoption leads augmented reality deployments,16 
given the cost, power, and aesthetic barriers are easier to overcome there than in consumer markets.

While clearly some technologies are far more ‘real’ and commercialized than others, Kaleido expects these 
categories will shift, as adoption fragments from market to market. The most powerful disruptions are rarely 
single technologies, but well-timed convergence of multiple existing technologies to foster something 
altogether unprecedented.

The second phase will be marked by integration of business intelligence and transaction processing into 
supply chains and across multiple AI systems, networks of devices, and industry automations. Industries will 
become flatter, as ecosystems associated with any single industry will contribute data, technology, frameworks, 
and best practices across others. Super Humans rise as consumers become more active agents of their data. 
Autonomous services will increasingly power the economy, but lack fully integrated “generalized” intelligence. 

Later, in the third phase, a global intelligence could emerge, powered by the autonomous integration of 
context and shared understanding of the logic that drives the world. Fully integrated and autonomous 
ecosystems may act as a global operating system. Looking decades out, Kaleido expects data will becomes 
interchangeable with currency; constant interactions across people, devices, infrastructure, and organizations 
inform sentient design (of products, services, processes, business structures, even strategy) in real time. 
Businesses could flatten entirely, relying on easily configurable teams and machines, sourced through 
decentralized marketplaces, to accomplish work.

Super-powered humans will always have a role in preserving the integrity of systems, defining and augmenting 
quality of life, and ensuring both we, and our tools, wield all this intelligence for good. That’s plenty of work, no 
matter the technology.  
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FIGURE 10 FIGURE 10 EMERGING TECHNOLOGIES IMPACTING CONSUMERS, ORGANIZATIONS, AND ECOSYSTEMS

Horizon, distant future Mainstream; at scale
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Fog Computing
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APIs
Machine Learning
Deep Learning 
Open Source Frameworks & Algorithms
Digital Currency
Cryptocurrency
Augmented Reality, Virtual Reality, Mixed Reality 
Robotics 
Autonomous Cars
3-D printing
Drones 
Computer vision
Intelligent Chipsets 
High Performance Embedded Computing
Public Blockchains
Private Blockchains
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Brain-Machine Interface
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Kaleido Insights: Three Macrotrends Impacting the Journey to 2030
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Develop a Clear Vision for Innovation 

Businesses are struggling to keep up, much less stay ahead. The Internet, web, social, mobile, devices are only 
the beginning. Companies must develop clarity and stability to see beyond the bright and shiny and innovate 
strategically. To help organizations manage daunting complexity, Kaleido analysts apply impact lenses based 
on our four coverage areas, applicable to every business.

Below we apply these lenses to distil the critical impacts these three macrotrends have on existing organizational 
structures and programs. Next we collate thematic recommendations based on these implications.

As digitization forces companies to do more with data, both faster, and more preemptively, competitive 
differentiation comes down to how organizations design for, act on, and monetize intelligence for their 
customers, themselves, and for broader ecosystems. Below are thematic recommendations to help apply the 
above insights.

Media: 
“How do we effectively communicate and 

convey brand value across physical, digital, 
virtual realms?”

Customer Experience: 
“How do we reach our customers on their 

digital terms in order to remain relevant and 
profitable?”

Automation: 
“How can we move from reactive models 

of the past to proactive> predictive> 
preemptive models of the future?”

Business Models: 
“How do we innovate 
and  shift our current 

 business model?”
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FIGURE 11  IMPLICATIONS ACROSS MACROTRENDS

MONETIZATION STRATEGYIMPLICATIONS AUTOMATION STRATEGY CUSTOMER STRATEGY MARKETING STRATEGY
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effort/time/money/pain.
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powerful and respected.

No matter the channel 
or medium, content is 
the kernel of 
communication between 
the enterprise, the 
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Business models 
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become more agile, 
using data to detect new 
opportunities or 
strategic partners as well 
as areas of inefficiency.  

Over time, innovation 
itself becomes 
automated as integrated 
systems, networks of 
users and devices, 
machine and deep 
learning streamline 
optimization of products 
and services in real-time.

Fluidity is marked by the 
organization’s ability to 
listen, analyze, act, and 
predict areas of 
improving the 
customers’ experience 
across each touchpoint. 

Content comes from 
all corners of the 
organization, it's not 
"just" a marketing 
function. 

Organizations must 
contribute to and 
leverage vast 
ecosystems of partners 
to enhance all phases 
of customer journey 
and product lifecycles.

The essential element of 
automation is good 
data. But data alone are 
rarely valuable. Value is a 
blend of context, 
perception, wisdom, 
prediction, and 
proactive services.  

Customer experience is 
driven by ecosystems, 
not lone organizations. 
Users aren’t loyal to 
single brands, but rather 
to seamless, desirable 
product, service, and 
experience delivery. 

Informed by data, 
situations, conditions, and 
history across ecosystem 
partners, messaging and 
communication are 
generated 
instantaneously and 
heavily informed 
by externalities.
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Kaleido Insights: Three Macrotrends Impacting the Journey to 2030

Prioritize data integrity. 
The axiom ‘garbage in, garbage out’ is never more true than in the context of building digital customer 
experiences and automating workflows. Data integrity, including data sourcing, authenticity, cleansing, storage, 
stewardship, and security are foundational for any successful digital program.  

Define value for both customers and ecosystem. 
Data alone are not valuable. Value is a combination of context, perception, security, prediction, and proactive 
services. Every company has a unique ability to configure value that applies to other parts of the ecosystem. 
Success is defined by how organizations contribute this value to customers as well as across broader 
integrated systems, information ecologies, and networks of people and devices.

Design for personalization across each phase of the customer journey. 
Reconsider the existing digital customer journey in all channels, and how current experiences can be 
augmented with a better understanding of data. Focus on delivering individualized yet cohesive product 
offerings, promotions, and sensory experiences through connected interfaces at all touch points.
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Customer strategies must be ever-evolving to accommodate new modes 
of communication in real-time. 
Hyper personalized and contextual situations must take into account not just “the right message to the right 
person at the right time,” but more “rights” including, for example, situation, conditions, location, and historical 
data. Innovative organizations spot consumer needs quickly through continuous feedback loops, savvy data 
management and integration, and internal processes that allow them to act nimbly.

Craft on-demand experiences.  
Companies must offer on-demand models able to anticipate customer needs and proactively deliver services. 
Craft for seamlessness through new or no interface so that summoning experiences requires zero clicks. 
Delivering on customer needs in real-time and (eventually) predictively is essential for building trust and 
driving more interactions.

Empower customers; they’re innovators. 
Brands play an important role in developing the tools, understanding, and value propositions for Super 
Humans. Digitally mature companies innovate with customers, not for customers. Involve customers through 
open innovation programs as well as integrated product feedback loops, in which interactions are form the 
customer’s voice to speak to companies about what they desire and expect.
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The onslaught of disruptive technologies impacting your customers, organization, and 
ecosystem are increasing exponentially. Kaleido analysts work in concert to decipher 

actionable insights from the noise, helping you to envision the clear impacts on 
your future business models, customer experience design, marketing, content, and 

automation roadmap. As a team, we can create an action plan for innovation that helps 
you plan for future growth and respond to current threats to your business viability.

By constantly keeping pulse on how your customers, partners, competitors, startups, 
and cross-industry technology leaders are evolving, we’re able to advise our clients 
on the right path forward. Kaleido advisory relationships, webinars, speeches, and 

workshops are grounded in research rigor, impact analysis, and decades of combined 
expertise. Expect us to raise and ask the tough questions as we vet your level of 

disruption in order to guide your adaptation in a future filled with super humans, fluid 
organizations, and enlightened ecosystems.

Our tools are many, and include quantitative survey panels, investment analysis, use 
case analysis, ethnography, qualitative research interviews, and secondary research 

approaches. If you’re interested in building a relationship with our analysts, we’d love 
to hear from you. Please email info@kaleidoinsights.com to start a conversation, or visit 

www.kaleidoinsights.com to learn more about our offerings.

Contact Us: We are happy to respond to your questions, receive comments, or possibly 
collaborate with your organization. You can reach us at info@kaleidoinsights.com 

How Kaleido Can Help
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About Us

Jessica Groopman specializes in automation technologies impacting 
organizations including IoT, AI, and blockchain. She concentrates on the 
application of sensors and machine learning with a focus on user experience, 
data integrity, and convergence with blockchain. Past clients range from start-
ups to media agencies to large brands including Technicolor, Microsoft, Cisco, 
Qualcomm, Dell, Intel, DuPont, Pandora, and numerous vendors to develop 
research, content, and digital strategies.

Jessica is a frequent speaker at IoT industry events. She is also a frequent 
contributor to numerous blogs and/media outlets. She has been principal analyst 
with Tractica where she contributed to their automation and robotics practice. 
She has also served as contributing member of the International IoT Council, the 
IEEE’s Internet of Things Group, IoT Guru Network, and FC Business Intelligence’s 
IoT Nexus Advisory Board. Jessica was also included in Onalytica’s list of the 100 
Most Influential Thought Leaders in IoT.
 
Jessica served as research director and principal analyst with Harbor Research 
and as an industry analyst with Altimeter Group. Earlier, she lead research at Focus 
Research and was a research analyst at Tippit Research.
  

Rebecca Lieb’s is focused on Marketing, Content, Media, and the relationship 
between organizations and their market. Her areas of specialization are digital 
marketing and media, with a concentration in content strategy, content marketing 
and converged media. She has published more research on content strategy than 
anyone else in the field.

Rebecca works with many of the world’s leading brands on digital marketing 
innovation. Clients range from start-ups to non-profits to Fortune 100 brands 
and regulated industries, including Facebook, Home Depot, Nestlé, Anthem, 
Adobe, Honeywell, DuPont, Fidelity, Gannett, IBM, New York Life, Oracle, Save the 
Children, Pinterest, LinkedIn, Cisco, ad and PR agencies, and The Federal Reserve 
Bank of New York.

She’s a frequent  speaker on topics related to digital marketing, advertising, and 
media. Earlier, she was Altimeter Group’s digital advertising and media analyst.. 
Prior to that, she was vice president at Econsultancy, where she launched the 
company’s U.S. operations. Rebecca was VP and editor-in-chief of The ClickZ 
Network for over seven years, and for part of that time also ran the redoubtable 
SearchEngineWatch.com.    
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Jeremiah Owyang focuses on how new technologies impact business models 
and how corporates must innovate. He focuses on how disruptive technologies—
such as social media, collaborative economy, autonomous world, blockchain and 
more—and how they impact the relevance to corporations. He is well recognized 
by both the tech industry and the media for his grounded approach to deriving 
insights through rigorous research.

Jeremiah is frequently quoted in top-tier publication and cited in books and press 
and media. He was featured in the  “Who’s Who” in the Silicon Valley Business 
Journal, and his Twitter feed was named one of the top feeds by Time.

He is also the Founder of Crowd Companies, an innovation club for Fortune 500 
companies, which he also manages independently from Kaleido Insights. Jeremi-
ah was an Industry Analyst at Forrester Research, a founding partner at Altimeter 
Group, and a web marketing leader at Hitachi.  

Jaimy Szymanski focuses on the impact of technology on customer experience 
(CX) and digital transformation. Jaimy advises digital leaders and change agents 
in managing digital transformation and innovation efforts to reach evolving con-
sumers and employees.

She has worked in strategic advisory and planning capacities with organizations 
including: Bristol Myers-Squibb; Enterprise Holdings; Facebook; Google; Hall-
mark; HBO; Intel; LinkedIn; Nestle; Ogilvy & Mather; and Save the Children Inter-
national. Her research has been covered by USA Today, Mashable, Forbes, Inc., 
Huffington Post, and more.
 
Jaimy’s experience derives from her recent work as an independent analyst and 
previously Altimeter Group, where she focused on digital transformation and 
social business strategy. Her career path has led to a deep body of research on 
technology disruption, covering topics that include digital and mobile CX, retail 
innovation, digital culture, the collaborative economy, autonomous technologies, 
blockchain, and more.
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Introduction

In the Information Age, content is the atomic particle of marketing, as well as a myriad of other content-generating 
areas of business. Content pervades sales, support, business intelligence, HR, news and media, and even to 
product, as devices and things become smarter and communicative. Businesses and content marketers are locked 
in a continual struggle to build, implement, and to scale effective content strategies, never mind achieve context 
and meaningful personalization. For content marketers, creating enough content, not to mention content that is 
specifically tailored to specific audience and/or persona types, or to content creators generating “commodity” 
content (e.g. sport scores, weather reports, stock market results, etc.) is onerous, time- and labor-intensive, and a 
cost-center.

Meanwhile, the rise of big data, faster computing, and better algorithms has unleashed a commercial explosion 
of artificial intelligence (AI). As more and more applications integrate AI, content is becoming automated, and its 
lifecycle is increasingly machine-driven. 

AI and the techniques that underlie it-- machine and deep learning, natural language processing, computer vision, 
and machine reasoning -- unlock all manner of efficiencies. From big, unstructured data analysis to image/object 
recognition, from interactive experiences, to personalization, our analysis identified over 40 distinct applications of 
AI to content. Its intersection with adjacent (both existing and emerging) technologies impacts content creation, 
governance, distribution, repurposing, and beyond. 

AI represents more than automation, it introduces wholly unprecedented risks to organizations and consumers alike.
     
This Kaleido Insights report examines and categorizes the impacts of artificial intelligence on content marketing and 
related functions. It features six real-world case examples, and articulate the benefits and pitfalls companies must 
consider when applying automation to their content-generating programs.  

CONTENT AUTOMATION OR  
AUTOMATED CONTENT

ARTIFICIAL  
INTELLIGENCE

Involves the use of technologies and data to 
make make more efficient every stage of content 
lifecycle: ideation, creation, generation, curation, 
distribution, engagement, visualization, and 
optimization. 

Although templates, segmentation, and a variety 
of other if-then techniques have automated 
content development, AI-based techniques such 
as machine learning, natural language processing, 
and computer vision introduce new capabilities 
and use cases to businesses’ use of content across 
multiple functions, products, and services.

AI is an umbrella term for the variety of 
technological tools and methods used to mimic 
cognitive functions across three areas: perception/
vision, speech/language; and learning/analysis. 

A machine’s ability to “cognate” is supported by 
multiple approaches—machine learning, deep 
learning, natural language processing (NLP), 
computer vision, and other existing and emerging 
techniques—multiples of which can be used 
at the same time for a given use case. Kaleido 
Insights acknowledges discrete differences among 
techniques, but for simplicity, this report will use “AI” 
interchangeably for applications involving machine 
learning and other techniques mentioned above.
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In addition to the need for ever more content, there’s also urgency around creating good and relevant content. 
Engagement rates are at all time low across the board, from publishing to advertising to owned and earned 
media1. Human content curation becomes increasingly difficult in light of the sheer volume of content in 
the wild. Meanwhile consumers’ trust in content is eroding. Fake news, repeated failures detecting it, and 
deceptive advertising impel companies such as Facebook and Apple to hire hordes human content reviewers.

At the same time, there’s information saturation on the part of consumers. People are overwhelmed with the 
sheer volume of notifications, news stories, updates, and email. The need to organize synthesize content is 
pressing, especially for information workers (financial services, corporate development, VC) and overwhelming 
to track. 

Information velocity raises other challenges. Keeping us with a flood of information and content becomes 
daunting, not only in terms of learning and research, but also in areas such as content curation and/or 
aggregation. Tailoring content to its intended audience in an appropriate and acceptable form or medium is 
far from a simple task. The “right” content may not be published in the proper format, at the right time, or on 
the appropriate channel or device for its intended audience. More content is never the solution, but better, 
more tailored, appropriate, meaningful, timely, and personalized content can be achieved at greater scale and 
at a much lower expenditure of resources (staff and budget) via automation.

The Content Problem

“Content automation is all about creating more efficiency and expanding 
expertise in a way that allows companies to make more money.”  

Laura Pressman, Automated Insights
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Our research finds the use of AI in content far transcends the marketing department and techniques for 
automating content development, curation, reporting, and personalization span the enterprise. What follows 
are examples illustrating the diversity of automated content applications. 

Automated Content in Action

FIGURE 1 USE CASES FOR CONTENT AUTOMATION

Kaleido Insights, “Automated Content: How Artificial Intelligence Impacts Content Throughout the Organization,” December, 2018 
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Marketing: Hyper-Local Digital Marketing 
Vivint achieves hyperlocal content at scale across thousands of target markets
When it comes to differentiation in the smart home market, customer-centricity is a core value proposition. 
To provide a more personalized experience than its competitors, Vivint, a smart home technology provider, 
needed a way to create highly localized, topic-specific, (and easily scalable) copy for every location in which 
the company operates -- some 12,000 unique web pages! The company’s initial human-generated efforts 
required manually sourced content and yielded only around 25 pages per week. Vivint calculated at this rate 

it would take about two years to complete 
the project at a cost of over than $200k (well 
outside the budget). 

Vivint deployed Automated Insights’ 
Wordsmith platform to create hyper-
localized content at scale. Using natural 
language generation and machine learning, 
the platform tapped multiple APIs such as 
weather, real-estate, average incomes, and 
Vivint’s own product and marketing data to 
deliver highly specific copy and messaging 
for more than 30,000 websites, e.g. every 
town in North Carolina. 

Vivint reported a 5x increase in sales -- from 
20 to 120 per week -- generated by local 
search, in a comparative analysis of the 
same time period2. Moreover, the company 
reported increased organic search traffic 
and improved SEO rankings (for terms like 
“smart home solutions,” “home security,” 
and “home automation”) in thousands of 
local areas. 

“We wouldn’t have been able to reach, never mind scale, to this level of personalization with manual efforts 
only,” says Jacob Parry, senior manager, digital marketing manager at Vivint. “Investing a couple months in 
building out the logic and API integration, training on brand guidelines and voice, has extended our efforts 
way beyond what we originally expected at a fraction of what we originally estimated.”

Product & Suport: Personalization at Scale 
Under Armour delivers holistic coaching for athletes
Athletes want to track their progress, benchmark performance and ideally, be motivated by a coach. There’s a 
plethora of data to be taken into account when it comes to not only tracking but also benchmarking performance.

Under Armour’s UA Record app is a cognitive coaching system built on the IBM Watson platform. The personal 
health assistant app provides real-time, data-based “Cognitive Coaching”  based on both sensor and manually 
input data around sleep, fitness, activity, heart rate, and nutrition. Additional sources, such as geospatial data, 

Image Source: Vivint
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help to determine how external factors, such as 
weather and environment, may affect training. Athletes 
can benchmark their own insights against other 
registered users “like you,” i.e. who share similar profile 
information such as age, gender, etc.

The app aspires to not only coach but also to greatly 
facilitate data input. For example, for food intake 
tracking and nutrition management the app uses 
Watson’s Visual Recognition and Discovery technology. 
The app can  visual recognize of food images for faster 
and easier food identification, replacing the tedious 
task of manually entering each food item consumed by 
the users.

Users are encouraged, via both the app and website, to 
purchase additional Under Armour devices, including 
a fitness band and headphones that synchronize with 
the app.

Under Armour reported its connected fitness device and related accessory business grew 51 percent, to $80 
million in 2016 year-end results3. Otherwise put, consumer adoption of the app and related products is growing, 
as is the positive impact to the company’s bottom line.

News Media: Reporting Frequently-Occurring Stories
Los Angeles Times automates earthquake reporting
News outlets are challenged when they must devote precious resources and staff to create “commodity” 
reporting; stories that are frequently occurring and that lend themselves to highly templated reporting. 
Examples include daily stock market reports,sporting news,  or the quarterly earnings of public companies. 

Events that occur with regularity are another 
example.

Southern California experiences frequent 
earthquakes. Not every quake is “the big one,” but 
regionally all are newsworthy.  LA Times journalist 
and web developer Ken Schwencke wrote the 
Quakebot algorithm to publish earthquake stories 
in near real time. When an alert comes in from 
the U.S. Geological Survey about an earthquake 
above a certain size threshold, Quakebot extracts 
the relevant data and plugs it into a pre-written 
template. The story then goes into the paper’s 
CMS, to be reviewed and published by a human 
editor. The algorithm enables the LA Times to 
scoop competitors on earthquake stories, as 
well as to report vital civic information in a timely 
manner. 

Image Source: Under Armour

Image Source: Twitter
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The U.S. Geological Survey itself publishes LA QuakeBot (@earthquakesLA)4 that uses a template to immediate-
ly tweet earthquake information.

If there’s a 6.0 or higher quake in Los Angeles, Quakebot automatically pushes a post live. If the event is small-
er than 6.0, the blog post goes to the copy edit desk where editors decide whether or not to post it. The bot 
has been functional for over five years. Additionally, the Los Angeles Times runs The Homicide Report5, which 
automatically tracks and creates a short piece on every murder in LA County.

Customer Service/Support: Bots Augment Human Agents
Live Person uses bots to improve customer service and agent job satisfaction
Customer support is a cost center, yet critical to most businesses. Questions, complaints and inquiries from 
customers and prospects alike can be highly repetitive; human intervention is not required for every step of 
the process.

Technology company Live Person has developed a “bot assistant to the agent” (based on the IBM Watson 
platform) that augments live customer support with bots to handle simple and routine tasks. The support 
process can be handed back and forth between the bot and a human agent, freeing the human to save time to 
work on more complex problems and relieving tedium from the job.

The company analyzes an organization’s existing transcripts to analyze the best use case and scenarios for 
customer service and support, the develops bots that can support these conversations using AI technology.

LivePerson claims that bot-driven messaging lowers labor costs, increases agent satisfaction, and decrease 
agent turnover. Additionally, the platform reports on escalations which helps brands understand where 
products and/or processes can be improved or optimized.

Image Source: IBM Watson
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HR: Job Recruitment Optimization
NVIDIA optimizes and diversifies recruitment through big data analysis  
The automation of content can also be found in human resources (HR) departments supporting everything 
from recruitment to performance management to education and beyond. Recent technologies like social and 
mobile have transformed the hiring experience, but content of job descriptions themselves have remained 
static, until now.

By analyzing 
a dynamic set 
of more than 
300 million job 
ads and hiring 
outcomes, a 
company called 
Textio augments 
the writing of 
job descriptions, 
optimizing on the 
keywords and 
phrases most 
likely to attract and 
engage desired 
candidates. By 
analyzing how 
how every word 
used statistically 

affects hiring results and how well the job descriptions compete in a given market, the Textio Score gives 
recruiters a benchmark for how fast the job will fill compared to others in the same industry and location. 

When NVIDIA began using the tool, they set a minimum score of 70 and immediately achieved a 17% faster 
rate of filling open roles. The company also immediately noticed an uptick in the percentage of applications 
from women.  When they increased the threshold to 90, they achieved a 50% faster time to fill open roles 
and a 28% increase in female applications. Simple suggestions like developing a strong equal opportunity 
employment statement yielded double the number of qualified global candidates than the control. Results 
were twofold: faster time to fill roles and a marked increase in qualified candidate diversity-- a difficult and 
critical needle to move in tech, especially in NVIDIA’s field of artificial intelligence. 

Legal: Contract Analysis and Recommendations
DLA Piper arms legal teams by automating case-specific analysis and recommendations 
Given the massive and inherently language- and document-based structures and elements of law, ML and 
NLP introduce a variety of content automation use cases, from contract analysis to compliance, to surfacing 
related precedents. Labor and resource implications are similar to those in marketing: using automation 
for tedious, time-consuming tasks like document review and contract analysis presents an opportunity to 
have legal support workers spend more time on more strategic and higher ticket value items such as client 
recommendations.
  

Image Source: Textio
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Multinational legal firm DLA Piper uses a tool called 
CARA.ai by Casetext to support both contract 
analysis and even to forecast an opposing counsel’s 
arguments and rebuttals by surfacing opinions 
used in prior similar cases. The tool draws from 
databases of state and federal cases to surface 
relevant statutes, precedents, briefs filed in past 
cases, articles authored by subject matter experts, 
and compare summaries of judicial opinions. It 
extracts and weights key factual, jurisdictional, and 
procedural elements that can be further refined with 
additional keywords. Relative to traditional legal 
research databases like Lexis, a study by the National 
Legal Research Group finds CARA.ai enables 
attorneys to finish legal research 24.5% faster6. 

Busness Intelligence: Performance Reporting
Energy provider automates big multivariate data-driven search and reporting 
Far beyond copy, creative, or ads, machine learning is also infusing the design, production, and access of 
reporting of analytics and business intelligence. Companies generate all manner of reports for internal 
stakeholders, for competitive intelligence, 
as part of client programs, as required by 
auditors and regulators for compliance, or 
even as formal products. Traditionally this 
has consisted of a highly manual process of 
analyzing, collating, and delivering analysis 
and insights, but NLP and AI introduce new 
levels of efficiency via data sourcing, data 
interpretation, analytics -- “what if’s at scale”-- 
and even narrative commentary. 

Large energy providers are constantly 
working on analyze massive historical, real-
time, dynamic, data sets (across systems, devices, customers, third party data and beyond) to improve grid 
reliability, increase efficiency and provide superior customer service. To automate the inquiry and reporting of 
these data, an enterprise energy company is tapping enterprise AI provider, App Orchid to deliver near real-time 
insight reports via analytical data from smart meters, controls, and power line sensors, as well as unstructured 
utility-related data from other reports, emails, white papers, field assessments, customer interactions, and 
personnel observations. From customer service agents to dispatch crews, reports use NLP/NLG to “respond” to 
inquiries, such as “Which transformers are most likely to fail in December and how long will it likely take to restore 
service?” Or “How do I optimize generation dispatch at 1:00 p.m. tomorrow if there is a 50% cloud cover? 

While such ‘big data’-driven report automations are not an overnight endeavor, they represent millions in cost 
savings, efficiency gains, and downtime prevention. Insights also enable more agile decision-making to allocate 
limited resources based on predictions and recommendations. Further, as energy companies are constantly 
investing in new technologies (e.g. smart meters, control systems, poles, etc.) integrating and activating the data 
flowing from these is essential for realizing returns.

Image Source: Case Text

Image Source: App Orchid
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AI introduces new risks and challenges: to the organization, to brands, to workflow and business processes. 
“Right now there is no automated tool that can grasp the brand voice,” notes Steven Wong of Ready State. But 
at the same time it offers potentially great rewards, including reduced costs and manpower in content creation, 
much improved personalization, timeliness, precise targeting, and richer data, to name but a few.

Weighing these pros and cons is not just about conducting due diligence for implementation, it is about 
institutionalizing governance for ongoing monitoring, tuning, and optimization. AI is not deterministic in that 
once the code is developed, outcomes are predictable; it is probabilistic, meaning the technology itself is 
continuously evolving based on its interactions. “Algorithms left unchecked can go off the rails,” says Rob 
Bennett, CEO of Rehab Digital. “Just because something can generate its own content and makes it own 
decisions doesn’t mean it has awareness of ethics, cultural nuance, what resonates with a particular segment 
at a particular time.” This means companies must balance the tremendous efficiencies gained through content 
automation with the resources and structures to evaluate their performance, metrics, and data integration.

Risks & Rewards of Automated Content

FIGURE 2 RISKS & REWARDS OF AUTOMATED CONTENT

Kaleido Insights, “Automated Content: How Artificial Intelligence Impacts Content Throughout the Organization,” December, 2018 
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Over the next five years, there will be a rapid adoption in content automation across the enterprise. The 
groundwork has already been laid for this trend with technologies such as CRM and marketing automation, 
both of which deliver content to users dependant on a myriad of criteria. These technologies are already 
integrating with AI capabilities and platforms (e.g. IBM’s Watson or Salesforce’s Einstein). Furthermore, AI is 
increasingly permeating mobile phones, cameras, IoT devices, cars, and infrastructure all around us. What can 
be digitized-- our voices, expressions, bodies, spaces, etc.-- is changing with the advent of AI, and as such all of 
these are becoming data sources that, in turn, feed content creative, distribution, and targeting. 

Automated content is part of a much broader trend in how automation is impacting the way humans work. 
The role of content and how workers across all industries interact with it will never exist in a vacuum devoid 
of human intervention. Businesses must also account for other technological, cultural, and economic trends, 
including new interfaces such as voice or biometrics; an erosion of trust and thirst for authenticity; and the 
ever-more complex question of access to good data. 

The time to evaluate where and how automated content can serve your own organization or enterprise is now. 
Such assessments must not be undertaken in a vacuum or with a line-of-business (LOB)-oriented perspective. 
As we have illustrated, automated content can provide benefits across the organization. It’s therefore that 
marketing (for example) does not spearhead an initiative without the involvement of other business units, all 
of which will use and benefit from automated content in the future as businesses seek efficiency, consumers 
demand more targeted, relevant, timely, and personalized communications, and as data permeates what we 
do, as well as how we do it.

A Look Ahead
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Executive Summary

In addition to economies of scale across people, processes, and technologies, the untapped opportunity of 
a truly global content strategy is an extremely granular and rich understanding of customers and markets 
worldwide. The ability to anticipate needs, wants, affinities and expectations, while also surfacing unique 
insights, can power better marketing across all channels, devices, and localities. Last, but hardly least, is the fact 
that a sound global strategy and planning at scale results in significant cost savings and wiser investments.

Enterprises are still in the relatively early stages of integrating content strategy as a discipline, not 
only into the marketing mix, but also into operations and technology.  As a result, they realize content 
must permeate the entire organization. Multinational companies face a geometrically more complex 
challenge: scaling content across borders, languages, cultures, and teams. In this report we examine 
the specific challenges of creating an effective global content marketing strategy as well as best practice 
recommendations based on numerous interviews as well as strategic content engagements with a 
variety of multinational organizations.

Multinationals tend to make one of two mistakes with global content strategy. Either authority is 
consolidated and centralized, leaving little room or ability to culturally or linguistically ‘translate’ 
content, re-use and re-purpose assets or account for local calendars, regional issues, or even linguistic 
variations and dialects. Or conversely, content authority and guidance are decentralized. Countries are 
regions are left to their own devices, often leaving initiatives up to inadequately trained staff who lack 
tools and expertise, guidance, and access to content and brand assets.

Global content strategy requires both bottom-up and top-down coordination. Regional initiatives 
inform global authority, and vice versa. This research examines how global content strategy initiatives 
can achieve that point of balance.

Opportunity: Cost Savings, Scale,  
and Deeper Market Understanding
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Decentralized and/or Multiple Content Strategies
It’s not that large global enterprises lack content strategy. Nearly all the enterprises we formally interviewed 
with for this report have a content strategy in place. Instead, the challenge is implementation; it can be a battle 
for hearts and minds as well as for budget and executive buy-in. “Strategy is a piece of paper,” laments one 
senior executive.

Challenges facing existing content strategies are myriad as they are frustrating. Adoption of these strategies, 
from executive buy-in to far-flung staff is frequently cited. Strategy exists for some content initiatives, such 
as social media, but not others, such as the company website. Adoption by business units is another near-
universal problem. One large global brand, for example, has differing formal strategies in various global 
regions; the company’s challenge is cohesively tying these together. 

Conversely, one global enterprise has a top-down global strategy that can be tone deaf when it comes to 
regional adoption. Leaders select global marketing and branding elements with little regards for how images 
or ideas might translate across cultures and borders.

Case in Point: Naming conventions and regional semantics matter. An enterprise’s US headquarters 
acquired rights to NFL assets for a global marketing campaign, oblivious to the fact that “football” means 
something very different in the USA than it does in every other country on the planet. When creative assets 
were sent to foreign offices, marketing staff were flummoxed, not to mention bereft of content assets.

Proximity impacts a country or region’s content needs. “Global” content doesn’t always fulfill what a locality 
requires, nor is it as relevant as local news, events  or cultural issues that are geographically closer.

Additional content strategy challenges include: 
• Confusing individual campaign strategy for an overarching content strategy
•    Scaling content strategy across different regions and business units
•    Diverse regional content strategies with no overarching global coordination
•    Adoption of content strategy across the enterprise
•    Channel strategy, as the ecosystem broadens and audience/algorithms are ever-changing.
•    Creating “global anchor” content that can be modified by diverse groups
•     Customer experience, particularly as related to emerging technologies and related changes in   

   consumer behaviors.
•    Ability to implement the voice of the customer at the core of content strategy initiatives.
•    Having too many metrics
•    Measuring the wrong things

Challenge:
Decentralized Content Strategies
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Global content strategy challenges fall into three areas: People, Processes, and Technology. While none of 
these areas are unique to global content strategy, scaling each area to function globally is exponentially 
complicating.  Each of these areas contains multiple sub-categories that will be examined below. While 
challenges fall into one area, e.g. People, all  tend to bleed into other areas as well, as the figure below 
illustrates. Overall, the top challenges global content strategists say they face are as follows:

PEOPLE

PEOPLE

PROCESS

TECHNOLOGY

PROCESS TECHNOLOGY

CHANGE MANAGEMENT

DIFFERENT UNDERSTANDINGS OF CONTENT

TRAINING & EVANGELIZATION

EXECUTIVE SUPPORT

ACHIEVING A GLOBAL MINDSET

TEAM STRUCTURE

BE PROACTIVE RATHER THAN REACTIVE

LACK OF RESOURCES

LEGAL & GOVERNANCE

EDITORIAL CALENDARS & WORKFLOW

ECOSYSTEM: PARTNERS & AGENCIES

PLATFORM STREAMLINING & SCALING

MEASUREMENT

INCORPORATE REAL-TIME CAPABILITIES INTO GLOBAL

COMMUNICATION & COLLABORATION

TOOLS THAT ENABLE COLLABATION, SHARING, & COMMUNICATIONS

COMMUNICATION ACROSS TIME ZONES & REGIONS

FIGURE 1 GLOBAL CONTENT STRATEGISTS’ TOP CHALLENGES

Kaleido Insights: Global Content Strategy: This is Going to be Big!

Challenges: People, Process,  
and Technology
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People
Change Management and Evangelization 
Content is a relatively new disciple in many organizations, particularly at a global scale. A lone evangelist or 
manager cannot work on a global scale. To identify regional evangelists, or at least enthusiasts, and to begin to 
spread the gospel of content, informal workshops can be held to introduce new concepts and to identify hand-
raisers who can be tapped to spearhead regional efforts.

Training & Education
Organizations, particularly global ones, quickly come to realize content isn’t just about writing skills. The 
ability to create for different channels and media is essential (video, apps, social media, graphic design, etc.). 
Staff must also be trained to use tools, adhere to brand and legal guidelines, and to understand KPIs, goals 
and metrics. When training is focused only on legal/regulatory compliance around content, not the crux of 
strategy or how to create, disseminate, and measure content marketing, it’s an indicator of low content strategy 
maturity. New types of content and channels, as well as storytelling skills, require different types of expertise 
that require training when transitioning legacy employees into content roles.

Different Understandings of Content
Training also serves the purpose of creating a baseline understanding of content across the organization. What 
is content marketing? What purpose does it serve? How does it fit into the marketing organization, and what 
are the roles and functions around content strategy? Even domestically, understanding can vary dramatically 
across roles, divisions and even individuals. Creating a common understanding and language for content is an 
often-overlooked foundational element of global content strategy.

Lack of Executive Support
When it comes to strategic coherence, C-suite buy-in, as well as executive churn, can be major points of friction 
“We’ve had four CEOs and four CMOs in the time I’ve been here,” laments one content chief. 

Team Structure 
In most global organizations, content isn’t yet its own division. In European companies such as Bosch and 
Munich RE, content tends to ladder up to communications. Goals are associated with lead generation, brand 
reputation and employee communications. Organizations without formal content divisions tend to hire 
marketing generalists rather than niche-specific expertise. They work towards an Agile marketing structure, 
assembling and disassembling teams as needed.

Far fewer companies have international content strategy groups. These take a converse approach. Teams of 
specialists are deployed, such as IBM’s Diamond Team organization. These teams can quickly execute projects 
with the right people from varied disciplines at the table. These teams work together regularly, enabling more 
rapid deployment.

On a more local level, content groups are determined by country/region size, language, and content needs. 
For example, German or English speaking regions in Europe may have larger teams, while smaller or more 
linguistically limited markets such as Greece or Italy often scramble for dedicated content resources.

In a risk-averse cultures, legal review takes precedence over efficient content creation and distribution. Legal 
can be a tremendous obstacle to the ability to create a global content oversight group or governing body.
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Achieving a Global Mindset
Less mature organizations tend to have regional content strategies (or at least initiatives) but no coordination 
at a global level. This prevents content strategy from tying back to an overall marketing strategy, results in 
inconsistent messaging and wasted resources when content is not repurposed, localized, or otherwise reused .

More mature companies strive to strike a balance between centralized content leadership and local autonomy. 
Global teams ensure scale and a cross-geographical strategy implementation, while local teams are 
responsible for actual content creation based on their individualized market knowledge.

This can take many diverse forms. None are clear winners, but more successful global players are acting with 
great deliberation and purpose. 

Process
Those responsible for global strategy are charged with thinking at a higher level than local groups or individual 
business units. Their mandate is to create the governance and processes that can be adopted across any and 
all regions.

Proactive Rather Than Reactive Systems
Creating systems that enable, rather than hinder, workflow is a significant global content challenge. Ultimately, 
a successful content strategy will enable a content strategy that is proactive, rather than reactive. Planning, 
process development, and alignment is critical to global content marketing success. Without that foundation, 
efforts will remain siloed and not adopted at a global scale. However process is not merely a logistical 
challenge. “Process is where it gets expensive, and quality is first casualty,” asserts one global content 
executive.

Communication and Collaboration
The first challenge global content leaders face is enabling collaboration and communication between groups, 
as well as across countries and timezones. Collaboration tools and platforms (addressed below) aid in planning 
and executing a global content strategy, aligning around processes and sharing assets and campaigns.

Lack of Resources
A consistently major drawback in global content marketing is resource and budget imbalance across regions 
and localities. Clearly, not every global region will have the same budget to allocate toward content marketing 
staff and partners, leaving some at a marked advantage over others in creativity and creation abilities. In a 
worst-case scenario, such as under-resourced areas that may be just starting business operations, content 
creation can fall to staff whose principal job is sales, or operations. These part-time, untrained content creators 
can open the organization to legal risk.
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Editorial Calendar and Workflow
Without a global editorial calendar as a foundation, regional calendars can begin to get off-track in aligning 
content to brand timelines. The most effective editorial calendars have processes attached, so that at any given 
time there’s transparency into the creation and publishing processes, and a clear delineation of responsibilities 
and approvals. 

Person C 
Creates Graphics

131 2 3 4 5 6

8 9 10 11 12 13

16 17 18 19 2015

7

14

Person D 
Edits

Persons E & F 
Approval/Signoff

Persons E & F 
Approval/Signoff

B & C
Deliver Creative

Person B Writes

Person A 
Publishes Content

Person A Assigns

FIGURE 2 SAMPLE EDITORIAL CALENDAR INCLUDING PROCESS & ROLES

A number of content platforms incorporate calendars and cascading approval privileges, but it’s critical to 
keep team members looped in who are not necessarily part of the creation process. This is where collaboration 
platforms, e.g. Slack, Basecamp, or Chatter, come in.

Consistent use across countries is hard to track and enforce, lament some content marketers, but if regular 
phone meetings are in place, compliance and monitoring become easier.

Larger organizations warn that it becomes difficult to manage the content workflow and approval processes 
when there are too many cooks in the kitchen. One the one hand, it can be difficult enlist cooperation with a 
content program, but conversely too many eyes and ears can have a detrimental effect, as with the adage “a 
camel is a horse created by a committee.”

Legal and Governance
On a global level - much more so than for organizations operating on a smaller scale - the brand team acts as 
a governing body to ensure consistency and compliance of content. Brand groups also are frequently cited 
as the overseers of guidelines for content creation to ensure they address voice and tone, as well as maintain 
consistency across markets.

Kaleido Insights: Global Content Strategy: This is Going to be Big!
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Organizations that subject content to legal approval, particularly those in regulated industries such as finance 
or pharmaceutical, know that content must be connected to legal upfront in order to avoid potential litigation 
down the road. Clear policies must be in place for approvals, and regular briefings held with the responsible 
legal team(s). Content policies and guardrails are critical at a global scale to ensure no one publishes content 
on behalf of the organization in any channel that could get the company into legal trouble.

Yet content approval does become a delicate balance. Processes around content creation must also empower 
content creators while also taking into regard legal concerns at a localized level.

And as with the creation process, the approval as well as the publishing process can also become bogged 
down when too many stakeholders want input into the content itself, rather than just approving it based on 
stated goals and legalities.  

Ecosystem Partnerships Help Scale Local Efforts
A surprising research finding is that quite a few global corporations find that agencies and other local partners 
can be valuable on a global scale in sidestepping internal legal review on creative, as agencies assume that 
responsibility.

While many organizations such as Intel have a few big agencies they work with to supplement content needs, 
we found that global corporations are starting to work with more niche agencies, particularly in emerging 
markets, shying away from the traditional “agency of record” model of paid advertising. Content requires 
different agency skill sets, not to mention specific cultural sensitivities, and is best served by local resources, 
particularly for smaller markets.

Technology
When content reaches a global scale, new tools are often needed to organize assets, and keep track of what’s 
scheduled for where and to ease and foster collaboration. (ideally, tagged and categorized in a database),

Most global brands have a large suite of content tools at their fingertips, many of which do not cross country 
borders. Most are using multiple software solutions from different vendors customized for their needs rather 
than one-size-fits-all platforms from larger players such as Adobe, Newscred, Percolate or Contently.

As content becomes global, many enterprises do begin to investigate investing in single, large scale platforms. 
These can be big financial investments, yet that outlay is far from the biggest pain point.  Migration from 
existing systems is time consuming and requires dedicated resources and training. Save the Children made 
this commitment and is migrating its largest members, the US and UK, first. 

As most organizations lack dedicated content marketing divisions, we learned there are two primary buyers of 
global content marketing technology solutions, either digital groups or marketing technology teams. These 
groups provide oversight to content needs in various geographies, as well as coordinate technology use and 
roll-out.

Communication Across Time Zones and Regions
Tying teams together with communications systems is an essential element of content strategy. While it’s not 
feasible due to time zone restraints to conduct a single global meeting in real time, content leaders do make 
themselves available for regular meetings (even if they are at inconvenient times). Additionally, workflow, chat 
and collaboration platforms contribute to this type of enablement.
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Incorporating Real-Time Capabilities Into Global
News cycles, customer care issues, product launches -- eventually, nearly every organization finds it necessary 
to develop real-time content capabilities whether in social media, community, crisis communications, or 
other channels. Real-time ability requires its own level of tools and training that almost inevitably must be 
incorporated into a global content strategy.

Platform Streamlining and Scaling 
One of the first, and most daunting, tasks facing organizations that seek to align content globally is learning 
different offices and regions use a plethora of platforms and software tools. Staff allegiances and preferences 
are torn between systems, and often the solution are too local to globally scale. Multiple systems, e.g. a CMS or 
DAM, confuse and obfuscate efforts as much as differing languages or cultural sensitivities. Requirements must 
be assessed globally and systems selected that take everyone’s needs into account, not just those at the head 
office.

Measurement
While smaller scale content marketing goals often center around building sales or leads, global content 
strategies adopt more customer or brand-oriented goals. Based on interviews for this report, the leading 
global content goals are:

•   Customer Relationship
•   Marketing Expansion
•   Market Penetration
•   Relevance
•   Brand Reputation 
•   Leads
•   Content Evangelization Within the Organization

Even when mature companies measure the right KPIs in relation to content, they’re still troubled with 
attribution to sales.  For some, content measurement and assigning appropriate KPIs become part of strategy 
only after foundational technologies are selected and implemented to manage customer interactions and 
automate marketing functions. The latter are prioritized when content doesn’t have a seat at the table on a 
strategic level.

Vanity, volume or engagement metrics are most common “starter” metrics for content.  “Engagement” is easy 
to prove, ROI is not. 
 
A common lament in is having too many metrics, often put into place when an organization is mature enough 
to have invested in tools and resources. There are anecdotes of content metric reports delivered as thick 
volumes of raw data, without even an executive summary “because that’s how we’ve always done it.”

Decentralized content strategies are the only way to achieve agility, while centralized governance/ processing/ 
resources are critical for compliance, autonomy, and reliability. 

Our research surfaces the following best practices for developing an efficient global content strategy.
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Global content strategy requires bottom-up and top-down coordination.
Global content groups must enable local territories, but local (regions and/or countries) must be provided 
with sufficient autonomy to make decisions that will make content appropriate and meaningful within their 
geographic region. Global, regional, and local should, and must, inform the other.

People
  Lack of executive support is a huge hurdle for companies in lower maturity levels. Without C-suite 

support, a culture of content cannot permeate the organization and funding for technologies and 
headcount will be nonexistent.

  Once support is forthcoming, organizational models must emerge. There’s no one-size-fits-all content 
governance model. A culture of content must commit to being global in all processes, and accept that 
every market must plan for the right timeline and dissemination schedule. More resourced companies have 
a tiered approach to content strategies, focusing on larger regions first then country-level.

       Consider these real-world examples:

Channel Approach: Adidas has an overarching global content strategy that they individualize 
by channel. The company operates  a  “newsroom network” with global, regional, and localization 
of content. From a communications standpoint, PR is looped into content activities by being part 
of the newsroom network.

Brand Approach: At 3M, all content operations ladder up to the Chief Brand Officer to ensure 
consistency and compliance.

Global Guidelines, Local Support: Save the Children, which operates in 93 countries, has set 
clear global guidelines for all content produced regionally that speaks to customer messaging 
structure as well as overarching content strategy goals. This gives regions something to base 
content on to ensure alignment. Global groups, meanwhile, handle larger issues that affect all 
regions. The governing body at the global level manages how resources are allocated toward 
content creation and ensures strategy is adopted at local level. Similarly, Dell’s content team 
operates globally but on a local scale, tailoring strategy to specific regions.

Give Local the Amplification to Scale Globally: Cisco, while striving for global content 
governance, also appreciates the importance of a bottom-up approach. The firm recognizes that 
some regions have employees with exceptional technical subject matter expertise. That expertise 
is shared, laddered up to a global group for use in other country content efforts.

Sharing and Collaboration to Enable Localization: Similarly, Nestlé has developed an 
internal platform to share campaigns and initiatives globally. A successful campaign in India, for 
example, can therefore spark inspiration or duplication in Japan or Brazil, theoretically.

The Best of All Worlds:
Best Practices for Global Enabling Local - and Vice Versa
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Global Decentralized Governance: Intel has a dedicated governance team that specializes 
both in approval processes and what channels are used when. This enables constant review and 
adaptation to emerging content needs. The company focuses on specific content strategies for 
individual marketing departments rather than an overarching global strategy.

Global Governance and CoE: Dell has a centralized global content group to ensure content 
orchestration among multiple brands in both storytelling as well as resource allocation. With a 
core content strategy framework for marketers to follow in each individual business unit, Dell’s 
content center of excellence (CoE) contributes to coordination in a complex global environment.

Surface Evangelists: Identifying and recognizing talented change agents in respect to content, 
and moving them around to use their expertise on a global scale, is a practice of mature 
organizations. This is a practice the Mars Company is embarking on, endeavoring to identify 
content champions in the US, Europe and Asia.

Spread Expertise: LinkedIn recognizes that all the content power can’t come from one region. 
Fires must be lit - and tended  - elsewhere. Once Global Content Marketing Leader Jason 
Miller built a strong content engine in the company’s San Francisco headquarters, he moved to 
London, the next area of greatest opportunity for the company, to apply lessons learned and find 
the talent to solve new challenges. Full time resources are essential for this type of global scaling.

Centralize Creative: Marriott is unusual in that it has centralized all creative work into one 
group for 30 brands. Within that group, content lives at a traditional marketing level, storytelling 
level (e.g. short films with high production values  such as “Two Bellmen” or “French Kiss”), and in 
real-time marketing.

Process
  Even when content is created at a global level with scaling in mind, it still requires adoption by country/

GTM groups. Even when content is localized in a GTM country group, global oversight governs format and 
style. Translation must occur at the country/GTM level.

  Real-time agility requires local autonomy, empowered through clear guidelines. Real-time marketing 
requires more country-specific documentation and processes. Responses unfold very quickly and less can 
be left to chance.

  It’s always better to produce less content of higher quality that’s focused on customer need than to 
churn out a lot of mediocre content that’s of little interest or value to customers.

  Role definition and training are the priorities when hiring content marketers from varied 
background and expertise. This requires new process documentation and input and coordination from 
global teams.

  It can be a challenge to find support talent when content is created on a hyper-local scale in a smaller 
emerging market. Often, agency support is called for and must be a part of the budget. 
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  Translation adds another layer of complexity to repurposing content globally and is another area often 
requiring outside resources on a local level. 

  Proactive, not reactive, content should be the goal. An optimal content strategy accounts for process 
and should allow time for experimentation and exploration.

  On a global level, always ask ‘how will it localize?’

  Avoid dead-end content, look instead at content that can be re-purposed, reconstructed, and re-used in 
multiple channels and media.

  Content distribution can be an overlooked area, especially in low-maturity companies that are instead 
focused on content production. Content should not be produced without alignment with a 
distribution and channel strategy.

  Shed the campaign mindset. Content is an ongoing initiative lasting far longer than a campaign flight of 
six to eight weeks.

  For content to scale globally, regional marketing leaders must be kept abreast of strategy considerations 
and content goals. Resources are more sparse in smaller regions, so concrete objectives for content are 
critical to maintain efficiencies when juggling multiple responsibilities.

Continual Training and Education 
  Organizations that are beginning to initiate global content strategies often find kicking off with regional 

workshops is a valuable way to move programs forward. Workshops can not only convey the benefits 
and WIIFM of content marketing, but also identify regional content evangelists who will become territorial 
leaders. Workshops can also uncover needs, ideas, and pain points that are essential to informing an 
embryonic strategy. Formal training also builds good storytellers, especially in a global organization where 
content marketers are likely coming from varied disciplines and levels of marketing expertise. 
 
IBM has invested heavily in content training. This focus on content marketer education ensures teams are 
consistent in the goal of their efforts, and skillsets are developed that address current and future marketing 
tactics.

  Brands that are serious about content marketing, particularly on a global scale, must think, 
operate, and hire like publishers (or studio heads). In the end, that’s who they’re competing with for 
customer eyeballs and engagement. As new tools are adopted, training is also required for administrators 
and end-users. Training is also a requirement for systems such as taxonomies, tagging and categorization.

  As a nonprofit, Save the Children has to take into consideration emotional and cultural issues around 
how different countries approach touchy subjects. An innate understanding of local cultures is critical to 
success.

  Organizations must be aware of country-specific privacy laws, particularly when utilizing images of 
locals in content campaigns

  Global teams ensure scale and cross-geo strategy implementation, while local teams are responsible 
for actual creation based on market knowledge.
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Technology
  Research requirements deeply and invest in the right tools, rather than allowing content initiatives be 

defined by the platform, or whatever tools happen to already be in place.

  Synchronize tool roll outs with training.

  Ensure tools can function globally. This includes everything from language capabilities (alphabets, 
characters, etc.) to firewall and legal considerations. Often, China will of necessity have its own toolset.

  A core and immediate need for any organization is a digital asset management system searchable 
with a clear taxonomy. When Unilever invested in collaborative tools to scale content globally across 30 
brands, 40 agencies, and 20 markets, the company not only reduced time to create and publish content as 
well as to significantly increase output, their cost savings total an impressive $10M annually.

  Nestlé, as mentioned above, has customized its own collaboration platform for content creators to 
share campaigns and case studies globally.

  Collaboration tools must exist across a single platform to unite content teams. CRMs and DAMs 
should also be global in scale. Language can become a barrier when using technologies to collaborate 
around content creation and distribution. Many content solutions do have built-in translation, though this is 
still unreliable.

  Tagging and taxonomy will become even more important as other functions look towards 
automation. For example, a service chatbot can’t be trained to recommend right products or serve up 
appropriate FAQs without robust tagging and categorization already in place. Once built, these types of 
bot agents can help scale content efforts.

Collaboration & Communication Tools
  Overwhelmingly, our research found one collaboration tool reigns supreme: the telephone. Again 

and again, global content marketers stress that regularly scheduled phone meetings are essential to 
coordination, occasionally requiring some employees to participate outside of regular work hours. 
 
These calls are critical not just to align content production, editorial calendars, publishing and asset 
sharing, but are also an essential part of the change management and trust building processes inherent in 
content marketing. When regions or business units operate in silos, only within with their own product and 
communications calendar, it is difficult to encourage a global outlook.

  Interdepartmental and regional collaboration is also essential to alignment around customer 
personas and customer experience (CX) content goals. For the global content strategist, these regular 
calls and meetings are an opportunity to rally people around the challenges and roadblocks they have in 
common to incite action, as well as to highlight the WIIFM (what’s in it for me) aspects of content strategy.

  Business-Related Metrics and KPIs:
       Content must be measured against specific strategic and departmental goals at a high level, but 

also be answerable to channel-specific metrics to measure success.
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  Mature organizations learn to put the customer at the core of content strategy, just as the customer 
is central to product, sales, marketing, AI, and brand strategies. A customer-centric content strategy is 
essential for helping to fuel customer-centricity in all areas. Metrics and KPIs follow suit and are based on 
CX, trending away from publishing/editorial metrics. Content metrics are beginning to align with customer 
needs and difficulties along their journey (often path to purchase).  
 
Content measurement at Intel utilizes traditional sales and digital metrics, coupled with CX KPIs that take 
the customer journey into account.  
 
Visa has separate content marketing KPIs for its two core audiences, B2B and B2C.

As with smaller scale initiatives, continual testing and optimizing in real-time is critical to  successful global 
content strategy. You can’t just “set it and forget it.”

In addition to scaling and reconciling traditional and digital marketing programs, new tools and technologies 
bring with them new considerations to translate onto a global scale:

Increased emphasis on customer experience, user-generated, and real-time content.
•     Content from the Superhuman/ super employee point-of-view: includes ratings, reviews, recruitment,  

   retention, and other forms of user-generated and/or social content.
•     Automated content generation in which artificial intelligence (AI) or ‘bots develop content and other  

   forms of creative for marketers
•     Automated content visualization: Particularly relevant for hyperlocal marketing initiatives as well as  

   augmented reality (AR)
•     Automated content for support contexts: Chatbots triaging or curating support content raise  

   multilingual challenges

On-the-horizon content marketing trends are universal, and will challenge many organizations and created 
more complex challenges to global content strategy.

Scale Global Content Strategies  
for the Future
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RESEARCH METHODOLOGY
Fifteen formal interviews were conducted in 2016 and 2017 with global content marketing leaders at multinational 
companies.  Additional informal conversations were conducted with executives at Pfizer, MunichRE, IBM, The Mars 
Company, MacDonald’s Corporation, and RVO.nl. In addition, the research was informed by by dozens of stakeholder 
interviews conducted around the world at client companies, including Save the Children, Cisco and Hu-Friedy.

ECOSYSTEM INPUTS
•   Susan Ridge, VP of Communications at Johns Hopkins University, formally Chief Marketing Officer at Save the Children 
•   Carlos Abler, Leader of Content Marketing and Strategy, Global Transformation at 3M
•   Stephanie Losee, Editor-in-Chief and Head of Content at Visa Communications
•   Jeff Ramminger, President, Brand Publis
•   Bob Meindl, Director, Marketing, Cisco
•   David Bebee, VP Global Creative + Content Marketing, formerly Marriott, now David Bebee Projects
•   Jason Miller, Global Content Marketing Leader, LinkedIn
•   Pam Didner, Global Content Marketing Strategist
•   Piers Dickinson, Digital Center of Excellence Leader - Corporate Communications, DuPont
•   Chris Murphy, Sr. Director / Managing Editor, Adidas
•   Nicole Smith Mills, Digital Marketing Strategist, formerly Dell and Newscred, now Mills Marketing Lab
•   Michael Schmidke, Director Digital & Social Media, Bosch
•   Luke Kintigh, Head of Publishing, Intel iQ
•     Sherri Chien-Niclas, Director, Global Content Strategy & Storytelling, formerly Symantec, now Kodiak Data
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Altimeter Group Report Plan 

WORKING TITLE  Altimeter Radar - Paid/Owned/Earned Spend Allocation 

AUTHOR Rebecca Lieb 

EDITOR  Charlene Li 

TARGET PUBLICATION DATE mid-July, 2014 

For whom? (Target audience/Who has the problem?) Brands and agencies. Secondarily, 
publishers and social platforms. 

So what? (Brief statement of purpose) With advertising/media buying slowly decreasing in 
prominence in favor of other forms of owned, earned and converged media, how should 
budgets be allocated/planned/rethought? 

Hypothesis: The definition of “advertising” is becoming much broader. As budget is 
reallocated from media buys for investment in other channels and owned/earned media, it 
must be viewed as investment funds/sandbox budget, not “savings.” 

Framework:  One chart, TBD 

The questions this report will answer: 

How should media and marketing budgets be planned/reallocated/prioritized for 2015 in the 
context of paid/owned/earned convergence? 

What do you expect? 

More budget into content as a foundational element of POE. Less into traditional 
display/programmatic, which is diminishing in effectiveness. The pendulum is swinging – 
digital is becoming more hands-on. Automation has, in a sense, hit the wall.  Allocations 
must therefore be made in strategy, training, and other more hands-on skills, as well as 
media and channel integration. 

How? (Methodology) 

1) Review third-party quant research



 

 

2) Surface findings/quotes from interviews conducted over the past year from my other 
research projects. 

3) Conduct 8-10 interviews: brands and agencies. 

What is the storyline?: 

NEED:  An almost entirely new and continually evolving media and channel landscape 
requires radically new budgetary guidelines. 

PAIN: The share of budget flowing into digital is increasing, but at the same time the options 
for allocating that spend between a plethora of advertising and marketing products, channels 
and opportunities is multiplying at an astonishing rate. What criteria do brands use to 
determine how spending should be allocated? 

ASPIRATIONS:  Better performing ads, more creative capital to fuel paid, earned and owned 
media, more revenue for publishers, better UX, creative for agencies. 

Key Trends We Found (Insight): [more money flowing into content which should be viewed 
as foundational for paid and earned; where is analytics in the budgetary process?; 
programmatic will continue to decline;  

Recommendations 

What companies should do, based on what we heard, and found, follow these X steps.  (still 
not certain what form this should take) 

 

 



Rebecca Lieb <rebecca@kaleidoinsights.com>

Request for Interview on Automated Content
3 messages

Rebecca Lieb <rebecca@kaleidoinsights.com> Tue, Jan 30, 2018 at 1:18 AM
To: End Philipp - Munich-MR <PEnd@munichre.com>
Cc: Jessica Groopman <jessica@kaleidoinsights.com>

Hi Philipp,

Hope this note finds you safely back in Munich after a successful trip to the US.

Jessica Groopman and I are beginning our research, scheduled to be published in March timeframe, which includes in-
depth analysis of the the content automation market. We would love to interview you on this topic. Specifically we're 
looking at the role of automation and machine learning in creative, marketing, and scaling personalization. 

I’m writing to see if we can schedule a short (30 min) call in the next couple weeks to discuss your perspectives on this 
topic. Naturally, I’d be glad to share some the key findings of my research so far during our conversation, as well.

We have attached a premise document for the report with more details. Don't hesitate if I can answer additional questions. 

Please let me know how your schedule looks for a brief phone conversation in the next two weeks timeframe, I’d 
appreciate any recommendations you have. 
Thank you sincerely for your consideration. 
All best, 
Rebecca 

-- 
Rebecca Lieb, Kaleido Insights 
Analyst and Founding Partner
+1 212.586.7635 | @lieblink

KI_Report Premise_Automated Content .pdf 
80K

End Philipp - Munich-MR <PEnd@munichre.com> Tue, Feb 6, 2018 at 2:27 PM
To: Rebecca Lieb <rebecca@kaleidoinsights.com>

Hi Rebecca,

So great to heard from you. My trip was very successful. And it was so great, that we met. One of the
highlights of the trip J

I would love to help you with your analysis.

tel:(212)%5867635
http://twitter.com/lieblink
https://mail.google.com/mail/u/2?ui=2&ik=47703dc739&view=att&th=1614437398d97dac&attid=0.1&disp=attd&realattid=f_jd0u58w60&safe=1&zw


What about the following dates:

 

February 15th 3 PM (German Time)

February 21st 3 PM (German Time)

 

Best

 

Philipp  

[Quoted text hidden]

Münchener Rückversicherungs-Gesellschaft (“Munich Reinsurance Company”) is a reinsurance company organized under the laws of Germany. In some
countries, including in the United States, 
Munich Reinsurance Company holds the status of an unauthorized reinsurer. Policies are underwritten by Munich Reinsurance Company or its affiliated
insurance and reinsurance subsidiaries. 
Certain coverages are not available in all jurisdictions. 

Münchener Rückversicherungs-Gesellschaft 
Aktiengesellschaft in München 
Königinstraße 107, 80802 München 
Sitz der Gesellschaft: München 
Amtsgericht München, HRB 42039 

Vorsitzender des Aufsichtsrats: Dr. Bernd Pischetsrieder 
Vorstand: Dr. Joachim Wenning, Vorsitzender; 
Dr. Thomas Blunck, Dr. Doris Höpke, Dr. Torsten Jeworrek, 
Hermann Pohlchristoph, Dr. Markus Rieß, Dr. Peter Röder,  
Dr. Jörg Schneider 

Rebecca Lieb <rebecca@kaleidoinsights.com> Tue, Feb 6, 2018 at 5:20 PM
To: End Philipp - Munich-MR <PEnd@munichre.com>

Hi Philipp,

Glad all went well here!
In the meantime, my Global Content Strategy research published. Here's the link.

I've just sent a calendar invitation for the interview - we'll speak soon on automated content.

Thanks so much for your willingness to be interviewed!

Best,
Rebecca 
[Quoted text hidden]
[Quoted text hidden]
My new book is out! Content: The Atomic Particle of Marketing 

https://www.google.com/maps/search/K%C3%B6niginstra%C3%9Fe+107,+80802+M%C3%BCnchen?entry=gmail&source=g
http://www.kaleidoinsights.com/reports/global-content-strategy/
https://www.amazon.com/gp/product/0749479752/ref=as_li_tl?ie=UTF8&camp=1789&creative=9325&creativeASIN=0749479752&linkCode=as2&tag=cli0aa-20&linkId=6dc4111fef382f214a5fdbfe7878b70f


Automated Content & Creative (tentative title) 

ABOUT THIS REPORT 
Thank you for your consideration in participating in this research. Kaleido Insights is a research 
and advisory firm analyzing the impacts of emerging technologies on humans, businesses, and 
ecosystems. As such, we develop comprehensive reports in emerging technology areas, 
applications, opportunities, and challenges facing organizations.  

As part of our ongoing coverage of the Marketing space, our next report will focus on the 
automation of content and creative. Creative automation is in its infancy but already impacting 
marketing and media in a significant way that will only grow in the next five years. From 
automatic image and video tagging to chatbots to news stories that “write themselves,” AI will 
increasingly impact the way content is created, as well as result in more relevant and 
personalized experiences. While brands will welcome the opportunity of scaling personalization 
through automated content, AI also introduces a host of challenges and risks.  

This report, led by industry analysts, Rebecca Lieb & Jessica Groopman takes a qualitative 
assessment of the growing content automation market, its unique dynamics, use cases, risks, 
and rewards with a focus on surfacing best practices for enterprise adopters. Regardless of your 
position in the ecosystem, we invite your insights and thank you in advance for your 
contributions. 

If you have any additional questions about this research, please don’t hesitate to ask 
(rebecca@kaleidoinsights.com or jessica@kaleidoinsights.com) 

SAMPLE QUESTIONS 
1. What are the use cases for automated content and creative?
2. What can automation achieve? Not achieve?
3. How does creative automation impact organizations, end-users and the digital marketing

ecosystem?

LOGISTICS 
· We would like to schedule a brief call (20-30 minutes) to discuss the above topics and how

they relate to your firm
· We will conduct these calls over the phone, via conference bridge
· We'd like to schedule these interviews over the next 4 weeks, if possible

mailto:rebecca@kaleidoinsights.com
mailto:jessica@kaleidoinsights.com


 

Kaleido Insights believes in transparency in its research and plans to feature interview findings 
in the final report. All participants will be given a draft copy of the report to review prior to 
publication; all requests for anonymity and information subject to non-disclosure (NDA) will be 
honored. This report will be made freely available online under Creative Commons license, as is 
all of Kaleido Insights’ research.  



Rebecca Lieb <rebecca@kaleidoinsights.com>

Action Required: Under Embargo Draft Report on Content Automation 
3 messages

Rebecca Lieb <rebecca@kaleidoinsights.com> Wed, Nov 21, 2018 at 1:03 PM
To: laura@automatedinsights.com
Cc: Jessica Groopman <jessica@kaleidoinsights.com>

Hi  Laura,
 
I hope you've been well and fall has been good to you!

First, thank you again for sharing your insights with us on the topic of Content Automation for our research. This is such a
massive topic, it took some time but we are finally approaching publication. Second, and as promised, I wanted to offer
you the courtesy of an advanced review. Here is the draft-in-progress of the report.
 
Please review the following quote and your title by Wed. Nov 28, EOD Pacific Time.
 
We included your insights in the section “The Content Problem”

Information velocity raises other challenges. Keeping us with a flood of information and content becomes daunting,
not only in terms of learning and research, but also in areas such as content curation and/or aggregation. Tailoring
content to its intended audience in an appropriate and acceptable form or medium is far from a simple task. The
“right” content may not be published in the proper format, at the right time, or on the appropriate channel or device
for its intended audience. More content is never the solution, but better, more tailored, appropriate, meaningful,
timely, and personalized content can be achieved at greater scale and at a much lower expenditure of resources
(staff and budget) via automation.
 
Or, as Automated Insights’ Laura Pressman puts it, “Content automation is all about creating more efficiency and
expanding expertise in a way that allows companies to make more money.”
 
Laura Pressman, Marketing Manager at Automated Insights

 
Note this is a draft, please do not share the report with anyone. Upon publication, you will receive the full report at no
cost as a valued contributor.

Thank you again sincerely for your inputs. Research like this would not be possible without your insights and we deeply
appreciate it!
 
Final publication date will be Dec. 4 at 9:00 PST. LMK any other questions!
 
My best,
Rebecca

Rebecca Lieb, Kaleido Insights 
Analyst and Founding Partner
+1 212.586.7635 | @lieblink
 

       
My new book is out! Content: The Atomic Particle of Marketing 

Laura Pressman <laura@automatedinsights.com> Wed, Nov 21, 2018 at 5:22 PM
To: Rebecca Lieb <rebecca@kaleidoinsights.com>
Cc: Jessica Groopman <jessica@kaleidoinsights.com>, Kaitlyn Lloyd <klloyd@automatedinsights.com>

https://app.box.com/s/kmvhopvpimsdmclcf6bn7lf6vvzyv2b7
tel:(212)%5867635
http://twitter.com/lieblink
https://www.amazon.com/gp/product/0749479752/ref=as_li_tl?ie=UTF8&camp=1789&creative=9325&creativeASIN=0749479752&linkCode=as2&tag=cli0aa-20&linkId=6dc4111fef382f214a5fdbfe7878b70f


Rebecca - 

Quote is fine as written! I'm looping in our new PR Manager Kaity Lloyd via cc, as she'll be your main point of contact
moving forward. Thanks!

Best, 
Laura 

[Quoted text hidden]
--  

Laura Pressman   
Marketing Manager
Automated Insights, Inc. 

Rebecca Lieb <rebecca@kaleidoinsights.com> Wed, Nov 21, 2018 at 9:36 PM
To: laura@automatedinsights.com
Cc: Jessica Groopman <jessica@kaleidoinsights.com>, klloyd@automatedinsights.com

Many thanks for the quick response!
[Quoted text hidden]
--  
[Quoted text hidden]

https://automatedinsights.com/?utm_source=pr


2.3 Report Dashboards 

2.3.a Report Dashboard – Automated Content 
Admin spreadsheet 

- Due Date Duration Activity 

Owner 
LA- Lead 
Analyst(s) 
PA- Peer 
Analyst 
(Editor) Status Resources 

Kick Off 
2 days Create project timeline LAs 

5 days 
Create list of stakeholders and 
questionnaire LAs 

1 day Prepare interview premise document LAs 
Research 

2 days Email all stakeholders LAs 
4 weeks Conduct interviews LAs 

1 week 
Provide report outline with H1s and 
H2s LAs 

3 days 
Collate interview findings and quotes 
into H1s and H2s LAs 

Writing/Editing 
ongoing Mock up graphics LAs 

2 weeks 

First Drafting - Write to the point you 
are ready for peer review, should be 
complete with well organized flow, 
examples, proposed graphics and 
frameworks  LAs 

1 week 

Peer Review- Another analyst reads 
through full document, provide 1) 
constructive feedback 2) your POV 
where indicated  PA 



   3 days 
Second Drafting- Clean up, integration, 
and polishing  LAs    

 

To send all 
reports through 
PR? (first 6 
mo) 5 days Send preliminary final draft to PR  RL    

   2 days  
Third Drafting- Integrate feedback 
from PR  RL & JS     

  1 day  
Send designer editor-approved mock 
up graphics JG    

  1 week 
Request quote approval from interview 
stakeholders LAs    

    1 day 
Block time on calendars for report 
production/publication ALL     

Marketing/Production           

   3 days  

Prepare Marketing Plan for Report- 
Develop timeline, outreach templates, 
talking points, etc. for Marketing JS & JG  

7 days for Vlad 
for layout 
(includes 
weekend)   

    3 days 

Report Template Wireframe- Develop 
rough wireframe and specifications for 
designer to build report + ppt 
template(s)  JS & JG  

Smaller reports 
Flagship 
Graphic (1 per 
report); 7 days 
for design  

   1 day 
Meet with Designer to kick off report 
production JG 

plus a few 
extra days   

   5 days 
Send ready draft to designer for 
production JG    

   4 days Iterate with designer for production  JG   

 ? 1 day  
Confirm availability of copy/layout 
editor JG    

 ? 3 days Send to copy editor JG    
  1 day Draft blog post  LAs & JS      

  1 day 
Set up SlideShare URL and embed 
code JS or JG?    

  1 day 
Email report draft and #amplify doc to 
interview stakeholders LAs     

  1 day Set up webinar JS or JG?    



 ? 2 days Send to layout editor JG    

 ? 1 day 
Send final formatting changes to layout 
editor JG    

   1 day Update SlideShare file JS or JG?    
  1 day Upload all Flickr graphics JS or JG?    
  1 day Update #amplify doc JS or JG?    
   1 day Finalize blog post LAs & JS     
   1 day Publish! JG     
Wrap-Up             

   1 day 
Send interview contacts to analyst; 
sales team JG & JKO   

  1 day Add 3-5 tweets for Hot List JS   

  1 day 
Schedule post-mortem and add notes 
to Report Post Mortem Notes ALL   

  1 day 
Organize report folder in Box (Admin, 
Drafts, Graphics) LAs   

 

  



Interview Contacts spreadsheet 

Name Title Organization Email 

Intervi
ew 
Reque
sted Status Notes JG or RL 

Alex 
Vaidya 

CEO/Co-
Founder Story Stream alex.vaidya@storystream.it 1-29 completed raised hand RL 

David 
Berkowit
z dberkowitz@gmail.com 1-29 completed

influencer, friend, write 
article on topic in Ad 
Age RL 

Mike 
Phillips 

CEO & 
Founder Vigilant mike@vigilant.cc 1-29 scheduled

We’re working on 
some projects around 
this that might be of 
interest through a 
grant with Lenfest. RL 

Frances
co 
Marconi 

Strategy 
Manager & 
AI Co-Lead AP 

http://www.francescomarconi.
org/contact 1-29

responded 
with 
question 

lead at AP, have 
reached out on 
LinkedIn RL 

Ken 
Kaplan 
& Deb 
Miller 
Landau, Intel IQ ken.e.kaplan@intel.com 1-29 declined RL 

http://www.francescomarconi.org/contact
http://www.francescomarconi.org/contact


Steven 
Wong 

CO-
Founder & 
CMO Ready State hello@readystate.com 1-29 

COMPLETE
D 

suggested by Ken 
Kaplan RL    

Chris 
Duffey 

Strategic 
Developme
nt Manager Adobe   1-29 

COMPLETE
D 

Led webinar on 
automated creativity RL    

Chick 
Foxgrov
er 

Chief 
Technolog
y Officer 4A’s cfoxgrover@aaaa.org completed   RL  

 

Doug 
White Dir Product 

Salesforce.c
om     

COMPLETE
D   RL    

    

Rehab 
Digital 
(Agency)  

natalee@mercuryglobalpartne
rs.com   completed 

Digital agency/AI 
vendor that works with 
brands on using AI for 
‘pull’ marketing JG    

Laura 
Pressm
an    

Automated 
Insights laura@automatedinsights.com 

JG 
Sent 
1/22 
via 
contac
t form 
on 
websit
e 

COMPLETE
D 

Leading vendor in this 
space  JG  

Specific use cases 
for the Automated 
Insights system 
include crime trends, 
sales summary, 
election results, 
portfolio summary, 
real estate 
descriptions, 
workout recaps, 
salesforce reports, 
product descriptions, 
airline delays, and 
account summaries. 

http://salesforce.com/
http://salesforce.com/


Aimee 
Rowlan
d 
Andrea 
Watts Dir Product  

Narrative 
Science 

 
awatts@narrativescience.com 
arowland@narrativescience.c
om 

JG 
Sent 
1/22 
via 
contac
t form 
on 
websit
e 

COMPLETE
D   JG    

Lyndsee Manna Arria 

lyndsee.manna@arria.com 
donald.balducci-
henry@arria.com 

JG 
Sent 
1/22 
via 
contac
t form 
on 
websit
e SCHEDULING JG  

 

  Washington Post (Heliograpf)  

The Washington Post debuted its 
Heliograpf software for the Rio 
games during the summer of 2016, 
using it to update medal counts and 
victories. It was used more 
extensively during the U.S. 
presidential election in late 2016 to 
handle simpler stories while human 
journalists focused on the election. 

 

  Reuters (NewsTracer)     

Li Zhao 

NO 
LONGER 
WITH 
COMPANY Wibbitz li.zhao@wibbitz.com 

JG 
Sent 
1/22 
via 
contac
t form 
on 
websit
e 

COMPLETE
D 

http://www.wibbitz.com
/ JG    

  Sentient Technologies   
visual e-commerce 
leader JG  

 

http://www.wibbitz.com/
http://www.wibbitz.com/


Alex Bannerman Criteo   

reque
sted 
via 
Ludovi
c in 
AR 

COMPLETE
D via Ludovic RL 

 

   Weave  

JG 
Sent 
1/22 
via 
contac
t form 
on 
websit
e 

SCHEDULI
NG http://weave.me/ JG  

AI for visual 
storytelling (startup)  

  Higher Logic    via JKO   

Philipp End Munich RE PEnd@munichre.com COMPLETED RL  
Cindi 
Ellis  IBM  JG sent2/1  Both 

 

Jacob 
Parry 

Sr. Dir 
Product 
Marketing Vivint jacob.parry@vivint.com 

COMPLETE
D     

 

    Box      
COMPLETE
D       

 

 

  

http://weave.me/


Interview Guide spreadsheet 

Questions 

Doug White Director of Product Management 

Thank you for your time today. The purpose today is to get your input into our 
research on automated content and creative. Do you have any questions about 
the project or context for this call? 
INTRODUCTION 

Could you briefly tell me about your role and where your organization fits in the 
company? 

director of product, content and personalization w/in marketing cloud. 
under messaging. known customer marketing. scenarios and use case 
where target is a known customer. helping customers to manage & use 
content effectively. makes best messages possible, personalize, recc. 
platforms. 

Can you define content/creative automation? 

when I look at automation, known cust aspect, we see automation defined 
as not only using AI, but even some simpler use cases the ability to 
automate some content on a more direct less AI focused to help marketers 
scale to their consumer base. A lot of customers want to set out a diff 
version of a message dep on what level of loyalty I am. They can 
automate that based specifically base on where I am in the loyalty 
program. Add many other variables: purchase history, how many products. 
Ability to test content is important too. 



Describe how you are using automated content (or what your tool’s capability is) 

Specific examples: Fanatics is merch for sports. Pretty remarkable what 
they can do w a few simple templates and v careful planning can do 25k 
different campaigns/year w 5 marketers. Different leagues, teams, sports. 
All can be managed by a very small dept b/c they have advanced 
automation w a bunch of templates that can handle diff variants. Not 
necessarily machine learning, putting out message for NBA, Joe likes a 
specifics team so marketing Pacers. Rules-driven, known info. When AI 
kicks in you start looking at what’s not defined. Start doing more 
recommendations. Look at hats that have been purchased before and 
make a recc. Another case example Adidas: drive not just reccs but actual 
content of the message. Every block is essentially personalized. Right 
content, right article, right prod I’d be interested in being notified of. Breaks 
down by marketing maturity how far biz goes into one or the other 
direction: automation or not. Legacy marketing depts. slower to go into AI 
models. 

What are your primary business objectives and goals? 
Fanatics goal is clicks to go into ecomm site. Converting people to higher 
levels of engagement, upsell. 

How does automated content help to achieve those goals? 

Obviously, more relevance. Engagement. To reach you must engage. 
Relevance. Bleeds into personalization, showing me things I care about. 
Bringing data to bear, drive personalization w basic automation that can be 
rules or ai driven.  



What are the gaps? What does automated content not do well? 
automation doesn’t guarantee engagement. you still have to have good 
content [and good data].  

What are the risks brands and publishers must consider?  

creep factor. trusting tech blindly. you want to still check in and keep a 
close eye on what’s going on out there. algos can be efficient but off-
brand. a retailer sent out a spring promo campaign w some of most pop. 
products. were shocked to see a Christmas product was sent out. One of 
most pop site items was Xmas ornament. Automation is ext. powerful but 
still needs tending. Unintended consequences or missed assumptions in 
logic 

Impacts: how does automated content affect:  

Your company, tactically and organizationally? 

Fanatics - just 5 in mktg dept. folks banging out the weekly email can use 
templates filled w content. will shift in responsibilities to creating/curating 
content. ability to automated testing and variants.  

The ecosystem (new partners, software integrations, etc.) avenues to get more content, partner w creators, sources (stock photos).  

What are the benefits to the end user? 
consumers pick brands they relate to dep on how they are served. still you 
like, are interested in, show me articles (Adidas).  

   
Use cases, please describe personalization, optimization 
Case studies, can you share?  
Risk concerns?  
What are the benefits/rewards?  

What advice would you give to an organization planning to implement content 
automation? start simple, prove efficiency first.  
   

  



Select Quotes & Insights spreadsheet 

Quote Insight Name Company Category 
Content automation is all about creating more 
efficiency and expanding expertise in a way that 
allows companies to make more money 

 
Laura Pressman Automated Insights Opportunity 

We see NLG driving the democratization of data! How do you turn mountains of data into way 
that people can understand and make better and faster decisions. everyday viewer able to 
interact with it. 

Laura Pressman Automated Insights Ecosystem 
Impacts 

Right now there is no automated tool that can 
grasp the brand voice. 

 
Steven Wong ReadyState Gaps 

Don’t turn brand into IVR system. 
 

Steven Wong ReadyState Risks 
 

  



Outline spreadsheet 

What is the storyline?: 

Intro 

1. Content marketers are
still struggling to build,
implement, and scale
effective content
strategies.

a. Enter AI- which
represents new
capabilities (unstructured
data analysis; language
understanding;
image/object recognition).

Risks and Rewards 

Opportunity 

b. While the opportunity is
one of scaling
personalization and real-
time content, AI
introduces new risks and
challenges as well. This
report outlines the use
cases and impacts of
automating content and
creative

Automated Content 
in Action (Use 
Cases)  2. Use Cases: Option 1 Automated Content for Marketing 

Automating 
Content for Sales 

Automated Content 
for BI  

What is it What is it What is it 
a. Marketing Risks & Rewards Risks & Rewards Risks & Rewards 

Best Practices  Best Practices  Best Practices  
i. Product descriptions Part 1 Part 2 Part 3 



  Option 2 What is it 
Risks & 
Rewards Best Practices   

 
ii. Content 
recommendations  Definition What’s different 

List of best 
practices  

   Examples Rewards    
 iii. Feed curation  Why does it matter  Risks  Looking ahead   
       

 
iv. Local search & 
discovery      

       
 v. Automated tour guide      
       

 
vi. Visual search-based e-
commerce      

       
 vii. Product sizing/fitting      
       

 
viii. Image recognition & 
tagging      

       

 
ix. Computer-aided 
creative      

 

Video, Audio, Infographic, consumer-
facing apps like photo scrapbooks, 
Facebook memories     

 

x. Branded apps (e.g. 
facial recognition for 
make-up)      

       
 xi. Language translation      
       

 

xii. Marketing Chatbots/ 
Textual question 
answering      

  



Interview Findings spreadsheet 

FINDINGS   
    
    

Opportunities 

SCALE- AP example- went from creating 300 earnings reports to 
4000 using Wordsmith software. Wibbitz: Takes video production 
process from 4 hours (using traditional video editing software) to 
10sec-5 min. All we need is a text input into the platform, text 
article, unstructured, or URL.  
FREES UP WRITERS- for human only content- investigative 
reporting and journalism. Giving them a way to talk ab and deliver 
content in a way that they couldn’t before.  
AUTOMATION- to reallocate internal resources into higher ROI 
resources articles and content  

  

The problem: the need for curation and trust in content. From fake 
news to social media surfacing untrusted content... these 
companies now hiring armies of human content reviewers.  
Information saturation- people are overwhelmed with info volume, 
notifications, etc. The need to organize synthesize content is 
pressing, esp for info workers (finserv, corp dev, VC) 
overwhelming to track. Information velocity is also extremely 
difficult, it takes time to read. measurability is also more difficult, 
are you publishing in the right format, device, topics, etc. — all 
these dimensions make it very hard to humans to curate. Just 
sending out more and more textual content isn’t the solution. 
Engagement rates at all time low  

Gaps 

MUST HAVE DATA! - Wont be cost or time efficient if you don’t 
have data to power narrative. Even if digital focus, data is often 
spread out, they don’t own it, or it isn’t organized in a way that is 
ready to be used by automated content system 
CONTENT QUALITY, integrity, authenticity requires stopgaps are 
put in place up front 
MULTI-DISCIPLINARY- Requires a variety of viewpoints to make 
sure content is on brand, aligned with comms, accurate  
UNSTRUCTURED DATA STILL PROBLEMATIC (goes back to 
what data goes in, determines what comes out)  
STILL LOTS OF HUMAN SUPERVISION 
NUANCE, HUMOR- Today AI and automation in general has more  



of a problem in understanding humor, satirical pieces, the longer 
in-depth opinion pieces, creativity, and fact checking is something 
that is still requires humans 

Risks 

Making sure you’re using DATA PERMISSION to use. if you’re 
using information people don’t know you have can upset 
customers.  
TRUSTING TECH BLINDLY is a risk- still must check-in, do basic 
messaging tests, keep an eye on what’s going on out there. The 
algos can be very efficient but be off brand 
Unintended consequences 
OFF-BRAND Content- EX a retailer had a spring promotional 
campaign. Included some of their most popular products. Shocked 
that a Christmas product was sent out as part of this. One of the 
most popular products at that time was a Christmas ornament, but 
it was off-brand at that time for what they were going for. Still 
needs some tending.  
QUALITY OF CONTENT- can’t sound robotic. requires human 
supervision and templates  
LACK OF TRANSPARENCY- not knowing why output says a 
certain thing.  
ALGOs AREN’T NEUTRAL BC ALGOS ARE CREATED BY 
PEOPLE. Thinking of automatic generation as neutral is not the 
best way to think about it. Predominantly men in silicon valley. 
Totally missing the target, misinterpreting data, delivering them 
something completely irrelevant at best, or offensive at worst.  

https://www.theguardian.com/technology/2014/dec/29/facebook-
apologises-over-cruel-year-in-review-clips 

 

how algorithms looking at your social interaction predict 
mental illness which can be used in both a positive and 
negative way  

   
USE CASES   

  

Internal Marketing Content Generation- reports, scenes, music, 
logos 
BI- reporting 
Supply chain- reporting, risk mitigation, news, what if  
New product dev for customers, being able to personalize content 
and products in a scalable way. e.g. new type of reporting  
Content automation for text articles- text articles written based on 
data- financial, sports, big data.  
Infographic/data viz- example is a company called Graphic 

http://www.latimes.com/business/technology/la-fi-tn-graphiq-
amazon-20170719-story.html 

https://www.theguardian.com/technology/2014/dec/29/facebook-apologises-over-cruel-year-in-review-clips
https://www.theguardian.com/technology/2014/dec/29/facebook-apologises-over-cruel-year-in-review-clips
http://www.latimes.com/business/technology/la-fi-tn-graphiq-amazon-20170719-story.html
http://www.latimes.com/business/technology/la-fi-tn-graphiq-amazon-20170719-story.html


(recently acquired by Amazon), in design (less charts, more pics) 
photo editing 
Audio- music that is composed automatically by algos, can input 
movement, length, tone (Jukedes, Amper Music), voice  
Video- split into sev segments (some structured, some 
unstructured data)  
 use cases for the Automated Insights system include crime 
trends, sales summary, election results, portfolio summary, real 
estate descriptions, workout recaps, salesforce reports, product 
descriptions, airline delays, and account summaries. 

 

CONSUMER USE CASE; Google’s photos apps have a nice new 
feature where you give it a template (vday) make me a vday video. 
pick your partner, and the algo finds all your photos with partner, 
stitched together, easy to share  

OTHER FINDINGS   
Content 
automation a 
catalyst for 
connecting 
content with BI  

BI is key to future roadmap. Automated insights has partnerships 
with Tableau, Microstrategy. Anything we can micropublish via 
APIs.   

Content 
automation will not 
always be AI, ML. 
Sometimes just 
rules-driven using 
templates 

Multiplexing isn’t machine learning per se, more rules driven about 
defining if messaging to X (NBA) and I know Doug likes the 
Pacers. Where AI KICKS IN- is when looking at what isn’t defined.  

Target user- data 
scientist or 
business analyst 

Targeted user is data scientist or analyst at major corps, but use 
cases could be marketing, BI, reporting.  

Strain between 
manual vs 
automatic content 
automation 

Some clients want full manual, specify with my rules what is used 
when. Others want more automatic using templates. STRAIN 
between MANUAL vs AUTOMATIC. usually fall somewhere in 
the middle. Trends break into marketing maturity and 
marketing need. If need strips resources of org, need automation. 
With other, big legacy marketing depts, maybe slower to get into 
AI driven tech bc old models have worked. <Giving these guys the 
ability to test and see gains they get with automation gives 
them the confidence. Based on staff, budget, old or young 
company.   



Transparency of 
why an output is 
generated also 
important for 
building trust 
between 
employees and AI 
tools  

Relevant to transparency- how content is generated , building trust 
bt employees and the tool  

Not just ML and 
text analysis, also 
machine vision 

Also incorporating machine vision into algos so you can tweak the 
algos to bring in content based on facial expressions or photos. 
Flattering image of Donald Trump or happy or sad.  

Scaling 
personalization 
without a person in 
the mix  

personalized... but opposite of personalized a person didn’t write it, 
and in most cases a person never saw it. Is it really beneficial to 
the consumer info real thought was put into this individual page. 
Benefit in both ways of doing this. There is more benefit to 
businesses trying to scale and try to maintain the humanity in what 
they’re doing. Vivint 

Regulatory 
question- should 
consumers be 
informed when 
algos are creating 
the content 

COMMUNICATIONS? Should we force it to be made clear that its 
algo-generated. As it becomes more commonplace, should it be 
legal requirement?  

FUTURE TRENDS   
psuedoanonymous 
data to drive 
personalization.   
    
JEREMIAH- HERE!     

CASE EXAMPLES 

Facebook has also recently launched a new facial recognition 
feature called Photo Review. The feature alerts users when their 
face shows up in newly posted photos. The user has the option to 
tag themselves, leave as is, or ask the uploader to take the photo 
down, or even report it. 

 

  

EX- web merchandiser (Fanatics)- uses content automation: using 
templates and planning, they put out 25k diff campaigns a year 
with 5-6 marketers. Going across diff leagues, teams, sports, diff 
personalization, all managed by a very small department bc they  



have built advanced automation. Multiplexing isn’t machine 
learning per se, more rules driven about defining if messaging to X 
(NBA) and I know Doug likes the Pacers. Where AI KICKS IN- is 
when looking at what isn’t defined. eg- recommendations that, 
since he has shown proclivity for a hat, could look at hats 
purchased before, reco new hat he might like (product 
recommendation engines)  
 
EX- Adidas- wants to drive actual content of the message, so that 
every block of content is personalized based on everything they 
know ab me and people like me, for right article, product launch 
might be interested in 

  

Elementum — a supply chain product and risk management 
platform that they invested in. And is now doing very well. They 
showed us the product in action, analyzing 10k supply chain 
companies and using AI to relevant analyze news sources and 
surface important risk vectors for their customers (e.g. earthquake 
near a production center; TPP moving forward without the US, 
etc.).  

  

https://narrativescience.com/Resources/Resource-Library/Article-
Detail-Page/leading-human-capital-services-firm-turns-complex-
salary-data-into-website-traffic  

    

  

Dominion dealer case study- enables companies to generate 
relevant customer content in timely and scalable way. Dominion 
has tons of info on vehicles, but to get someone to pull that info 
together and present it in a way that is meaningful to a customer is 
not scalable. Quill can pull in structured data and put in format that 
is in language and tone, and personalized enough, like dealer. 
Output is really compelling vehicle description for the customer. 
Significant increases in Click Thru on website without adding more 
people. 

https://narrativescience.com/Resources/Resource-Library/Article-
Detail-Page/dominion-dealer-solutions-drives-over-1m-in-new-
revenue 

  

CONSUMER USE CASE; Google’s photos apps have a nice new 
feature where you give it a template (vday) make me a vday video. 
pick your partner, and the algo finds all your photos with partner, 
stitched together, easy to share  

  What not to do! Facebook’s heartless reminder of daughter’s death 
https://www.theguardian.com/technology/2014/dec/29/facebook-
apologises-over-cruel-year-in-review-clips 

  https://www.ted.com/speakers/zeynep_tufekci  

https://www.elementum.com/
https://www.elementum.com/
https://www.elementum.com/
https://www.elementum.com/
https://www.elementum.com/
https://www.elementum.com/
https://www.elementum.com/
https://narrativescience.com/Resources/Resource-Library/Article-Detail-Page/leading-human-capital-services-firm-turns-complex-salary-data-into-website-traffic
https://narrativescience.com/Resources/Resource-Library/Article-Detail-Page/leading-human-capital-services-firm-turns-complex-salary-data-into-website-traffic
https://narrativescience.com/Resources/Resource-Library/Article-Detail-Page/leading-human-capital-services-firm-turns-complex-salary-data-into-website-traffic
https://narrativescience.com/Resources/Resource-Library/Article-Detail-Page/dominion-dealer-solutions-drives-over-1m-in-new-revenue
https://narrativescience.com/Resources/Resource-Library/Article-Detail-Page/dominion-dealer-solutions-drives-over-1m-in-new-revenue
https://narrativescience.com/Resources/Resource-Library/Article-Detail-Page/dominion-dealer-solutions-drives-over-1m-in-new-revenue
https://www.theguardian.com/technology/2014/dec/29/facebook-apologises-over-cruel-year-in-review-clips
https://www.theguardian.com/technology/2014/dec/29/facebook-apologises-over-cruel-year-in-review-clips
https://www.ted.com/speakers/zeynep_tufekci


  

how algorithms looking at your social interaction predict 
mental illness which can be used in both a positive and 
negative way  

Nike in London 
https://www.campaignlive.co.uk/article/nike-wieden-kennedy-
made-viral-ad-speaks-real-london-youth/1456978  

    

  

EX- working with Technic.ly(?) tech focused media outlet. cover 
local tech happenings. we have been working on learning pilot to 
provide notifications around new financings . then turn into 
templatized news briefs and alerts around these events. Then 
taking that further to publish directly as content across diff 
publications under FUNDING BOT. a pseudo-author that publishes 
automatically generated content.  

    
    
    
  From Vigilant, funding bot  https://technical.ly/brooklyn/2018/02/07/funding-news-voltaiq/ 

    
  compilation of descriptions from interviews   

CONTENT 
AUTOMATION 
DEFINED 

-Put structured data into template that recognizes things 
-a layer of visualization on top of form, filings, events, 
-content automation is about removing a lot of non creative tasks, 
administrative and automating, and then opening up more time for 
creative 
-Content automation involves any tech that makes content 
marketing more efficient. these techs can focus on creation, 
distribution or both. prob involves at least some elements of AI to 
make this happen. in that sense it gets smarter over time. but 
that’s not a requirement but a nice feature. save time, save money 
improve quality when done right.  
-Ability to automate personalization on such a granular level that 
segments will no longer be needed; about finally driving right 
content/message or right engagement to right person at right time.  
-Very simply put it means scaling content production to aid in 
content velocity.  
-About repeatable use of content 
-problem has several dimensions. need for curation and trust in  

https://www.campaignlive.co.uk/article/nike-wieden-kennedy-made-viral-ad-speaks-real-london-youth/1456978
https://www.campaignlive.co.uk/article/nike-wieden-kennedy-made-viral-ad-speaks-real-london-youth/1456978
https://technical.ly/brooklyn/2018/02/07/funding-news-voltaiq/


content. top of mind in media at present. end user standpoint: info 
volume continues to rise, doubling every 18 months, people are 
overwhelmed by info, notifications on phones, need to organize, 
synthesize content is v pressing. Measurability- content 
automation tackles all of these  
-It’s an augmentative tool. help creative gain insights into doing 
work faster, thinking fore broadly, or more focus on KPIs, content 
automation means diff things t brands than it does to agencies  

 

  



Misfires! spreadsheet 

Conversation 
Hearts 

https://nypost.com/2018/02/13/ai-generates-hilariously-weird-candy-heart-
messages/ 

Band Names for 
Coachella  http://digg.com/2018/coachella-lineup-ai-band-names 

Recipes 
https://www.buzzfeed.com/andyneuenschwander/people-are-losing-it-over-this-
computers-hilarious-attempt?utm_term=.jgR53OJog#.niQmnPY35 

Romance Novels 
https://news.avclub.com/ai-generates-hilariously-unsexy-romance-novel-titles-
1798346226 

Pick-up lines 
https://www.techosaurusrex.com/ai-trained-to-generate-pick-up-lines-gives-
hilarious-results/ 

Paint colors 
https://arstechnica.com/information-technology/2017/05/an-ai-invented-a-bunch-
of-new-paint-colors-that-are-hilariously-wrong/ 

Inspirational 
Quotes http://inspirobot.me/ 

Halloween 
Costumes https://www.inverse.com/article/37790-neural-network-halloween-costumes 

AI Nude Paintings https://boingboing.net/2018/03/28/robbie-barrats-ai-generated.html 

 

  

https://nypost.com/2018/02/13/ai-generates-hilariously-weird-candy-heart-messages/
https://nypost.com/2018/02/13/ai-generates-hilariously-weird-candy-heart-messages/
http://digg.com/2018/coachella-lineup-ai-band-names
https://www.buzzfeed.com/andyneuenschwander/people-are-losing-it-over-this-computers-hilarious-attempt?utm_term=.jgR53OJog#.niQmnPY35
https://www.buzzfeed.com/andyneuenschwander/people-are-losing-it-over-this-computers-hilarious-attempt?utm_term=.jgR53OJog#.niQmnPY35
https://news.avclub.com/ai-generates-hilariously-unsexy-romance-novel-titles-1798346226
https://news.avclub.com/ai-generates-hilariously-unsexy-romance-novel-titles-1798346226
https://www.techosaurusrex.com/ai-trained-to-generate-pick-up-lines-gives-hilarious-results/
https://www.techosaurusrex.com/ai-trained-to-generate-pick-up-lines-gives-hilarious-results/
https://arstechnica.com/information-technology/2017/05/an-ai-invented-a-bunch-of-new-paint-colors-that-are-hilariously-wrong/
https://arstechnica.com/information-technology/2017/05/an-ai-invented-a-bunch-of-new-paint-colors-that-are-hilariously-wrong/
http://inspirobot.me/
https://www.inverse.com/article/37790-neural-network-halloween-costumes
https://boingboing.net/2018/03/28/robbie-barrats-ai-generated.html


Vigilant spreadsheet 

Questions       
  Vigilant    
Thank you for your time today. The 
purpose today is to get your input into 
our research on automated content 
and creative. Do you have any 
questions about the project or context 
for this call? Mike Phillips https://vigilant.cc/   
INTRODUCTION       

Could you briefly tell me about your 
role and where your organization fits 
in the company? 

we are a data access platform, build 
integration across public platforms, 
return data as structured content. 
can turn into more templatized 
content. some work we do around 
alerts, notifications, next layer of 
templatized and automated 
reporting, news briefs. we’re doing a 
pilot with technically, a small regional 
tech focused media outlet in Phil, 
Brooklyn, Delaware, cover local tech 
happenings. working on a pilot to 
provide notifications around 
financing, templatized news briefs, 
alerts. publish directly as stories on 
their publications funding bot. 

data access platform. build integration 
pipelines across public data sources and 
return it as structured data that is 
consistent and clean. Beyond alerting and 
notifications you can do with structured 
data, you can turn it into templatized 
content at that point.  
Alerting and notification 
Templatized and automated news briefs 

EX- working with Technic.ly(?) 
tech focused media outlet. 
cover local tech happenings. 
we have been working on 
learning pilot to provide 
notifications around new 
financings . then turn into 
templatized news briefs and 
alerts around these events. 
Then taking that further to 
publish directly as content 
across diff publications under 
FUNDING BOT, a pseudo-
author that publishes 
automatically generated 
content. 
LAYOFF WIRE? 

Can you define content/creative 
automation?  

Put structured data into template that 
recognizes things into a template. When 
people look at big data sets, there is a 
trend doing lots w data viz. Can be useful 
in helping illuminate trends and patterns 
across data sets that looking at data 
doesn’t allow people to see. In a similar 
way I think about automated content as a 
layer of visualization on top of form, filings, 
events, etc. scalable translation of 
information into easily digestible text 
content. can be structure or narrative.  

akin to what AP has done with 
earnings reports, but tailored for 
tech funding to specific localities 

https://vigilant.cc/


Describe how you are using 
automated content (or what your 
tool’s capability is)  

Unstructured data- platform turns 
unstructured data into structured data. 
Distinction bt structured and unstructured 
data as heuristic, but ultimately data is 
data. just about how well you can 
systematically recognize. Systems are 
getting better at dealing with unstructured 
data. Not everything has to be in cleanly 
formatted spreadsheet.   

What are your primary business 
objectives and goals? 

working with folks in media space. 
alerting detection, gathering stage. 
can you add additional value on top 
of it? early experiments (layoff wire). 

Alerting, detection, and gathering stage 
(where our value is) 
Adding additional value, context on top to 
see and understand   

How does automated content help to 
achieve those goals?     

What are the gaps? What does 
automated content not do well? 

mostly edge cases. if you have 
things that happen consistently that 
easy to build around. longer the tail 
of edge cases the more diff it is.  

mostly edge cases. longer tail of edge 
cases. recognizing anomalies? frequency 
of 10/1000. Those scenarios are harder to 
reliably produce automated content 
around. More consistent inputs are, and 
more consistent expectation of what 
insights you’re trying to glean, more that 
lines up, the easier it is to do well. More 
anomalies are harder. If the same thing is 
happening over and over communicating 
that isn’t as valuable. Where you can 
communicate and explain them, has the 
most value.  <general AI limitation 

What are the risks publishers must 
consider?  

 think about what standards of 
accuracy and integrity of product are, 
continue to maintain those. think 
about what an editorial pipeline 
around that is. scale certain things 
tremendously. but if core value is 
being right... 

Think about standards of accuracy, 
product integrity, continuing to 
maintain those. What would an editorial 
pipeline around that be? automated 
content can allow you to scale certain 
things tremendously. if your value prop 
is being RIGHT about things, you don’t 
want to undermine that in the course of 
innovation   

Impacts: how does automated 
content affect:     



Your company, tactically and 
organizationally? I don’t know don’t have an answer    
The ecosystem (new partners, 
software integrations, etc.) 

sense to work w specialized partner 
w focus on the tech. 

makes sense to work with specialized 
partners focused on the tech solutions.    

What are the benefits to the end 
user? 

more coverage than you’d otherwise 
have. quicker reporting. generate 
reporting and insight across broader 
scope 

more coverage of things you wouldn’t 
otherwise have. time between when 
something happens and when it gets to 
you can be shorter. taking out detection 
steps in the process.    

      

Use cases, please describe 

public records data, detecting and 
helping folks that need to know. 
translate and make info more useful. 
translate from structured to narrative 
data. if you deal with this record 
every day you know what all these 
numbers mean. 

Focused on public records data, detecting 
those records and filings and helping 
people that need to know ab them, know 
ab them. Layer on top is translating from 
structured data to narrative text, them to 
make more useful and meaningful. Can 
add MORE CONTEXT by turning it into a 
news brief.    

Case studies, can you share?     

Risk concerns? 

bad formatting, inaccurate data, align 
how your using these things w core 
value proposition. for a lot it’s being 
right. feed into existing editorial 
process in a streamlined way.     

What are the benefits/rewards? 

Allows them to potentially produce a 
better product. Incentives aligned 
with the customer. Benefits are this 
can get me better info. faster. 
broader array of content. tool for 
producing a better product for the 
customer. economy of scale, but 
that’s not prioritized. instead, ability 
to cover wide range of data sets or 
events in a timely way. 

potential to produce a better product. From 
customers POV, benefits= better info 
faster, get intelligence ab broader array of 
content than otherwise possible. ability to 
cover wide range of data sets or events 
faster.    



What advice would you give to an 
organization planning to implement 
content automation? 

very early stages. iterating and 
having a customer centric focus. 
where are things where we can 
produce meaningful value? if you’re 
taking that perspective and iterating 
that’s sort of proven to be the way to 
go. 

Must align with core value prop. For media 
institutions, core value is being right. Must 
make sure you’re not getting into editorial 
too much. Make sure you’re applying 
standards across info that you would 
otherwise.  
Use iterative process. Start feeding in and 
iterate day after day to catch all edge 
cases and make sure we’re handling. Will 
detect most in the course of a month. 
SUPERVISED LEARNING.  general AI trend 

      

   
early days. customer-centric focus. 
iterating on that.    

      
  primer.ai    

  
erbs. uses Arria NLG to create 
localed    

 

  

http://primer.ai/


Story Stream spreadsheet 

Questions Alex Vaidya, Story Stream 
previously head of digital for 
Porsche  

   

With clients such as Nike, 
Microsoft, Coca Cola, BMW, 
Adidas and many more.  

Thank you for your time today. The purpose 
today is to get your input into our research on 
automated content and creative. Do you 
have any questions about the project or 
context for this call?  http://storystream.ai/  
INTRODUCTION    

Could you briefly tell me about your role and 
where your organization fits in the company?  

helping brands scale marketing 
and publishing using AI, combining 
content curation mgmt, distribution, 
measurement. Built proprietary AI 
called Aura. Many systems out 
there for building assets but not 
good at understanding asset at 
granular level. using visual and 
image rec, NLP to make more 
intelligent. MANAGING CONTENT 
AT SCALE, recommendations, 
ROI insights. Can find new insights 
that traditional tools cant measure. 
Started in UGC (more real-time, 
agile) lends itself well to volume of 
content brands are creating. Can 
bring together UGC, brand 
content, paid content, org into AI. 
We build AI to understand brand at 
brand level instead of plugging into 
3rd party tools like Amazon 
recognition, which give general 
recognition, we are able to train 
down to the product level (e.g. 
car’s specific make and models)   

http://storystream.ai/


Can you define content/creative automation? 

time spent looking for 
assets, email, time spent 
on non core value add. CI 
can remove a lot a lot of 
non creative tasks free up 
marketers to focus on 
creative. automating 
processes you don’t need 
a human to do. you have a 
team member doing 
repetitive tasks 

If you think about typical marketers 
day, they spend time downloading, 
looking for things, non core value 
adds (cost of working up content), 
content automation is about 
removing a lot of non creative 
tasks, administrative and 
automating, and then opening up 
more time for creative.  

Have their own AI team, machine vision 
talent.  

Describe how you are using automated 
content (or what your tool’s capability is) 

connective layer that 
understands content 
across the brand. 
eliminates waste and 
inefficiency. bring content 
into one unified hub. 
tagging, measurement, 
etc. scalable view across 
content. searchable, 
simple to use. language 
recognition. now focus is 
brand marketers in b2c. 
could support other assets 
across disciplines. Smart 
filters like slack channels. 
“smart DAM” 

Huge waste and inefficiency 
around all of those processes ^, if 
you can add a layer of automation 
to tagging, measurement, ppt, pdf 
keynote, searchable, etc., get 
more scalable VIEW ACROSS 
ALL CONTENT, instead of having 
to look across diff content silos. 
HYPOTHETICALLY SYSTEM 
WOULD LOOK ACROSS BIZ 
FUNCTIONS. “What content 
should I publish today?” Current 
tool lends itself more towards 
brand marketers. SMART DAM? 
yes, but many existing DAMs don’t 
allow flex to find content the way 
they need. Box, WhatsApp better 
tools.   

What are your primary business objectives 
and goals? 

use existing content 
efficiently, see how it 
drives conversions, what 
images drive conversion 
(multivariate testing). 
understand what to create, 
manage efficiently. what 
drives ROI. 

1. more relevant better content. we 
have so much great UGC, but no 
way of getting access to all of it, 
never mind leverage it to drive 
conversion across customer 
journey.   

How does automated content help to achieve 
those goals?    



What are the gaps? What does automated 
content not do well? 

does it provide enough 
granularity to make 
tagging useful? getting 
automation to work at level 
the brand needs (car vs 
Porsche Carrera) fear. 
marketers losing their jobs. 
education. fear.  

Systems don’t go down to enough 
level of detail to make level of 
detail useful for marketer. “I want 
to try a Porsche Carrera from 
2017” still not available.  
Fear- around the tech also 
significant.   

What are the risks brands and publishers 
must consider?  

 automation isn’t a magic 
silver bullet. another tool to 
use. think about. can’t 
replace what you do. 
education is needed. don’t 
jump in w both feet and 
push the button. lessons 
from programmatic. 

Everyone looking for the magic in 
next tech for marketing. AI just 
another tool to use but cant 
replace what you do. Risk is you 
automate content creative and 
distribution, but can have negative 
effects. Fb-Unilever 

GDPR- very positive for UGC and content 
space broadly. Notion that UGC is a free 
thing that you can gorge yourself on as a 
brand is OVER. Instagram is changing 
rules around API, diff mechanics to get 
UGC from Instagram. It’s a good thing bc it 
forces all tech vendors to up their game, to 
get quality over quantity. We’re looking at 
ways to use 1:1 relationships, Story Stream 
enabling 1:1 channels like email to get 
them to submit images for rewards in 
exchange, including consent. Basics are to 
honor the right to be forgotten and remove 
content from systems, but it’s early days.  

Impacts: how does automated content 
affect:   

Retail brand- has huge workforce across 
the country, asking them to take pix fashion 
retailer. Ways of activating audience- 
customers, employees, influencers, but 
making that more efficient will take time.  

Your company, tactically and 
organizationally? 

younger employees are 
completely comfortable w 
this tech. generational 
shifts. change 
management. oh, I’ll use 
my agency for that. 
change existing 
communications.  

With younger workforce, very 
comfortable. accustomed to tools 
and looking for lifehack like work 
tools. Like slack has done for 
internal comms, will quickly 
become pervasive with teams. 
Story Stream works with lower 
entry point via marketing team and 
it starts to spread through the 
organization.   

The ecosystem (new partners, software 
integrations, etc.) 

driver of digital 
transformation; agency 

Existing silos in brands are forcing 
orgs to change for the better. 
We’re all trying to talk to the 

Nike Londoner campaign. 2 min YouTube 
commercial with 200 young athletes across 
London. big idea with music video producer 



model will change as a 
result of this. 

consumer but we have all diff 
messaging and content by the 
brand. Automated content can be 
a bit of a driver for that. Also the 
agency model will have to 
profoundly change in the next 5-10 
years.  

to shoot the video, split into 200 slices, 
created huge groundswell.  

What are the benefits to the end user? 

rich, relevant content 
personalized to the 
individual. amazing and 
positive people enjoy it - 
exact opposite when done 
badly.   

     

Use cases, please describe  

Set up smart filters to only allow 
content that meets certain criteria 
to be surfaced.   

Case studies, can you share?  
Alex will send Nike, panel, and ask 
marketing.  

https://www.campaignlive.co.uk/article/nike-
wieden-kennedy-made-viral-ad-speaks-
real-london-youth/1456978 

Risk concerns? 

uncanny valley with 
robots. content feels so 
personalized an 
automated its awkward, 
creepy.   

What are the benefits/rewards?    

What advice would you give to an 
organization planning to implement content 
automation? 

have a very well 
understood content 
strategy. why and how that 
works. not tactics first. 
understand legacy 
systems. how do you 
connect all these things 
up.    

 

  

https://www.campaignlive.co.uk/article/nike-wieden-kennedy-made-viral-ad-speaks-real-london-youth/1456978
https://www.campaignlive.co.uk/article/nike-wieden-kennedy-made-viral-ad-speaks-real-london-youth/1456978
https://www.campaignlive.co.uk/article/nike-wieden-kennedy-made-viral-ad-speaks-real-london-youth/1456978


David Berkowitz spreadsheet 

Questions David Berkowitz 
   
Thank you for your time today. The purpose today is 
to get your input into our research on automated 
content and creative. Do you have any questions 
about the project or context for this call?  
INTRODUCTION  
Could you briefly tell me about your role and where 
your organization fits in the company?  

Can you define content/creative automation? 

Content automation involves any tech that makes content marketing more efficient. these techs 
can focus on creation, distribution or both. prob involves at least some elements of AI to make 
this happen. in that sense it gets smarter over time. but that’s not a requirement but a nice 
feature. save time, save money improve quality when done right. up to person running to 
recognize and plug back into the system. then keep drilling down. on creative front 
personalization, contextualization become really important. Distribution plug this into various 
owned media properties and channels, tie in with ways to get more exposure, optimize serving 
right content to right audience.  

Describe how you are using automated content (or 
what your tool’s capability is) 

advertising side early adopters: apply different elements like location, color, retargeting, using 
other data like weather or time of day to make creative more relevant. a lot of tools out there can 
id the kinds of content that are trending and could be esp relevant to brand. a lot on there on 
brass tacks of distribution like timing optimization. social flow. we’re still a far cry from being able 
to take a handful of creative ideas, text or imagery, and automatically mix and match in a large 
volume of ways and ultimately, a holy grail, is doing this with video. still nascent on that front 
(Eyeview). do beyond advertising realm and shift into more forms of marketing.  

What are your primary business objectives and 
goals? 

Deeper connection, more personalization and relevance. Ultimate goal is hitting business 
metrics. How far can you track content thru and determine success of it. Which parts can be 
automated?  

How does automated content help to achieve those 
goals? help targeting, segmenting 

What are the gaps? What does automated content 
not do well? 

doesn’t work narrowly enough. I’d like to see workflow mapped out and where automation will fit 
into diff pieces of it. If tech can apply a few of these areas in one shot that would be really 
appealing. that data piece of it, having enough of that data all in one place, linking back to SFDC 
or other hubs like that.  

What are the risks brands and publishers must 
consider?  

Microsoft tay risk, bot that went awry on Twitter is biggest fear factor. not having guardrails up, 
having too much be automated. the more you get into messaging/interacting it becomes too 
dangerous. people can game things. try to get it to say/do thing not intended, taken out of 



context. Going off brand, sounds too automated, less sense of humanity. bigger risk is that 
something is more boring than offensive, but offensive gets headlines. 

Impacts: how does automated content affect:  

Your company, tactically and organizationally? 

going to require diff skills. any type of automation has ideal scenario, a shift from tactics to 
strategy. much more efficiency with resources. rely less on outside creative help. def. 
downsides: tons of iterations that would not need to happen as much for spreadsheet workers. 
will be need for people who can manage this, ask right questions, what data points are affected. 
CMO will need to be aware of possibilities and be open minded. might change results of what 
they’re getting out of marketing, but not affect day to day jobs. will affect creators and 
distributors of content. making sure people on board can look for ways this will help them do 
jobs better. people will get defensive. added hassle, one more thing to learn. 

The ecosystem (new partners, software integrations, 
etc.) 

Lots of changes just to be able to manage things at a greater degree of scale. Create 100 
pieces of content for same effort it takes to create 1. With spot checking I realize it’s on-brand, 
I’m going to do that. But will need more efficient ways to view it, approve it, need better reporting 
on promotion front. Data visualization will be so much more imp. Ripple effects pronounced. 

What are the benefits to the end user? 

more relevant, personalized content. on FB for example right away you have all this data. fb has 
made a pretty good guess as to my status as a husband and father. all kinds of stuff that can 
make stuff more relevant in the first place, use bare minimum of data that’s volunteered. doesn’t 
feel so much like targeting. things become more tailored to end users environment. difference 
tolerance level for diff. lengths, formats depending on platform. these things can all provide 
more respectful experiences to users. 

   
Use cases, please describe  
Case studies, can you share? Matt Redner, Decoded Advertising.  
Risk concerns?  
What are the benefits/rewards?  

What advice would you give to an organization 
planning to implement content automation? 

we’re still in test and learn phase. embrace that. learn by doing. be open to asking tough 
questions. like how can you ensure things won’t go wrong. what is this going to do for bottom 
line and for my own and my org’s goals. those questions don’t get asked enough. 

 

  



4.3.b Report Dashboard - Native Advertising 
Changes spreadsheet 

Page Current Text 
Change Needed Notes from CT/JS 

Check if 
complete Notes from AW 

All pages 
with figures 

N/A Replace all figures with new figures on Box - they’re in 
the same graphics folder, just updated. You will see this 
will fix numbering issues as well.  

X 
 

Cover Research theme Altimeter Research Theme: Everything Digital  X  
Cover Publication date Publication Date: Sept. 10, 2013  X  

3 N/A 

Fig 1 and Fig 2 need to have their descriptions in smaller 
text beneath each image. Also add the titles above.  

Use a “caption” 
style - smaller font, 
maybe blue or 
grey - Alec, pls 
check template if 
there is existing 
style. 

X 

 
3 Definition of native 

advertising 
It’s now bolded and italicized. Please format it like the 
Methodology section instead - in a light blue box.  

X 
 

3 Fig. 1 and 2 Please add light grey hairline border around Fig. 1 and 2.  X  
12 Section title (H1) Add a line break after Recommendations: so that the title 

of the section is all on one line below it  
X 

 
12 H2 Make the bold H2 blue  X  
13 Figure 10 Figure 10 must go before all section text, not after 

Transparency text as it currently is.   
X 

 
13 The Economist and 

Buzzfeed Italicize  
X 

 
14 Content Portability  Portability should be all lowercase  X  
15 Atlantic/Scientology link Should link to: 

http://www.washingtonpost.com/blogs/erik-
wemple/wp/2013/01/15/the-atlantics-scientology-
problem-start-to-finish/  

X 

 
16 My colleague and 

Altimeter Group Principal 
Analyst Brian Solis 
contributed to this report 
with uncommon 
generosity, unreservedly 
sharing research 

1. Fix odd line break in the first line of that paragraph. 
 
2. Change text to: My colleague and Altimeter Group 
Principal Analyst Brian Solis contributed to this report 
with uncommon generosity, unreservedly sharing 
research interviews he conducted on the topic of native 
advertising in 2013 with leading networks, publications,  

X 

 



interviews he conducted 
on the topic of native 
advertising. The value of 
this contribution cannot be 
overstated. 

brands, and agencies. The value of this contribution 
cannot be overstated. 

16 Endnote links Please change text of all endnotes to match Word doc 
attached to email  

X 
 

16 Ecosystem input Replace all commas after company names with colons  X  
17 Bios I need the bios to be the full length originally included in 

the copy. They should definitely fit with the extra space 
that’s on that page. Also please add in Susan Etlinger’s 
photo and bio under Jaimy’s - just pull from her latest 
report.  

X 

 
17 Jaimy’s photo 

Update with photo here: 
https://altimetergroup.box.com/s/qh3c37ubmlxfnvi6k3g7 

Still incorrect. 
Please use the 
photo emailed to 
you. 

X 

 
NEW EDITS 

 
    

Cover Byline Change byline under Rebecca to: With Jaimy Szymanski 
and Susan Etlinger. Delete reference to Charlene Li on 
cover.  

X 
 

All References to Mashable 
and Buzzfeed 

Do a find-and-replace for Buzzfeed and Mashable - they 
should be italicized throughout the doc.  

X 
 

1 clarity, Remove comma after clarity in first paragraph  X  
3 Second paragraph after 

the definition box 
Change Newsfeed ads to Page Post ads. Also add an 
end note after page post ad. The endnote text should 
read: According to Facebook, Page Post ads will be 
merging with Sponsored Stories in fall 2013. Essentially, 
sponsored stories will become Page Post ads with social 
context where eligible.   

X 

 
4 Paragraph 3 Change News Feed ads to Page Post ads  X  
7 Fig. 5 

Replace with new Fig. 5 in graphics folder on Box HERE: 
https://altimetergroup.box.com/s/yi844lh9nzjv5qf68b93 

Alec, use the link 
to the left - it’s 
been updated. 

X 
 

9 Final paragraph ... 
“According to Tumblr’s 
Global Head of Sales” 

According to Tumblr’s Global Head of Brand 
Partnerships  

X 
 

9 Final paragraph - two 
mentions of Adidas adidas  

X 
 



10 Fig. 7 
Replace with new Fig 7 in Box HERE: 
https://altimetergroup.box.com/s/13ux6pm15ltkcow9z2qu 

Alec, use the links 
to the left - it’s 
been updated. 

X 
 

11 Final paragraph ... “as 
Gawker’s Chief Revenue 
Officer, Andrew 
Gorenstein, put it,” Delete commas after Officer & Gorenstein  

X 

 
12 Fig. 9 - Triple Lift 

Replace with new Fig. 9 in Box HERE: 
https://altimetergroup.box.com/s/3rr7jvftv0i2xd4i1hi6 

Alec, use the link 
to the left - it’s 
been updated. 

X 
 

15 (Measurement paragraph) 
- For example, a share on 
Facebook results in 
content being placed into 
friends’ news feeds, while 
a Like opts into future 
communications by the 
brand. 

For example, Facebook emphasizes reach and 
engagement over metrics like “People Talking About 
This” and “Likes,” with their goal being to speak in the 
same language that marketers use in other channels.  

X 

 
17 Acknowledgments - 

Tumblr 
Change Lee Brown’s title to Global Head of Brand 
Partnerships  

X 
 

17 Acknowledgments - 
Kontera With the title of Kontera’s two entries  

X 
 

Sept. 6 
Edits 

 

  
 

 
Cover 1. Edited by Susan 

Etlinger 
2. Digital Everything 

1. Remove 
2. Change to Me-co-system  

X 
 

3 Fig. 1 and Fig. 2 

1. Add spacing above screenshots to match spacing 
below 
2. Align Figure 2 title and caption with left of screenshot 

You can move up 
Figs. 1 and 2 to 
match design 
principles. Please 
make sure spacing 
is equal above and 
below graphics 
though. There is 
more spacing 
between the 
graphic and its 
caption than the 

X/? 

Re: Spacing 
above & below: 
Live area/white 
space differs in the 
2 graphics, as they 
are not of the 
same design. 
Space between 
images and 
title/caption is now 
relative and 
balanced. Better? 



graphic and its 
title. 

11 Final paragraph - “Native 
is just a container, a 
wrapper for content. 
Everyone experiences 
native in the way of their 
own brand. It’s merely the 
container we serve our 
branded content in.” 

“Native is just a container, a wrapper for content that tells 
a brand’s story in a way that makes sense for the 
publisher or platform’s audience. Everyone experiences 
native in the way of their own platform with normal 
consumption experiences. It’s merely the container we 
serve our branded content in. But even if it’s served in 
the most strategic and native way possible, it’ll fall flat if 
the content isn’t strong.”  

X 

 
16 Atlantic/Scientology 

debacle. 
Remove link. Add endnote after instead. Endnote should 
read: Wemple, Eric, “The Atlantic’s Scientology problem, 
start to finish.” The Washington Post, Jan. 15, 2013. 
http://www.washingtonpost.com/blogs/erik-
wemple/wp/2013/01/15/the-atlantics-scientology-
problem-start-to-finish/ 
 
Note that The Washington Post should be italicized. 

Link still needs to 
be removed. 

X 

Done 
17 Footnote 12, Economist’s Economist’s  X  
17 Check all footnotes 

Any publishers should be italicized  

X 

unsure who 
qualifies (per 
Altimeter) as a 
‘publisher’ in the 
digital age; 
site/brand. Please 
check my changes 
against your rule : 
) 

18 Twitter handles in bios Please link accordingly: 
twitter.com/lieblink 
twitter.com/jaimy_marie 
twitter.com/setlinger  

X 

 
 

  



Review Emails spreadsheet 

Email to Brian’s interviewees 

“Hi [First Name], 

After months of research, we’re gearing up to publish the next Altimeter Group report on Native Advertising. Brian, Rebecca, and I wanted to 
make sure you had the chance to review the report in its entirety before we publish, as well as approve the pieces of the report where 
[Company Name] is referenced or you are quoted. [Only include second half of sentence if they are quoted or mentioned]. 

 

As a reminder, the report addresses the questions: What is native advertising and, by extension, what is it not? It also attempts to map and 
outline product offerings from the native advertising triumvirate: publishers, technology vendors, and social media platforms. What 
opportunities are inherent in this nascent form of digital marketing? And what are the inherent risks and pitfalls? 

 

I’ve attached the final draft of the report, with appropriate sections highlighted for your review. [Only include second half of sentence if they are 
quoted or mentioned]. Please let me know by 5 p.m. PST on [Due Date] if you have any edits to factual information ONLY. You will also receive a 
final advanced review copy before we go to press, as well as links to related content for sharing. 

 

Thanks again for contributing to our research! 

 

Jaimy” 

 

  



Interview Contacts spreadsheet 

Company First Name Last Name Title Email Status Notes 

Quote 
in 
Report 

Feedback to 
Incorporate 

Blog? (Send 
embeds) 

360i Sarah  Sikowitz Hite 
VP Group Media 
Director 

soraya.eltomey
@360i.com 

Completed for LI 
project         

Buzzfeed Jon Steinberg Co-founder 
jonathan@buzz
feed.com 

Email request 
sent 5/21; 
Jonathan 
Perelman 
responded that 
they’d review 
the request         

C.A.S.T. Omri Halamish General Manager 
omri@castplatf
orm.com 

Sheila 
scheduling         

Disqus David  Fleck 
General Manager, 
Audience 

fleck@disqus.c
om 

Interview 
scheduled         

DoubleDutch Justin  Gonzalez 
Email Marketing 
Manager 

 
justin@doubled
utch.me 

Completed for LI 
project         

Facebook Brian Boland 

Director of 
Product 
Marketing, Ads 

elisabeth@fb.c
om 

Completed for LI 
project         

Federated 
Media Laney Whitcanack 

EVP and GM, 
Content 
Marketing 

Courtney Walsh 
- 
cwalsh@federa
tedmedia.net 

Sheila 
scheduling         

Federated 
Media Mary Gail  Pezzimenti 

VP of Content 
Strategy 

Courtney Walsh 
- 
cwalsh@federa
tedmedia.net 

Sheila 
scheduling         

Ford Thomais  Zaremba 

Ford & Lincoln 
Digital Marketing 
Manager 

tmargiou@ford.
com 

Completed for LI 
project         

Gawker Andrew Gorenstein 
Chief Revenue 
Officer  

andrew@gawk
er.com 

Interview 
complete         

Hearst Troy Young 

President of 
Hearst Magazines 
Digital Media 

Kate Larkin - 
kate@larkinvolp
att.com 

Sheila 
scheduling         



LEWIS Pulse Haley  Hebert 

 Managing 
Director, Digital 
Marketing 

haley.hebert@l
ewispulse.com 

Completed for LI 
project         

LinkedIn Kellee Vanhorne 

Global Product 
Marketing 
Manager 

kvanhorne@lin
kedin.com 

Completed for LI 
project         

Marketo Jason Miller 

Social Media 
Strategist & 
Content 
Marketing 
Evangelist  

jasonm@marke
to.com 

Completed for LI 
project         

Mashable Stacy  Martinet 
Chief Marketing 
Officer 

lexie@mashabl
e.com 

Completed for LI 
project         

Mass 
Relevance Sam Decker Founder & CEO  

sam@massrele
vance.com 

Interview 
scheduled         

Mediafed Ashley Harrison CEO  

ashley.harrison
@mediafed.co
m briefing 6-28 

about 
to bow 
a RSS 
native 
ad 
product 
- have 
asked 
them to 
stay in 
touch 
w 
details, 
screen
shots.        

inPowered Peyman Nilforoush CEO  
pirouzn@inpwr
d.com 

Sheila 
scheduling         

New York 
Times Denise Warren 

EVP Digital 
Products and 
Services  

Waiting to hear 
back from RL’s 
email; Followed 
up 5/30     

New York 
Times Michael Zimbalist 

VP Research & 
Development 
Operations 

michaelz@nyti
mes.com 

Waiting to hear 
back from RL’s 
email; Followed 
up 5/30     



OneSpot Matt Cohen Founder 
matt@onespot.
com 

Sheila 
scheduling         

Outbrain Lisa Lecour 

VP Marketing 
(contact, not 
interview subject) 
- Yaron Galai is 
CEO 

lisa@outbrain.c
om 

Sheila 
scheduling         

PitchEngine     

Requested 
email from Jon 
in data.com     

Razorfish Jeremy Lockhorn 
VP, Emerging 
Media 

jeremy.lockhorn
@razorfish.com 

Completed for LI 
project         

RebelMouse Paul Berry CEO 
paul@rebelmou
se.com 

Interview 
scheduled         

Respond Guy Cookson Co-Founder 
guy.cookson@r
espondhq.com 

Sheila 
scheduling         

Samsung Ji  Hun Ahn Manager PR 
airhun@samsu
ng.com 

Email request 
sent 5/24     

Say Media David  Tokheim 
SVP, Media 
Solutions 

dtokheim@say
media.com 

Interview 
scheduled         

Sony Gina Campbell 
Social Media 
Team Lead 

Gina.Campbell
@am.sony.com 

Completed for LI 
project         

Stipple Darr Gerscovich VP Marketing 
darr@stipple.co
m 

briefing 
completed by 
RL         

Story 
Worldwide Kirk Cheyfitz 

CEO & Chief 
Storyteller 

kirk.cheyfitz@st
oryworldwide.c
om 

Interview 
scheduled         

Synqy Michael Weissman CEO & Founder  
michael@synqy
.com 

briefing 
completed by 
RL         

Taboola Adam  Singolda CEO 
adam.s@tabool
a.com 

Email request 
sent 5/21     

Time Inc. Adam  Soloman 

Vice President, 
Digital Ad 
Products & 
Revenue 
Operations 

adam_solomon
@timeinc.com 

interview 
scheduled     

Triple Lift Polly Payne 
Marketing 
Director 

ppayne@tripleli
ft.com 

Interview 
scheduled         



Tumblr Katherine Barna 
Head of 
Communications 

katherine@tum
blr.com 

Completed for LI 
project         

Tumblr Lee Brown 
Global Head of 
Sales 

katherine@tum
blr.com 

Completed for LI 
project         

Tumblr Rick Webb 

Revenue and 
Marketing 
Consultant 

katherine@tum
blr.com 

Completed for LI 
project         

Twitter Jim Prosser 
Senior Manager, 
Communications 

jprosser@twitte
r.com 

Completed for LI 
project         

Union Square 
Ventures Fred Wilson Managing Partner 

fred@unionsqu
areventures.co
m 

Interview 
scheduled         

Vice Shanon Kelley 
Advertising 
Director 

shanon.kelley@
vice.com 

Email request 
sent 5/21     

Vice 
(alternately) Eddy Moretti 

VBS.TV at Vice 
Magazine 

asst: Lindsey 
Galoob 
lindsey.galoob
@vice.com 

contact provided 
by our mutual 
friends at 
Outbrain     

Kontera Ammiel  Kamon 

Executive Vice 
President of 
Products and Co-
Founder  

ammiel@konter
a.com 

briefing 
completed by 
RL 

f/u for 
case 
studies       

Kontera Assaf Henkin EVP Marketing 
assaf@kontera.
com 

briefing 
completed by 
RL 

f/u for 
case 
studies       

Tidal Labs Matt Myers        
 

  



Report Timeline spreadsheet 

- 
Due 
Date Duration Activity Owner Status Resources 

Kick Off             

 5/20/13 2 days 
Create project 
timeline Researcher Complete  

 5/21/13 5 days 

Create list of 
stakeholders and 
questionnaire 

Analyst/Research
er Complete  

 5/21/13 1 day 
Prepare interview 
premise document Researcher Complete https://altimetergroup.box.com/s/mct5lm6za60e29lj5y4f 

Research             
 5/21/13 2 days Email all stakeholders Researcher Complete  
 6/19/13 4 weeks Conduct interviews Analyst Complete  

   
Provide report outline 
with H1s and H2s Analyst Complete  

 6/26/13 3 days 

Collate interview 
findings and quotes 
into H1s and H2s Researcher Complete  

Writing/Edit
ing             
 7/24/13  Mock up graphics Researcher In Progress  
 7/24/13 4 weeks Write drafts Analyst In Progress  

 8/07/13 2 weeks 
Edit and rewrite 
drafts, with editor Analyst/Editor   

   

Send designer editor-
approved mock up 
graphics Researcher   

   

Request quote 
approval from 
interview 
stakeholders Researcher   

   

Block time on 
calendars for report 
production/publication 

Analyst/Research
er   

Marketing/
Production             

https://altimetergroup.box.com/s/mct5lm6za60e29lj5y4f


 8/08/13 1 day 

Meet with Christine to 
kick off report 
production Researcher   

   
Confirm availability of 
copy/layout editor Christine   

   

Send designer 
website carousel 
request Researcher   

   
Request ReadyTalk 
broadcast webinar Researcher  

http://www.readytalk.com/support-training/request-operator-
assisted-services 

   
Request analyst to 
create blog post Researcher   

       
 8/09/13 1 day Send to copy editor Researcher  cherylknight@roadrunner.com 

   
Set up SlideShare 
URL and embed code Researcher   

   

Email report draft and 
#amplify doc to 
interview 
stakeholders Researcher  

https://docs.google.com/a/altimetergroup.com/document/d/1y9
1yxDmgYBEVGUiujt7D4xYY0kMt4NRjRSUHJR46_nU/edit 

   

Email/post on 
Socialcast report draft 
and #amplify doc for 
research, consulting, 
and sales teams Researcher   

   

Send Jon completed 
Report Website 
Request form Researcher  

https://docs.google.com/a/altimetergroup.com/spreadsheet/ccc
?key=0AhHTdQjgO8K-
dHJRTTN5SFRYVUNoQS1TblRZZDktQ3c#gid=3 

   Set up webinar Researcher  editor@alecwagner.com 
       
 8/13/13 2 days Send to layout editor Researcher   
       
       

 8/14/13 1 day 

Send final formatting 
changes to layout 
editor Researcher   

   

Make final copy edits 
to PDF in house on 
shared Mac Researcher   

http://www.readytalk.com/support-training/request-operator-assisted-services
http://www.readytalk.com/support-training/request-operator-assisted-services
https://docs.google.com/a/altimetergroup.com/document/d/1y91yxDmgYBEVGUiujt7D4xYY0kMt4NRjRSUHJR46_nU/edit
https://docs.google.com/a/altimetergroup.com/document/d/1y91yxDmgYBEVGUiujt7D4xYY0kMt4NRjRSUHJR46_nU/edit
https://docs.google.com/a/altimetergroup.com/spreadsheet/ccc?key=0AhHTdQjgO8K-dHJRTTN5SFRYVUNoQS1TblRZZDktQ3c#gid=3
https://docs.google.com/a/altimetergroup.com/spreadsheet/ccc?key=0AhHTdQjgO8K-dHJRTTN5SFRYVUNoQS1TblRZZDktQ3c#gid=3
https://docs.google.com/a/altimetergroup.com/spreadsheet/ccc?key=0AhHTdQjgO8K-dHJRTTN5SFRYVUNoQS1TblRZZDktQ3c#gid=3


       

 8/15/13 1 day 
Update SlideShare 
file Researcher   

   
Upload all Flickr 
graphics Researcher   

   Update #amplify doc Researcher   
   Finalize blog post Analyst   
       
 9/10/13  Publish! Researcher   
       
Wrap-Up             

 Friday  1 day 

Post on Socialcast 
update on # of views, 
media mentions, etc. Researcher   

   

Send interview 
contacts to analyst; 
sales team Researcher   

   
Add 3-5 tweets for 
Hot List Researcher  

https://docs.google.com/a/altimetergroup.com/document/d/1zd
5VmZqWETzAm1ckjeXKZqu99WFyNmVzhqIDRqZ-ZU8/edit 

   

Schedule post-
mortem and add 
notes to Report Post 
Mortem Notes Researcher  

https://docs.google.com/a/altimetergroup.com/document/d/1cR
GR_RwGpy_M7_TejozY1F7J_MgmO2iSCJXskmw8Ltc/edit 

   

Organize report folder 
in Box (Admin, Drafts, 
Graphics) Researcher   

 

  

https://docs.google.com/a/altimetergroup.com/document/d/1zd5VmZqWETzAm1ckjeXKZqu99WFyNmVzhqIDRqZ-ZU8/edit
https://docs.google.com/a/altimetergroup.com/document/d/1zd5VmZqWETzAm1ckjeXKZqu99WFyNmVzhqIDRqZ-ZU8/edit
https://docs.google.com/a/altimetergroup.com/document/d/1cRGR_RwGpy_M7_TejozY1F7J_MgmO2iSCJXskmw8Ltc/edit
https://docs.google.com/a/altimetergroup.com/document/d/1cRGR_RwGpy_M7_TejozY1F7J_MgmO2iSCJXskmw8Ltc/edit


Vendors, Publishers, Platforms spreadsheet 

Type (Brand, Vendor, 
Publisher, or Social 
Platform) Company Name 

On interview 
list?   

Brand AMC No  
Brand American Express No  
Brand Auto-Trader No  
Brand Blackberry No  
Brand Boeing No  
Brand Boost Mobile No  
Brand Budweiser No  
Brand Cadillac No  
Brand Chevron No  
Brand Cisco No  
Brand Constellation Research No  
Brand Corona No  
Brand Dasani No  
Brand Dell No  
Brand Durex No  
Brand EA  No  

Brand Economist, The No 

note: not in context as 
publisher, but worst 
practice example for 
Buzzfeed native ad 

Brand Expedia No  
Brand Foot Locker No  
Brand GE No  
Brand Intel No  
Brand Johnson & Johnson No  
Brand Marketo No  
Brand Microsoft No  
Brand Milk Bone (Del Monte) No  
Brand Nike No  
Brand Oscar Meyer No  
Brand Pepsi No  
Brand Pillsbury No  



Brand Ralph Lauren No  
Brand Red Bull No  
Brand Salesforce.com No  
Brand SAP No  
Brand Scientology (Church of) No  
Brand Showtime No  
Brand Slim-fast (Unilever) No  
Brand Sony No  
Brand TNT No  
Brand Trident Gum No  
Brand UPS No  
Brand Verizon No  
Brand Virgin Mobile No  
Brand Volkswagen No  
Publisher Advertising Age No  
Publisher AOL No  
Publisher Boston.com No  
Publisher Business Insider No  
Publisher Buzzfeed Yes  
Publisher Complex No  
Publisher Conde Nast No  
Publisher Devour No  
Publisher Dieste No  
Publisher Digiday No  
Publisher Forbes No  
Publisher Forbes No  
Publisher FOX No  
Publisher Gawker Yes  
Publisher Glam.com No  
Publisher Hearst Yes  
Publisher Huffington Post No  
Publisher Mashable Yes  
Publisher Men’s Journal No  
Publisher MSNBC No  
Publisher NBC Universal No  
Publisher New York Times Yes  
Publisher Pulse No  

http://salesforce.com/
http://boston.com/
http://glam.com/


Publisher Quartz No  
Publisher The Atlantic No  
Publisher The Economist No  
Publisher The Onion No  
Publisher TheB2BNet No  
Publisher Tribune.com No  
Publisher Vice Yes  
Publisher Wall Street Journal No  
Publisher Washington Post No  
Publisher Weather.com No  
Social Platform Facebook Yes  
Social Platform Flipboard No  
Social Platform Flixster No  
Social Platform Foursquare No  
Social Platform LinkedIn Yes  
Social Platform Pandora No  
Social Platform Reddit No  
Social Platform Spotify No  
Social Platform StumbleUpon No  
Social Platform Trip Advisor No  
Social Platform Tumblr Yes  
Social Platform Twitter Yes  
Social Platform Viddy No  
Social Platform YouTube No  
Vendor AddThis No  
Vendor AppSavvy No  
Vendor C.A.S.T. Yes  
Vendor Celtra No  
Vendor Clever Girls Collective No  
Vendor Disqus Yes  
Vendor Google No  
Vendor GumGum No in-image advertising 
Vendor inPowered Yes (briefed)  
Vendor IPG MediaLab No  
Vendor Jugglit No  
Vendor Kontera Yes (briefed)  
Vendor LinMedia No  

http://tribune.com/
http://weather.com/


Vendor Local Response No  
Vendor m6d No  
Vendor Mass Relevance Yes  
Vendor Media6Degrees No  
Vendor MediaBrix No  
Vendor Nativo No  
Vendor Net Shelter No  

Vendor OneSpot 
Yes (also 
briefed)  

Vendor Outbrain Yes  
Vendor Pitch Engine Yes  

Vendor Publish2 No https://www.publish2.com/ 

Vendor Rebel Mouse Yes  
Vendor Respond Yes  
Vendor Say Media Yes  
Vendor Sharethrough No  
Vendor Solve Media No  
Vendor Stipple Yes  
Vendor StudioOne No  
Vendor Synqy Yes  
Vendor Taboola Yes  
Vendor Tidal Labs Yes (briefed)  
Vendor Triple Lift Yes  
Vendor Yahoo No  
Vendor Zumobi No  

 

  

https://www.publish2.com/


Interviews - Vendors spreadsheet, part 1 

Questions Notes by Researcher Notes by Analyst Notes by Researcher Notes by 
Analyst 

Notes by 
Researcher 

Notes by 
Analyst 

First and Last Name, 
Company 

Ari Lewine, Co-Founder 
 
Polly Payne, TripleLift 
Marketing Director 
 
TripleLift, the advertising 
solution for the visual 
web, today (May 22) 
launched Sponsored 
Images, a new native 
advertising platform, 
choosing Chobani®, 
America’s No. 1 selling 
Greek Yogurt brand, as its 
initial partner. The 
inaugural brand pilot will 
promote Chobani’s most 
popular images in native 
ads across visual sites—
like FoodGawker.com, 
Pictacular, and others—
providing Chobani with a 
novel means of engaging 
consumers while 
enhancing the online user 
experience.  
 
By using image 
fingerprinting technology, 
TripleLift automatically 
identifies brands’ most 
shared and engaged-with 
images to amplify across 
its native advertising 
network of visual 
publishers. 

Polly Payne, TripleLift 
Marketing Director 

Paul Berry, Rebel 
Mouse CEO 

Paul Berry, 
Rebel Mouse 
CEO 

David Fleck, 
Disqus 
GM, Audience 

David Fleck, 
Disqus 
GM, Audience 



Do you have any 
questions about the 
report premise, or this 
process before I 
begin? 

    
  

    

What is native 
advertising? How does 
it differ from branded 
or sponsored content, 
or advertorial? 

Native advertising is a 
case in which the medium 
of that particular site 
becomes the medium for 
the brand. If you think 
about the cases of native 
- i.e.. Google AdWords - 
the medium by which the 
site works is search 
results, so advertisers 
have a voice thru search. 
Similarly, medium on 
Twitter is tweet, so 
medium brands 
communicate in as native 
is a tweet. Medium has to 
be akin to the other 
primary forms of 
communication on the 
site. i.e. Whether it’s long-
form articles or photos, so 
is the native format.  
 
I don’t believe there’s a 
distinction between other 
branded content. Native is 
just the new term for it. It’s 
the de facto term for 
sponsored content, 
advertorials, etc. on the 
internet. I think native is 
the new term for an old 
concept. What is new and 
I think there’s a need for 
the word “native” is there 

AdWords comes up 
fairly often - give this 
some thought. 

As it concerns native, 
there are a few 
definitions that need to 
come together. 1. 
Aesthetic level, it has to 
look and feel like the 
site. It also needs to be 
marked as sponsored. 
Part of native is that it 
blends in. 2. For it to 
truly be native, it has to 
be content that is 
created for that 
location. Buzzfeed - 
advertisers know they 
have to create content 
that fits the Buzzfeed 
approach and 
audience. 
 
If we do have good 
words for this, they’ve 
been corrupted by 
incorrect uses of it. It’s 
very hard to tell re: 
differentiators. 
Distinguish advertorials 
from Buzzfeed posts in 
that advertorials are 
allowed to somewhat 
shamelessly pitch a 
product. There’s no soft 
branding about it. 
Whereas Buzzfeed’s 
articles are not 

 
Native advertising 
is essentially 
advertising that is 
creative to the user 
experience, not 
diluted. I don’t 
necessarily think 
it’s different ... 
sponsored content 
and advertorials 
could be sub-points 
of native. Native is 
advertising that 
adds to the user 
experience 
because it’s natural 
within the 
environment that 
the user finds 
themselves in. It’s 
kind of like 
pornography - you 
know it when you 
see it. I don’t think 
we’ll ever all agree 
on what’s native - 
each user will have 
a different opinion 
on it.  
 
Some people think 
native is trying to 
be too cute and 
tricky. When I 
started at Disqus, I 

lots of 
defectors from 
traditional 
display 
because it 
wasn’t about 
the user 



are new mediums today. 
Is sponsored tweet really 
an advertorial? It’s a very 
particular format, just like 
a sponsored post in Fb. 
Existing nomenclature 
isn’t a great fit. 

necessarily product or 
brand promotion - more 
sponsorship of content 
that fits readers’ and 
site’s needs. 

wasn’t that excited 
to build up the 
existing ecosystem, 
because it didn’t 
really engage me. 
The way most 
brands want to 
have conversations 
is not through 
traditional ads that 
have been created 
online so far - the 
display ad 
ecosystem. Large 
brands can’t 
communicate what 
we want to in terms 
of display. They 
don’t have the 
ability to continue 
or deepen the 
conversation.  



What current 
[sponsored/promoted/
native] services do 
you offer? 

Native has its 
shortcomings - TL hopes 
to address them. 
Scalability (can it be 
practiced at massive 
scale, and what types of 
tech make it possible?), 
and the effort and cost 
associated with it. Right 
now, native is 
synonymous with 
sponsored stories or 
advertorials and is 
expensive. We can make 
it more cost-efficient and 
easier for all brands to 
participate in.  
 
We focus on the common 
denominator - the image. 
Almost every publisher 
has images and high real 
estate on sites. Tech has 
the ability to ID when any 
consumer is viewing a 
certain brand image. Our 
tech finds all brand’s 
owned media and ID how 
consumers are engaging 
with it. ID when an image 
is pinned, liked, shared, 
commented, tumbld, RTd, 
Instagram, or published 
on another site. This lets 
us see what content 
consumers care about 
and makes the process of 
image selection less 
subjective. We have 70K 
data points for Macy’s on 

working to address 
problems of scale 

[Paul sent over PPT] 
 
10 mos out of launch - 
social publishing, real-
time publishing 
platform. Monetization 
of media pages. Editors 
use platform to use 
Rebelmouse to cover 
stories that are 
particularly sprawling or 
massive. Brands also 
use it (see deck). SL 5 - 
transform content into 
native real-time ads. 
Campaign is updated 
with whatever their top 
content and assets are. 
Take all social accounts 
and engagement and 
pull it together and 
create ads that come 
from that content.  
 
If brands do a true 
native campaign, then 
content they pick for 
these ads should be 
specific to interests of 
publication (i.e.. 
Bloomberg). When 
possible, actually 
creating content for 
separate audiences. 
Landing page is an 
integrated fuller page 
on Bloomberg but 
marked as Virgin. 
Some do more 
promotional stuff but it’s 

 
First ad product we 
came out with - 
launched last Oct - 
was called 
Promoted 
Discovery. 
Recommended 
content to a 
specific user. 1/2 of 
visitors to a site 
page that has 
commenting on it 
go down to the 
comments. At least 
reading, liking, or 
sharing them. 
Portion are 
commenting as 
well. We wanted to 
be creative and 
additive, so we 
didn’t put traditional 
ads in. We 
recommended 
content to users 
instead - we do that 
throughout the core 
Disqus experience 
anyway. At top of 
commenting imbed, 
there are 
recommended 
content for specific 
user on that page.  
 
For publishers, left 
side is content that 
recirculates traffic 
in publisher’s site, 
and on right side 

  



what consumers want and 
care about.  
 
Plug these images into 
paid advertising. Taking 
owned media, IDing 
earned media, and 
translating it into more 
relevant and effective paid 
media. Plug it into 
dynamic banner ads, and 
native advertising.  

not as advertise-y as 
banner ads. Could just 
be nicely integrated, but 
not native. 

we incorporate 
recommended 
content for user 
from advertising 
partners. Users 
actually really like it 
because it’s one of 
those things that 
they’re down in the 
comment area and 
are trying to think of 
what’s next - by 
putting 
recommended 
content in front of 
them, users are 
clicking on that to 
recirculate on site 
or to go to another 
ad partner page. 
Advertisers are 1. 
traditional 
publishers looking 
to build audience 
(NYT), 2. brands 
who are into 
content game today 
with created or 
curated content 
that they want to 
get in front of users 
(AMEX Open 
Forum, GM, Intel, 
Target). 



Describe the value 
proposition of your 
service to a. brands, b. 
agencies, and c. 
platforms/publishers. 

We work with brands that 
are visual in nature. 
Primary way they 
communicate with users. 
Fashion brand, food 
brand (recipes), home 
decor. ID their best 
images and we plug it 
beautifully into the native 
content on the site. 
Integrated into the context 
of the site.  

using images most 
popular w 
consumers, 
converting most-
shared into native 
units. 

Publishers - We’re 
creating the better way 
to cover big events, 
topics, news moments. 
It’s the new form of 
being able to put 
together the article 
page. How you report a 
story has changed 
dramatically. Getting 
your editors better tools 
- they all hate their 
CMS. On the other 
side, it’s monetized 
better.  
 
Brands - You’ve tried to 
be a publisher, so you 
know it’s hard, and this 
takes all your 
fragmented social 
efforts and consolidates 
them and lets content 
run instead of bad 
forms of advertising. 
Platforms to turn your 
ads into real-time native 
where appropriate. 
 
Agencies - The new 
world is coming and it 
has and the name of 
the game is content. 
Use RM to be a 
creative content 
creator. Launch sites 
for clients on the fly, 
drive campaigns for 
clients. What used to 
take months takes 

 
For brands - You 
get to capture 
users that are in 
the conversation 
and engaged. 
Pretty deep interest 
graph profiles on 
users - we can 
actually target 
pretty well based 
on what a specific 
user will read next 
when on a certain 
page. Behavioral 
data and contextual 
data. Brands can 
reach target market 
in our ecosystem - 
they just have to 
tell us who they 
want to reach. By 
them providing 
content to us, we 
crawl it, they tell us 
that information. 
Through our 
targeting algorithm 
we can figure that 
out. 

  



seconds with RM sites 
around an idea. The 
power of media spend 
hasn’t transformed 
when going to social. 
Oreo - did it on social, 
not display ads.  



What are common use 
cases? 

    Another one - Show 
who they are in general 
- so if you take Adidas, 
you end up with 100s of 
verticals and 
fragmentation across 
networks. Being able to 
present who you are in 
an organized way with 
social assets and take 
control of online assets. 
 
Also seeing social TV 
pickup - Glee, New Girl, 
USA Networks - 
creating these sites that 
highlight talent but also 
pull in hashtag content 
as part of campaigns.  

 
Publishers (that are 
making their supply 
available to us - 
want to participate 
in advertising 
program) - 1. They 
can make money. 
2. Drive additional 
traffic because 1/2 
our discovery 
module provides 
traffic, 3. 
Participate and 
have our core 
commenting 
community 
platform. On Buyer 
side of publishers - 
Don’t have to use 
Disqus as core 
commenting 
system to buy 
traffic. Want to buy 
from us and 
monetize at a 
higher rate. Maybe 
they want to make 
ComScore number 
for the month or 
want to build a 
sustainable 
audience around a 
new service.  
 
One of our largest 
publishers just 
came to us and 
asked if we turned 
the campaign off - 
we had 2 weeks 

  



ago. They were still 
seeing so much 
traffic that they 
thought it was still 
on. 90% renewal 
rate with 
advertisers 
because of the high 
engagement rates 
we send them.  



Who on the brand or 
agency side do you 
typically work with? 
Advertising? PR? 
Social? A hybrid? 
 
What new skills or 
expertise are 
required? 

Work with media agencies 
and brands and 
publishers directly. 
Advertisers - Chobani, 
Gucci, Victoria’s Secret, 
H&M, Oakley, Reebok, 
Daisy. Publisher - Food 
Gawker, Martha Stewart 
Omnimedia. “Rise of the 
visual web” - new design 
style proliferating on sites. 
 
Going back to scaling, 
one difficulty is creating 
unique content for the 
publisher’s use case. We 
make it incredibly 
seamless for brands to 
participate because we 
already have their images 
indexed. We already have 
consumer data on which 
one of pieces of that 
content consumers are 
finding relevant and 
engaging. We make the 
images fit perfectly across 
a host of diff sites. We 
have facial detection so 
we don’t cut off model’s 
face to crop for diff native 
placements, focal point 
recognition, edge 
detection. 

  We touch each one of 
those. First client was 
social media editors - 
gone viral between 
them. Community we’re 
constantly growing in. 
Also have been talking 
with brands directly. 
Focus is with huge 
brands and spend who 
are really good with 
content. We also talk to 
their agencies - this is 
the reason the dots 
aren’t connected. In 
part because of missing 
tech, but also have to 
connect dots between 
all stakeholders 
involved in content 
creation. 

 
Hybrid. Not one 
route that we’ve 
found that is the 
winning route. 
Sometimes it’s the 
social team, 
sometimes the 
digital team, 
sometimes 
SEO/SEM team 
because it is a 
traffic-driving 
product. There’s 
not one formula in 
this space because 
it’s so new. At 
agencies, we’re 
going to find our 
way to the media 
team, but it’s not 
who we started out 
with.  
 
New skills, yes. We 
go into a brand or 
agency, and it’s 
fairly binary. Either 
they get it and want 
to start, or don’t. 
Generally there’s a 
use case, but in 
cases where they 
don’t know how to 
use it, they’ve 
turned into 
customers. But 
really it doesn’t fit 
nicely into an 
agency box. 

  



Let’s review pricing 
models for each of the 
services. 

We see 15-25x higher ad 
engagement. The metrics 
we look at are mouseover 
rates and CTR. We price 
it on CPM basis and 
depends on nature of 
sites. $20-30CPM on 
average, but depends on 
what website you run it 
on. Premium product that 
deserves to be priced on 
a premium. We do the 
tech and media buying in 
certain relationships. 
We’re the native ad server 
and the monetization 
channel.  

15-25X high ad 
engagement (cursor 
and or CTR) 

Editorial stuff is free - 
want people putting 
stuff in high traffic to 
show off what it can do. 
Where they pay as a 
publisher is - you don’t 
pay, we pay you 
because you’re 
monetizing pages. 
Sometimes we have a 
small staff fee for them. 
Our first focus is on 
premium placements - 
high CPM and we take 
15% of that.  

 
We are a 
performance 
product - CPC. 
Competitive bidding 
platform. We 
counsel people in 
order to help them 
achieve goals. 
We’re open with 
them that it’s a 
bidding product. If a 
brand has more 
time, they can bid 
less, But if they 
have an acute 
need, I’d advise 
them to increase 
bid over average.  

  

What is the average 
deal size you see with 
advertisers on a yearly 
basis? 
 
Is it a long-term or 
experimental 
approach? 
 
What’s the rough mix 
in terms of 
percentage? 

Largely we’re still part of 
the same RFP process as 
any media company. 
Largely comes from 
display budgets. Deal size 
is as it would be 
traditional - 50-750K per 
RFP per campaign. 
 
Highly sustainable in long-
term - 1. Lack of 
compelling ad opps in 
mobile and our approach 
to native in mobile is right 
for disruption, and that will 
only increase. Banner ads 
saw high engagement at 
first - it was novel. Then it 
became less clear why a 
consumer should engage 
with banners. Banners 
ceased to create value for 

largely coming out of 
display budgets. 
decreasing relevancy 
killed banners/email. 
strong mobile 
potential due to 
heavy visuals 

Too early to ask - just 
launched. 

 
Launched this 6 
mos ago, so not 
enough data for me 
to say what an 
average deal size 
is. We aren’t doing 
annual deals - 
shorter-term stuff. 
Up to the advertiser 
to say what their 
budget is per 
campaign. 

  



consumer. We lead with 
brand content, not offers. 
Content is not going 
away, and we’re 
constantly surfacing the 
best content to use in 
native. We want the 
native ad to be just as 
relevant and social as the 
content around it - some 
of the best content on the 
page.  

Describe the admin 
dashboard. What 
metrics do you provide 
advertisers? 
 
How are these metrics 
evolving (that you can 
speak to)? 

We provide a dashboard 
to see data in near real-
time, email reports, and 
an API so people can plug 
in own dashboards or ad 
servers. Metrics problem 
has held back dollars in 
digital. For branding, the 
metrics aren’t clear - you 
still have KPIs, but CTR 
as the primary objective 
doesn’t coordinate highly 
to branding efficacy. If 
we’re creating native ad 
experiences that are 
incredibly relevant, and 
inspire social sharing and 
brand advocacy. Brand 
ambassadors created due 
to native ad opps. 

  Because we control the 
destination these things 
click to, we’ll try to 
focus on the big picture 
(i.e.. impressions, click 
thrus). We project 
multiples of av. click 
thru rate - we think over 
1% is possible. We will 
show mouseover 
behavior as well - 
engagement and intent. 
Most important is when 
they click thru, what do 
they do. We’ll highlight 
content that gets 
shared and send those 
messages back to 
brand.  

we msy need 
to count 
“mouseover” - 
has been 
mentioned 2X 
as has 
shared. 
dashboard 
scorecard? 

We provide data on 
how it’s performing 
- CTRs - and 
referral sources, 
what content is 
performing well, 
their spend. Today 
it’s a dynamically 
generated CSV file 
sent to them. Later 
this month we’ll 
launch a log-in 
capability self-serve 
model. They want 
more control, so 
we’ve spent time 
building those 
controls out. 
Pausing 
campaigns, 
changing bids on 
headlines, change 
flighting, etc. There 
are savvy players 
in the market, but in 
general the market 
is in its infancy. 

  



Savvy ones push 
us to where we 
need to be 
successful. 

What are some of the 
challenges that you 
see facing prospects 
and existing 
customers? 
 
Campaigns vs. Stories 
Social activity vs. 
Value-based 
outcomes 
Role confusion 

Able to create a direct link 
between earned media 
engagement and sales 
conversion. We can do 
full funnel attribution.  
 
Challenges: how do we 
work with brands that are 
not inherently visual? 
Geico. Not so clear what 
type of imagery or visual 
content Geico would lead 
with. This is a content and 
agency challenge - we’re 
a tech company. It’s 
incumbent on Geico’s 
content marketing dept. 
Brands are coming 
around though, visual or 
not - a lot due to Fb 
standards.  

  Trickiest thing now is 
who’s creating the 
content? Who’s buying 
for that content? 
Coordinating those two. 
There’s three important 
pieces - content 
creation, purchase of it, 
and trafficking of it. 
That’s the revolution 
happening right now. 
Most shocking 
evidence of it is where 
you see all this display 
advertising that 
performs so terribly 
when they have 
interesting content.  
 
[Don’t quote this]: 
Struggle is figuring out 
the degree of 
bloodshed that’s going 
to happen in next few 
years as this sorts out. 
Too much money going 
toward sites no one 

 
Understanding 
what the KPIs are 
from the brand 
perspective. What 
do they really care 
about? Some 
agencies when 
given brands’ KPIs 
say their hands are 
tied, because 
brands want as 
many people as 
possible to see it 
even if they’re 
bouncing after 5 
secs. We want to 
deliver high quality 
traffic. Our 
audience is an 
engaged one, so 
we’re building a 
way for people to 
communicate to us 
what their KPIs are 
and we’ll 
dynamically 

  



visits and creative that 
no one clicks. Creating 
content in near real-
time.  

optimize that traffic 
to reach them. 



How are you working 
with them to achieve 
their goals while 
helping push the value 
propositions of these 
new paid products? 
 
Where do you see 
native advertising 
fitting into the POE 
media landscape? 

  rise in visual content 
not fully attributable 
to FB  

We’re very lucky that 
RM team is strong in 
backgrounds of social 
and having creative 
ideas to bring to the 
table. Fast product 
execution cycle - 35 
developers. On the 
other side we’re 
working with best of the 
best brands. There’s 
lightbulbs on either side 
when people realize 
dots are connecting. It’s 
been fun and exciting - 
early days.  

 
    



What are some best 
practices that you/your 
advertisers are 
already 
demonstrating? 

Founded TripleLift to be 
relevant to consumers - 
not just harder to ignore 
and interruptive. We make 
consumers part of the 
consideration and brands 
something that 
consumers actually enjoy. 
1. Thinking about 
consumers and content 
they’ll find relevant. 
Leading with content. 2. 
Using content to drive 
earned media. Focus on 
relevancy and content 
audiences will want to 
share. That’s the holy 
grail of paid advertising - 
getting it to produce 
earned media.  

reaction to “how do 
we make ads harder 
to ignore?” make ads 
shareable, leverage 
social web 

The big change I’m 
seeing - beginning of 
the change - brands 
used to be fearful of 
mistakes than eager for 
opportunity. What I’m 
seeing is that breaking 
up and shifting. People 
at big companies that 
are first early adopters 
are the ones that seem 
to be getting the 
promotions. That’s 
affecting the corporate 
culture and pushing 
everyone toward taking 
more risks. That 
enables Oreo tweet 
during Super Bowl, and 
other usage we see at 
RM. GE using RM to 
power news section.  

brands are 
less fearful 

Open Forum for 
example, maybe 
they really care 
bout registration - 
we will build a 
product that allows 
them to tell us what 
their goals are and 
we’ll be able to help 
them achieve their 
goals with our 
algorithms. As long 
as we have 
dynamic access to 
that data, we can 
help. 

  



What new 
opportunities do you 
see or wish your 
advertisers saw on the 
horizon to truly 
leverage native 
advertising 
opportunities? 

Mobile is huge. Relatively 
nascent platform that we 
don’t’ have deeply 
intrenched standards yet 
on what ads mean on 
mobile. Desktop is deeply 
intrenched in banner ads - 
the means of advertising. 
Mobile is the big opp to 
plug things into the future. 
Meaningful implications 
for publishers - Food 
Gawker - archetype of the 
publisher of today. Visual 
layout. Very hard to tap 
into brand dollars in that 
they have 3 diff types of 
banner ads and diff 
monetization on mobile 
inventory. If we could 
simplify this and be one 
unified ad format, that’d 
be the future. Lines 
between paid advertising 
and content marketing will 
be broken down 
completely. It’s about 
what compelling content 
you’re producing that 
consumers care about - 
not the 300x600px for 
paid media. 

economy of scale - 
your content is the 
ad. you already have 
the creative 

Where they have their 
traffic is where they’re 
putting ad dollars and 
that’s where they’re 
being least creative. 
They should be shifting 
entire ad campaigns to 
platforms that allow 
them to react. 
Advertising has 
understood context 
correctly - read article 
and give you related 
commercial. Really 
though, people are 
bored of article before 
they’re even reading it. 
They don’t’ want some 
mediocre content that 
relates to the content 
they’re already bored 
of. Context will have its 
next phase of 
exploration. 

shift entire ad 
campaigns to 
platforms that 
allow them to 
react. 

One of the biggest 
changes right now 
is that brands are 
becoming more 
comfortable in their 
own voice. That will 
open up all new 
opps for native in 
how brands want to 
communicate with 
their constituents. 
We need to enable 
brands to achieve 
their goals. Savvy 
brands with social 
centers and staffing 
are proving that 
they get it. Need to 
authentically 
communicate with 
consumer base and 
by embracing the 
fact they need to 
have direct 
communication with 
consumers at scale 
as well. With native 
you can almost pull 
that off - scale 
issue. 

  



Finally, what do you 
think users are and 
are not looking for 
around these new 
products? What 
advice do you have for 
brands/agencies? 

Consumers should be 
vocal about types of 
advertising they deem 
relevant and acceptable. 
My company’s vision is to 
create ad experiences 
that consumers actually 
appreciate. A novel 
concept, but shouldn’t be. 
Industry has largely shot 
itself in the foot because 
we’ve done consumers a 
disservice and now it’s 
coming to a head with 
consumer advocacy 
issues popping up.  
 
I believe in the power of 
the image - branding and 
content marketing, more 
so than text. Long-form 
text is not medium of 
future, it’s images.  

 
What they’re looking to 
be part of is the next 
big thing. Preeminent 
sense that IAB 
standard units won’t 
make it thru the next 
years. People who 
discover and pioneer 
the new formats will 
have an important lead.  
 
It won’t follow soft 
branding guidelines, but 
hard metrics. CTRs that 
work, traffic and 
engagement that work.  

 
    

 
    

  
    

 

  



Interviews - Vendors spreadsheet, part 2 

Questions Notes by Researcher Notes by 
Analyst 

Notes by Researcher Notes by 
Analyst 

Notes by 
Researcher 

Notes by Analyst 

First and Last Name, 
Company 

Matt Cohen, OneSpot 
Adam 

Matt Cohen, 
OneSpot 

Sam Decker, Mass 
Relevance 

Sam Decker, 
Mass Relevance 

Lisa LaCour 
and Tom 
Foran 
Outbrain - 
Jaimy will 
listen to 
recording 

Lisa LaCour and 
Tom Foran 
Outbrain  

Do you have any questions 
about the report premise, or 
this process before I begin? 

        



What is native advertising? 
How does it differ from 
branded or sponsored 
content, or advertorial? 

We focus on the key 
concept of the unit of 
consumption - building block 
of the user experience. i.e. 
Twitter it’s a tweet, eBay it’s 
a product, Pinterest it’s a 
Pin. Varies from context to 
context and the form of the 
unit of consumption is driven 
by the publisher. Native 
advertising is when an 
advertiser can determine the 
content of a unit of 
consumption as regulated by 
the publisher.  
 
Native advertising is a unit of 
consumption on site or 
mobile app where substance 
is determined by the 
advertiser and regulated by 
the publisher. 
 
Content can be commercial 
and it can be non-
commercial. It can be 
interesting or not. What is 
advertorial - it’s commercial 
content that you don’t like. 
It’s basically content 
marketing that has been 
written with the wrong POV. 
It’s furthering the aims of the 
advertiser over that of the 
reader. Two main convos 
going on here: platforms are 
talking about what’s effective 
for the advertiser. Another 
type of advertising that fits 
int user experience vs. 

 First started in context 
on in-stream in Fb and 
Twitter. Native to the 
experience. There’s a 
2x2 of editorial 
nativeness and format 
nativeness. When it 
first came out, it was 
more format 
nativeness. Like an 
advertorial in nature - 
still an advertisement. 
Best native is high on 
editorial and high on 
format nativity. Part of 
the experience and is 
editorial in what the 
end user expects to 
get from that publisher 
or media site. 
 
Branded content may 
not be tied as tight to 
the brand. My guess is 
with Buzzfeed the 
brand is involved in the 
editorial process. 
Some of the stuff we 
do might be 
branded/sponsored 
content. NBC 
Olympics Twitter 
tracker. Native to site 
but sponsored by GE. 
Can broaden 
parameters of term - 
would be interesting to 
understand how and 
why the term came up. 
My perspective is it 

   Tom: media 
produced by an adv 
or brand that 
adheres to the 
editorial values, 
aesthetics of 
publisher cultivating 
ux and 
engagement. (they 
have a written 
definition - didn’t 
get it all). 
placements that 
don’t interrupt. 
consistent w look 
and feel in a non-
interruptive fashion. 
largely around 
placement.  



publishers thinking of a diff 
consideration set - editorial 
ethics and content quality, 
full disclosure, fitting into the 
way they sell advertising 
already.  
 
If you think about things like 
sponsored content or 
advertorials, applies mostly 
to publisher level 
conversation - not popping 
up as much as it comes to 
Twitter and Pinterest and LI 
and Fb. Concept of native 
spans those two groups, but 
diff conversations and 
consideration sets for those 
groups.  

came up because 
there were all these 
interactive social 
stream experiences, 
why don’t we bring the 
ads into the content 
people are focused on 
rather than banners on 
the right.  



What current 
[sponsored/promoted/native] 
services do you offer? 

High level, OneSpot is a 
marketing platform that 
drives biz results with 
content. Do that by 
leveraging the online 
advertising ecosystem to 
publish content everywhere. 
Could be owned and earned 
media - take content 
portfolio and we build ad 
units that can be placed into 
virtually any ad spots out 
there. Social mobile display 
or native. Content 
effectiveness depends on 
diversity of content - for 
almost any stage of buyer 
journey they have 
appropriate and relevant 
content. Opp there to match 
up right content to right 
person at right place at right 
time. Also creates a 
challenge on matching up 
the right content to the right 
person when you have a 
huge variety of content. 
Second thing that enables 
us is the enormous amt of 
metadata associated with 
content that is not there with 
traditional advertising. We 
look at characteristics of ad 
placement, what we know 
about user based on history 
about what content they 
might be interested in, know 
topic/keyword/photo/etc. of 
content too. This data 
typically isn’t available for 

 You can use our 
products to create 
context marketing - 
curated content to 
create context. 
Editorially speaking 
that creates content. 
We’ve empowered a 
Buzzfeed experience 
that is partnered with 
GE. So if Buzzfeed is 
the Nirvana, they used 
Leaderboard to create 
top mentions 
according to social. 
That’s a BuzzFeed 
native ad. It’s hard to 
say which one product, 
all modules to create 
leaderboard and Q&A 
can drop into an 
experience. Can be 
promoted in a post. 
Landing page may 
take someone 
somewhere else 
powered by our 
experience. We create 
native advertising 
within publisher sites.  

can be a 
component of 
native 
advertising, e.g. 
contributed to a 
Buzzfeed 
project for GE 

 natively placed, not 
necessarily native 
adv solution. we 
help all aspects of 
content marketing. 
native is a 
container. 



traditional ads, but is for 
content. 
 
Our platform is designed 
around the diff stages of 
realization a content 
marketer would have. 1. 
need to create content - 
partners help them, 2. where 
to put it and distribute to 
build an audience - we help 
them do that, 3. how can I 
target it to the right people 
that matter - we help them, 
4. how can I have this drive 
a biz outcome and convert 
down a funnel - we help. 



Describe the value 
proposition of your service to 
a. brands, b. agencies, and 
c. platforms/publishers. 

       Outbrain is an 
amplification 
platform, a content 
discovery platform. 
native adv is a 
misplaced debate, 
we’re working w 
publishers and 
brands to amplify 
CM efforts.  



What are common use 
cases? 

Content sequencing - 
businesses produce content 
for every stage of customer 
journey, and a lot of people 
are focusing primarily on first 
click. But if you want to drive 
a biz outcome, you need to 
engage people with content 
that are further down 
process. We focus on 
driving biz value this way - 
moving them along the 
funnel. 
 
Virtually all of our clients 
have some goal besides 
traffic to content. Either 
repeat visitors or more 
significant content 
engagement, product 
consideration. B2B side 
that’s the ultimate goal is 
whitepaper or webinar. B2C 
it might be a social follow or 
email signup or coupon. Not 
just about traffic. The other 
is about understanding their 
audience from a content 
marketing perspective. What 
is the content that’s most 
effective for acquiring an 
audience and most effective 
in getting deeper 
engagement. 
 
Using oru analytics to shape 
and optimize their own 
content and editorial. 

       



Who on the brand or agency 
side do you typically work 
with? Advertising? PR? 
Social? A hybrid? 
 
What new skills or expertise 
are required? 

Varies. In most cases our 
primary strategic contact is 
at the client contact - brand 
or business. Most are on 
B2C side or CPG side. 
Working at an execution 
level with agency. Platform 
is extremely easy to use, so 
in some cases our 
professional services team 
will do the work. Agency will 
often review the reports - 
that’s the primary way they 
interact with it. Easy for 
people to add content into 
portfolio. Have an ad studio 
in product that allows people 
to create alternate versions 
of the ad. Automatically A/B 
tested. Many online 
marketers/managers do this. 
Typical content is either a 
digital marketing lead or 
digital content lead as part of 
marketing team. Editor in 
chief, director of digital 
marketing on client side. At 
agency it’s more varied - 
media planner on tactical 
side. There’s a lot of 
education happening on 
agency side with frontline 
media buying and execution 
around content. Also a 
content creation partner in 
the mix - we’re the other half 
of their biz that shows 
results for the value of what 
they’re doing. 

agencies 
need to/are 
learning more 
about content 

     the answer is “yes” 
- now content 
marketing and 
native advertising 
aren’t a line item. 
rapidly central. 



Let’s review pricing models 
for each of the services. 

Many people don’t have a 
good feel for micro value of 
engagement. In most cases 
we’re agreeing on a monthly 
spend and that ranges. Then 
we either charge on CPM 
basis for people who are 
comfortable buying that way 
(traditional display people). 
For someone more on B2B 
side, we set a target cost per 
outcome. Engaged visitor, 
repeat visitor, whitepaper 
download, etc. System then 
drives the cost per outcome 
as low as it can, as long as it 
meets that maximum.  

       

What is the average deal 
size you see with advertisers 
on a yearly basis? 
 
Is it a long-term or 
experimental approach? 
 
What’s the rough mix in 
terms of percentage? 

       CPC, rev share 



Describe the admin 
dashboard. What metrics do 
you provide advertisers? 
 
How are these metrics 
evolving (that you can speak 
to)? 

One of main focus areas for 
our roadmap. Couple main 
areas we focus on: 
Audience development (how 
big is the audience - people 
you have cookied - and level 
of engagement with them). 
Useful to find things people 
will find interesting and 
bubble up to the top. Second 
piece is performance - which 
content is performing for you 
and in what way. Today we 
show you out of all content 
in portfolio, what’s driving 
new and repeat visits? It’s 
often not the same as the 
content that is getting a lot of 
social traction.  

       



What are some of the 
challenges that you see 
facing prospects and 
existing customers? 
 
Campaigns vs. Stories 
Social activity vs. Value-
based outcomes 
Role confusion 

A lot of people are early in 
the process. It’s about 
helping people understand 
what content is effective in 
driving biz goals and 
understanding audience 
from a content perspective 
vs. a demographic 
perspective.  
 
There are solutions like ours 
coming to market that 
require some spending. 
Content marketers haven’t 
always been big budget 
owners. Budget lives in 
other groups. Trying to 
figure out how to get content 
marketer and strategist on 
the same page with budget 
owners to get the orchestra 
playing the same tune.  
 
There’s a trend in general on 
whole content side - in 
whole world of search driven 
content, traffic was free. In 
world of social, it’s about 
creating sharable content. 
Now you see pushback from 
biz owners - saying 
engagement is not the same 
as business. A like is not the 
same as a sale. in same 
sense of seeing POE 
convergence eon tactic side, 
org needs to adapt so part of 
content marketing strategy is 
distribution and ROI and 
results. that part has been 

 Voice - coming up with 
the right voice and 
proving a good voice 
so you’re high on 
editorial axis. 
Measurement - are 
there diff measures for 
these things than 
typical advertising. Is it 
a content marketing 
play of widening the 
consideration and 
awareness funnel?  
 
How do we get brands 
to think differently 
about content as part 
of advertising? How do 
they create it?  

voice, coming 
up w that (i.e. 
good content) -
tying content 
strategy to 
advertising 
strategy 

 proving efficacy 
with standard 
metrics, getting this 
to agencies, who 
are traditional 
buyers of traffic. 
content marketing 
needs to become a 
line item.  



missing, but is changing 
rapidly. 



How are you working with 
them to achieve their goals 
while helping push the value 
propositions of these new 
paid products? 
 
Where do you see native 
advertising fitting into the 
POE media landscape? 

 who owns 
budget? no 
content dept 
= no content 
budget 

When there’s 
conversations being 
had or ones you can 
create are the two 
strategies for us. With 
the Olympics, the 
convo was already 
happening. We were 
also creating 
conversations from 
that experience. CNN 
elections Fb 
visualization we did - 
nothing interactive, just 
a visualization of 
minute by minute 
which candidates were 
trending and what 
were the demos. For 
us it’s finding either the 
convos that are going 
to happen and 
planning around that - 
lots of opportunity with 
that.  
 
We look for those 
conversations that we 
can create or those 
that are already 
happening, and then 
you have a lot more 
momentum with that 
sort of native 
advertising because it 
can be amplified as 
people are already 
conversing around it, 
in it, thru it - brings 
people back. 

   real time analytics 
and decision 
support. working on 
predictive analytics 
for editors 



What are some best 
practices that you/your 
advertisers are already 
demonstrating? 

Customer journey is starting 
to be a best practice. 
Thinking thoughtfully about 
the context and what role 
that should play. On another 
extreme there’s a spray 
strategy blasting out and 
hoping to hit someone. 
Former is more people 
recognizing that’s 1. more 
effective and likely to get a 
better result in measuring 
ROI and 2. gives you some 
focus so you’re not stretched 
in diff directions. Focused on 
goals of content marketing 
strategy.  
 
Giving more forethought to 
things like distribution and 
targeting and how to 
measure results. A data 
driven approach is starting 
to be adopted more and 
more. Different content for 
different audiences built into 
ed cals on purpose. 

 From meeting with 
Hearst, NBC, etc. - 
bringing social into the 
experience of the ad 
itself and editorial 
experience. Social 
networks become 
amplifiers int his both 
in terms of 
conversation that runs 
thru it as well as 
conversations that 
drive people to it. 
 
Current state of native 
on Twitter is same ads 
going to same page. In 
terms of trending and 
growth, maybe all the 
native advertising and 
media properties - 
buying ads to drive to 
native advertising. 
Once you start seeing 
more native editorial 
on editorial access on 
Twitter, then you’ll 
have social integration 
on landing side of that. 
Can be the case for 
media properties - 
native to native (i.e.. 
Buzzfeed), or brand 
buying the media on 
Twitter and pointing to 
publishing site but also 
we’re syndicating that 
experience into the 
brand site. They have 
a choice of where to 

   we don’t accept 
advertorials only 
“real” content. pull 
vs push dynamic. 



point those people.  
 
Two topics of 
convergence - POE - 
ad that goes to owned 
to create earned. Then 
there’s convergence of 
content between the 
brand experiences and 
the publishing media 
experiences. People 
are developing content 
strategy that should 
bleed to ad strategy 
and bleed to native. 
Earned too? Maybe.  



What new opportunities do 
you see or wish your 
advertisers saw on the 
horizon to truly leverage 
native advertising 
opportunities? 

Native is in its infancy. I 
believe strongly that the 
development of native will 
follow the development of 
virtually every other kind of 
digital advertising. Ultimately 
market will drive things to 
where advertisers want it to 
be within the constraints that 
publishers feel comfortable 
with it. Today we’re basically 
in the early stages of the 
sponsorship model. 
DoubleClick announcement 
yesterday - track native in 
same way. As publisher you 
can spread an ad buy 
across native and non-
native. If you know 
something about a user, why 
should you show them the 
same ad without taking that 
into acct? All things that 
have become standard in 
traditional ad world will 
become that in native ad 
world.  

scale will 
happen soon. 
there will be 
programmatic 
buying in this 
space. why 
show same 
ad to 
everyone? 

Transition agencies 
need to make. In my 
experience, a lot of the 
large non-retail brands 
are relying on their 
agency for direction 
and agencies are 
doing the media buys 
in a certain ways. 
Building creative 
experiences that are 
push and broadcast, 
controlling message 
with PR agencies. All 
agencies are trying to 
think about content 
and social experience 
and integration now. 
Then how does that 
cross over to the ad 
buyers and teams? 
When they think about 
placing the ad, they 
may shortcut the 
creative process.  

connect-the-
dots between 
teams 

  



Finally, what do you think 
users are and are not 
looking for around these new 
products? What advice do 
you have for 
brands/agencies? 

Opportunity for highly 
targeted advertising. Instead 
of annoying ads, every 
network you visit makes its 
money by showing you 
really interesting things that 
businesses happen to want 
you to see. Everywhere you 
look you aren’t being 
interrupted, you’re being 
shown things you actually 
find interesting. Publishers 
are fulfilling their mission as 
treating advertising as 
something to improve 
customer experience rather 
than detract from it. Improve 
the overall experience. On 
advertiser side, they can 
generate demand for an 
innovative new product that 
people actually find 
interesting and useful to 
them.  

ads that 
improve cust 
experience, 
not just 
revenue-
generators 

Advertiser side - 
looking for operational 
convergence. 
Scalability and 
operationalism of it. 
Both the process and 
the technologies to 
create these things 
and deploy them and 
buy in the right place.  
 
User side - becoming 
more transactional 
snackers as you look 
at the media and 
where it’s gone. 
Growth of 
infographics, photo 
carousel as an article. 
Talked to Forbes - how 
far they’ve come. Now 
doing top 10 lists like 
Buzzfeed. Users are 
skimming and 
grabbing and looking 
to be quickly 
entertained.  

   personalization, 
content, value, as a 
consumer I want 
something 
personalized, 
interesting, 
engaging, not 
interruptive or 
heavy handed. 



 
Roadmap - 1. Support and 
integrate with creation 
platforms and methods, 
CMSs, social listening, etc.; 
2. Support any channel that 
allows content marketers to 
put content where they want 
it to be. Native, social, 
banners, etc.; 3. provide a 
simple powerful technical 
approach to allow someone 
to execute a content 
strategy with thousands of 
working pieces; 4. give 
content marketers 
actionable insights to 
improve strategy 

 It’d be interesting to 
explore the 
interactions of 
converged POE with 
native advertising and 
what are the 
implications of the 
efforts underway on 
both of those topics.  
 
I see us getting 
interest from both 
brand and media 
clients - to owned and 
paid media with our 
product. Twitter cards, 
display ads with social 
content - pay off in ad 
itself or bring people to 
larger experience. 
Content marketing 
play creates a context 
for social convos then 
bring it into the POE 
media. Native 
advertising is fuel for 
POE. it is a catalyst for 
bringing these 
together.  

   why is this a trend? 
econ model 
requires it. the 
banner is dying. is 
subjugated to realm 
of DR. beyond that 
it’s what consumers 
are demanding too. 
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Do you have any 
questions about the 
report premise, or this 
process before I begin? 

  

  

 

 

In the midst of 
making some major 
tech upgrades- 
future state is a work 
in progress. Not 
sure how much re: 
roadmap offerings 
he’ll be able to share 
for second half of 
the year.   

What is native 
advertising? How does it 
differ from branded or 
sponsored content, or 
advertorial? 

Integrated sponsored 
content that is native to 
the platform. I’m 
definitely on the school 
of thought that it’s 
nothing new. As it’s 
expressed on the source 
website, I think that it’s 
no diff than what was 
going on in 1.0 world or 
a lot of the deals and 
ideas we were doing at 
IGN and incorporating 
video game companies. 
What’s changed   

Laney - We think we’ve 
been doing native for the 
last 7-8 years at Fed. We 
believe that branded 
content needs to be in 
context to be effective. 
John Battelle - 
Advertising treated as a 
unit of content on the 
platform where it 
appears. That seems 
simple and true to what 
we’re saying when we 
talk about ‘native.’  
  

Native is just a 
container - a 
wrapper for content. 
Everyone’s 
experiences with 
native with their own 
brand - it’s merely 
the container we 
serve our branded 
content in. We have 
our sponsored 
posts, other people 
have their different 
content packaging to 
make it native in   



because of the 
distribution model online 
and the ecosystem, now 
brands have the ability 
to use that content in a 
way that extends their 
audience in a much 
more powerful way.  
 
Falls in exactly the same 
category as advertising 
incorporating 
themselves in ways that 
are native to that 
environment. The form 
that takes evolves with 
the platforms in the 
same way we’ve 
designed a native way to 
incorporate brands on 
Myspace with branded 
communities. We’ve 
seen that across other 
platforms and that 
continues to iterate with 
social platforms today. I 
don’t think there’s a 
standardization on what 
native is. 

In our world, branded or 
sponsored content are 
formed as native 
advertising. We don’t 
necessarily see them as 
separate things. Branded 
or sponsored content can 
be units of content on the 
platform, depending on 
where it’s placed on the 
page. I don’t think we 
make a huge dictation or 
delineation. For native to 
be effective, we talk a lot 
about the three Cs - 1. 
content - good content, 2. 
in context, and 3. 
communication - clear 
description and 
delineation as 
advertising. 
 
Mary Gail - Usually takes 
on look and feel of site or 
blog. Any format of 
media. User can engage 
in the content as he or 
she chooses. 

their space. 
Ultimately I’m trying 
to serve content to 
our readers in a way 
that’s native to us. 
It’s still content 
though. 

What current 
[sponsored/promoted/na
tive] products do you 
offer? 

There’s a move by the 
industry to commoditize 
content and that feels 
wrong. It feels like to 
commoditize the 
relationship that 
someone creates with 
amazing content and 
connection with content 
to something that’s 
adserved to be spread 

“custom content” 
or “branded 
content” - we don’t 
call it native 
advertising. too 
many 
connotations 
around 
commoditizing 
content. 

Laney - Native 
Conversationalist - 
Basically a suite of HTML 
powered ad units. 
Distributes sponsored 
content that is relevant 
and complimentary to the 
hosting publishers. We 
distribute that content in 
the editorial well as our 
premium publishers.  

It’s our Sponsored 
Posts - Promoted 
Posts. Our new 
content publishing 
platform allows us to 
promote content and 
we can do that as 
opposed to in our 
previous layout you 
had instances where 
a piece of content   



across web divorces the 
power between 
audience and 
community. What we’re 
trying to do is capture 
that magic and that 
connection between the 
voice of the journalist 
that has created the 
amazing connection with 
their community and 
incorporate the brand in 
the right way. 
 
Premise of our offering 
at Say is rooted in a 
huge ad network with a 
rich media platform. 3 
diff verticals - Living 
Style and ?. With 
Advertisers there’s an 
element of integration 
we provide - called 
custom or branded 
content. “Native 
advertising” has too 
many connotations 
around commoditizing 
the content - I think there 
are huge problems with 
that. Huge probs 
thinking it can scale in a 
meaningful way. If you 
start saturating editorial 
environments to the 
point where there are so 
many advertisers 
involved and brands are 
incorporate too deeply 
then it violates the 

Could be video, posts, 
collections of images, etc. 
Premium above the fold 
placement that looks like 
the content on the site.  
 
5 diff formats - Video, 
Post - single or collection, 
Ability to show elements 
of a Pinterest board.  
 
We have the other 
products that we’ve had 
for many years that are 
basically the pillars of our 
content marketing that 
can also be seen as 
native. Advertisements 
that are treated as a form 
of content on the page. 
Underwritten and 
sponsored posts and 
videos that also appear in 
the edit well but are 
usually written or 
authored by our 
publishers on behalf of 
brands. 

would be served and 
drop off the page 
when traffic is low, 
but we now have the 
ability to re-promote 
on as schedule that 
allows for greater 
scale and increased 
reach for our 
audiences.  
 
The offerings 
themselves are very 
simple - depending 
on the request - the 
tone, feel of the 
content - dependent 
upon the brand 
association that the 
client is looking for 
and the publication. 
In terms of what can 
be part of that post, 
that’s a lot of the 
collaboration with 
the client and 
agencies. 
Infographics, video, 
content - canvas is 
something we tend 
to create a whole 
host of diff types of 
content with the 
advertiser but the 
way the content is 
promoted across 
site is identical. 



agreement between a 
reader and writer unless 
the site is about native 
advertising. 
 
Along the path to 
purchase there’s a 
powerful way to use 
content to move people 
down the funnel. If you 
think about it in terms of 
upper funnel and bottom 
of funnel (learning about 
product, features, 
moving closer to 
purchase), the further 
you go down the more 
you run the risk of a 
journalist not being an 
advocate of product and 
not willing to cross line. 
There’s always tension 
between the brands that 
aren’t as savvy in this 
advertising and 
journalists that want to 
protect their audience. 
Perfect marriage is 
someone who’s a big 
advocate of brand and 
they’re totally 
comfortable saying it’s 
paid and full-disclosure 
and I love this and this is 
why. But if there isn’t a 
fit then we can’t sell in 
bottom funnel content 
without that kind of buy-
in. It has to be executed 
in a very different way. 



Under NDA, what 
[sponsored/promoted/na
tive] products are on the 
horizon? (note: if it’s 
policy not to share with 
any analyst firm, we 
understand) 

New products - one will 
come out on June 8 - 
that is incorporating our 
first cut at something 
that is an immersive 
integrated into our own 
CMS platform. It’s 
responsive design, fills 
the page regardless of 
platform served on. 
Allows us to run a 
beautiful rich media ad 
that may or may not be 
content. Part of model 
we have is that we 
assume there’s a limit to 
the scale you can reach 
thru a post. If you look at 
web analytics, no matter 
the size of the audience, 
you’re always going to 
reach a fraction of that 
with an article. You’ll 
never get the scale you 
need over time. We find 
a way to incorporate 
content through video or 
a diff expression of that 
thru rich media platform 
then syndicate across 
audience we’re trying to 
reach. That allows us 
not to put production 
dollars limited to the 
audience they’re trying 
to reach. Also give 
clients rights to use 
across social graph and 
any owned media so 
they can distribute   

Laney - We have a 
beautiful suite of native 
products and the power in 
them will be our ability to 
scale them as an 
effective form of 
advertising across the 
independent web. Our 
focus is really on how can 
we take this unit of 
advertising that we know 
is effective and additive to 
the experience and scale 
it much more broadly? 

 

We’re focused on 
driving meaningful 
engagement with 
the readership. 
Comes in the form 
of discussion. New 
publishing platform 
is designed for that 
expressed purpose. 
As an org we look at 
some of the failures 
that we’ve suffered 
from the initial 
promise the web 
afforded - one was 
to foster and 
harness the 
collective 
intelligence of 
readership and 
comments have 
fallen short on that 
and we want to 
create an 
environment for 
people to have the 
ability to debate, 
engage with one 
another in a way 
where there’s 
ownership to those 
discussions.  
 
Can send some 
examples. Now 
have the opp to 
bring in experts to 
conversations from 
client side - people 
who have real   



content in a way that 
supports their brand 
goals. 

insights. Ability now 
to do so and 
moderate 
conversation - 
provide folks with 
the tools to engage 
and have other folks 
engage is super 
important. State 
Farm, Virgin Mobile. 
Audience is curious 
and expertise can 
come from 
anywhere and if 
content is good and 
it resonates and you 
bring the right folks 
in then engagement 
is high. If we can 
create that 1:1 
relationship then 
real impressions are 
made.  

Describe how you 
position 
[sponsored/promoted/na
tive] products vs. banner 
ads. 

I think we’ve really 
moved from introducing 
clients to the value of 
content and benefit of it 
to a discussion of how 
do we do it. I think the 
industry has grown up a 
lot in understanding 
value of content. We 
position it in a very 
visual way that brings 
forth what it looks like, 
how brand incorporated 
it, we’re very anal about 
the beauty of everything 
we do. We show them 
an example and they   

Laney - We talk a lot 
about the concept of 
being invited guests to 
the dinner party - the 
whole idea that 
advertisers and brands 
need to think about how 
they’re communicating to 
audiences. We work a lot 
with them on talking 
about how native ads are 
non-interruptive, but 
rather additive. Not 
stapled onto page, in its 
DNA. It’s more respectful 
to the publisher and the 
reader. Impact - 

invited guest 
to dinner party 

  

  



can say they want it - 
that’s powerful. There’s 
a value around influence 
and advocacy of the 
environment. There’s a 
value around us being 
experts at incorporating 
brand in a trustful way. 
Value in the rights that 
you have and there’s 
value in the quality. In 
some cases there’s 
value in the cost-
effectiveness of us 
creating content for you 
in a very affordable way 
so you’re getting an 
amazing integration that 
you have rights to use in 
other media at a fraction 
of the cost you’d pay to 
produce it yourself. Own 
content rights for 12 
mos. 

increased engagement 
and openness to 
sponsored content. Next 
frontier in advertising and 
marketing where it’s the 
brand, publisher, and 
audience in partnership 
together. 

How do your different 
products appear? What 
does placement look 
like? 

  

  

 

 

  

  
How do you maintain 
transparency and avoid 
editorial/publishing 
conflicts of interest? 

All of our editorial style is 
guided by POV 
publishing - at the guts 
of that is transparency 
and authenticity. It’s 
them being up-front. 
There’s always a front-
ness of what’s going on 
that may be casual and 
conversational (XOJane) 
and brand disclosure is 
super apparent and 

be transparent 
means staying 
true to voice of 
individual 
publication - part 
of “native” 

Laney - Inherent in our 
native unit is disclosure 
and denotation that the 
native unit is indeed an 
ad unit. In terms of 
branded content, we have 
required disclosures for 
them at top and bottom of 
post as well as in social 
context. We have a 
history of being very 
transparent with  

Labeled clearly. It’s 
always been that 
way - even in old 
layout. We’re the 
last publisher on the 
planet that can play 
games with content. 
It’s clearly identified. 

  



straightforward vs. RWW 
that might do more 
conservative for a tech 
audience and there’s 
just disclosure. Within 
that, the way we 
operationalize it is just 
our experiences and 
understanding the right 
workflow between sales 
and solutions group and 
the editors. The 
mistakes that a lot of 
organizations made is 
(Atlantic) they don’t have 
a good process between 
those groups to create 
something that works for 
the audience. Some 
orgs their sellers are too 
aggressive to say yes 
and then ram it into the 
org and deliver it. We 
prevent that. 

publishers - asking them 
and working with them to 
be extremely transparent. 
We sit at a very precious 
place between publisher 
and brand and audience. 
We want to make sure 
that trust is maintained 
throughout any kind of 
sponsored or branded 
content. 

What interactions do you 
encourage with 
advertisers? 

We don’t look at the 
response any diff than 
the way we guide our 
editors. We don’t strive 
for pageviews, we strive 
for time spent and 
engagement. Internally 
all the people creating 
content are really 
understanding how to 
engage audience and 
getting them to 
participate. We’re trying 
to make it a 
conversation.  

  

Laney - Promote a wide 
variety of actions. Some 
are subtle - reinforcement 
of brand values when 
someone reads content in 
the well. Could also be 
pushing to a social page 
to take action there. In 
the future, we’ll see 
completed purchase in 
the unit - which will be 
interesting. 
 
Mary Gail - First depends 
on what the goals are. 
Are we looking for high  

Click-thrus and 
related objectives 
are nice to help 
partners with, but we 
are a brand 
advertising platform 
for these folks. I’m 
looking for quality of 
engagement, 
visibility, 
engagement. We 
work with Socialflow 
from analytics 
perspective to 
create a proper 
dashboard to see   



volume? Deep 
engagement? Ideally 
we’re looking for 
everything, but we usually 
start with what the goal is. 
Then work with our 
authors to craft ideas that 
will achieve the goal. 

how everything is 
working. We also 
have a significant 
ecommerce and biz 
dev affiliate 
marketing program 
we rolled out earlier 
this year - some 
instances those DR 
convos get thrown 
over the wall to 
them.  

Who on the brand or 
agency side do you 
typically work with? 
Advertising? PR? 
Social? A hybrid? 

Everyone’s jumping on 
the content bandwagon. 
Depends on the 
organization. There’s a 
best practice I see that 
includes the really depth 
of the brand 
management side as 
well as operational 
execution and discipline 
of agency. Most clients 
are still incredibly 
fragmented and not able 
to leverage content 
across all diff 
touchpoints. I look at the 
maturity of someone like 
Intel who has a really 
deep understanding of 
that ecosystem and 
power of influencers and 
relationships. You see a 
blend between direct 
relationships between a 
client and influencers 
and lift that agencies are 
starting to build from a 
PR distribution   

Mary Gail - Depends on 
the client - brand, agency, 
or both. If they’re trying to 
pull a new audience or 
new product launch, we’ll 
work on diff teams 
depending on what the 
goal is. Ex - AMEX open 
team that is our liaison.  
 
Laney - Everyone is 
trying to figure out on the 
client and agency side 
how to play in content 
marketing and I don’t 
think there’s a magic 
formula on their side re: 
how to organize. 

 

We’re working with 
all to be honest. PR 
and social more and 
more - people see 
the conversation 
opp as a PR tool. 
Agencies have 
always played a 
major role in our 
business and will 
continue to do so. 
Digitas. Clients are 
involved especially 
when talking about 
brining expertise 
from their side into 
the convo. Social is 
tied more into the 
PR side of things. 
Creative - always 
felt those folks were 
important to talk to. 
More so now than 
before because 
content and some of 
the other disciplines 
are having seats at 
the table. A lot more 

All PR & social 
more and 
more. 



standpoint and lift 
agencies are starting to 
build as part of their paid 
marketing efforts. I don’t 
know that the three of 
those have been 
reconciled in an efficient 
way to show how it 
works together across all 
touchpoints. Still 
fragmented. 

folks we talk to now 
than we did 2 years 
ago.  
 
The other thing we 
do is create a studio 
office - serv ice we 
provide to the 
advertiser. Heavy 
lifting we do for them 
on their behalf as 
part of the value 
offering gin the 
media transaction. 

What new skills are 
required? 

Client side need for a 
skill to understand how 
to engage audience with 
content that delights and 
is less about the brand 
and more about the 
reader. Analytics and 
operations that move 
from understanding what 
editorial message to 
understanding what’s 
not being written about 
so it can attract an 
audience. Skill to 
understand analytics 
across all platforms. Not 
simple today because 
it’s very nascent.  

  

Laney - We do a lot of 
education which is 
something we’re known 
for with our brand and 
client partners. A lot of it 
is around reshaping the 
mental model around 
what advertising can be. 
It’s about focusing on 
being empathetic to 
audience and context of 
ad - not just about 
pushing a message 
down. It’s about 
something that elevates 
the brand and 
encourages the 
consumer, adding to their 
experience. Power of 
authenticity - can be 
difficult for us because we 
have to push back hard to 
an advertiser or client on 
something they want to 
do.  
 

we do a lot of 
education w 
partners - 
we’re known 
for doing that 
(Buzzfeed is 
launching a 
training course 
for agencies) 

They need to be 
willing to 
collaborate. In years 
past you saw a lot - 
and still do - of 
people getting 
territorial about 
these types of 
things. last thing I 
want to do is inject 
myself and be seen 
as a potential 
competitor from the 
agency side. We’re 
here to compliment 
it all. Everyone 
needs to be on the 
same page- cross-
discipline 
collaboration. 
Without it you’re 
misaligned and 
without it we can’t 
create the best story 
arch. We gather info 
and help foster 

Gawker studio 
meant to 
compliment, 
not compete. 



Mary Gail - Core is the 
author understanding 
their audience really well 
to know topic, voice, 
themes, and having 
confidence in author to 
engage the audience. 

continual dialog 
between those 
groups. Sometimes 
4 people, sometimes 
50.  
 
Ability to storytell 
has always been 
incredibly powerful 
and when people 
can make that 
emotional 
connection with 
whomever they’re 
speaking with that 
helps to cut through 
clutter and white 
noise that is out 
there. Our sellers 
have to become 
more sophisticated 
with the ability to do 
that. Tactical media 
is an afterthought - if 
you can’t articulate 
the idea you’ll have 
a hard time moving 
the needle from a 
programmatic 
standpoint. 

What are common use 
cases? 

I think there’s a 
continuum that’s vertical 
agnostic. It starts with 
brands dipping their toes 
into the space vs. 
brands being incredibly 
aggressive. The 
continuum starts with 
just a sponsored post or 
series - multiple articles. 

rethink the media 
brief - every brief 
should have a 
content element w 
a plan for sticking 
tog the content. 

Mary Gail - Usually high 
funnel, very passion-
driven topics tend to do 
the best. Something in a 
wheelhouse of that 
author.  
 
Laney - People use their 
social channels all the 
time, and if you think  

Category wise - 
Entertainment (tune-
in), automotive 
(design, tech, 
performance), tech 
and telco (added 
benefit and utility to 
bring to readership - 
i.e.. virgin mobile 
retrain your brain   



Sponsored channel 
would be a home within 
the page. Then a 
networked version for 
that - a 3part series on 
multiple sites either 
within a vertical or 
reaching an audience in 
multiple verticals. Then 
what we’re seeing is 
savvy brands are 
understanding 
holistically how to really 
rethink the media brief. 
Every media brief should 
have a content element 
that has a plan on how 
to stitch together that 
content. For example, 
when we run a 6 or 12 
article series with 
Ghirardelli, they’re 
mindful on how they 
craft content and finding 
a way to organically own 
some of the things that 
line up with the brand. 
Organic association with 
search. 

about the content that 
gets spread across those 
sites, people are exposed 
to mass amts of qty 
content now. I think the 
whole ethos of everyone 
interacting with content 
reinforces the fact that it’s 
an important part of 
strategy. Then they come 
to us to figure out how to 
get into this. They may 
not have a super strong 
use case, but know they 
need to be playing in that 
field. 

program. help 
people understand 
certain challenges 
they deal with from 
an everyday life 
perspective and help 
them understand 
you can change 
things.). ... Banking 
would be one we 
don’t do a lot with - 
so regulated, so it’s 
difficult. Don’t touch 
pharma at all.  

Let’s review pricing 
models for each of the 
products… 
 
What is the pricing 
model?  
What’s the sales 
process? 
Describe the creation 
process (e.g. in-house 
agency) 

Generally they’re priced 
as part of an overall 
package where we do 
usually break out the 
cost associated with 
running the program in 
an all-inclusive way that 
includes everything from 
ideation to proj mgmt to 
hard costs to social 
elements. It’s all part of 

publisher as 
agency - they 
don’t charge for 
the creative 
execution 

By and large its B(C?)TM 
based.  
 
Mary Gail - when we do 
these types of things, we 
create an editorial brief - 
a doc that sits between a 
creative brief and 
distribution. Very 
specifically defines what 
the goal of the content is -  

Can’t tell too much 
on that front. 
Ballpark - $50K to 
initiate the 
conversation around 
sponsored content 
and from there it 
scales based on 
promotion, media, 
etc. Digiday piece 
just published - he’s 

no utilities, 
content only. 



What is the cost per 
update? 

a simple easy to buy 
package. We don’t break 
out social distribution 
from integrating content 
onsite. It’s much more 
packaged up. We don’t’ 
charge our clients for 
rich media creative. We 
create all creative for 
ads we sell and it’s at no 
cost to advertiser. Value 
prop is a turn-key 
marketing solution that 
includes content, rich 
media ads, and ability to 
reach a niche influential 
audience and scale it 
across the web. 

what the theme, voice, 
etc. is to give guidelines 
to the author to help them 
craft something that will 
meet goals of program. 

more than 50% 
right. I don’t have 
some of the info for 
second half just yet. 
We don’t sell on a 
post by post basis.  
 
Ideas are the 
currency and our biz 
is very healthy right 
now. Our ability to 
be creative also 
widens our ability to 
use sponsored 
posts. We never 
build one-off 
products with 
advertisers. Our 
ability to be creative 
is in the content 
space. Fusion, Nat 
Geo, Virgin, IBM - 
examples. Spectrum 
from super custom 
to simple 
infographic. That 
comes through our 
proactive 
opportunity seeking. 
All RFPs have the 
words “never been 
done before” in it. 
Know nuances of 
brand and apropos 
tone - needs to read 
authentic in order to 
work with our 
leadership. No 
bullshit approach 
and value prop.  



What is the average deal 
size you see with 
advertisers on a yearly 
basis? 
 
Is it a long-term or 
experimental approach? 
 
What’s the rough mix in 
terms of percentage? 

  

  

 

 

  

  
What metrics do you 
provide advertisers? 

We try to show them 
insight on what we think 
happened. The 
challenge is there’s 
implicit and explicit data 
that makes that up. No 
one has come up with a 
way to stitch it all 
together. Generally we’ll 
create dashboards of 
what we see happening 
and we’ll articulate it in 
aw ay that’s anchored 
off time spent within the 
environment to give a 
view into all secondary 
actions that support that. 
 
The DNA of the 
company - first company 
to create engagement 
ad model. We define 
engagement thru 3-2-1 
countdown. Client 
doesn’t pay until ad pops 
up on screen, rich media 
experience around 
primary and secondary 
actions orchestrated to 
support KPIs of client. 

strive for time 
spent & 
engagement 

Mary Gail - Social shares, 
basic traffic, expressions, 
commenting - depending 
on where it lives and how 
it’s shared.  
 
Laney - Video plays, 
CTR, engagement rates. 
It’s evolving. As we 
introduce new formats 
we’re able to drive new 
actions in our native 
units.  

 

Page views, 
viewability, 
comments, content 
we’re creating is 
owned by advertiser 
so there’s ability to 
amplify on their end. 
Aligning offering to 
metric that is 
universally accepted 
- one of the major 
challenges right 
now. Guidelines are 
difficult right now 
because it’s so 
early. The metric 
thing we need to be 
very careful about 
because it’s not a 
one size fits all.  

  



For content, we really 
define engagement 
around what actions are 
taken and it starts with 
people spending time 
with the content and 
moves toward 
secondary actions of 
participation.  
 
Haven’t found a way to 
take influence into 
consideration in social 
sharing that really works. 
We know intuitively that 
money is spent on 
reaching the right person 
at the right time vs. a 
mass market approach. 
Because of our model 
on the ad side, people 
put a value on the ad 
engagement, which 
helps us to value dollars 
against time. i.e. if 
someone spends $1 for 
an engagement to reach 
a hard to reach 
demographic and they 
spend on av. 22 sec thru 
that ad experience, then 
we can see that for that 
campaign 22s is worth 
$1. IF we see spending 
5mins on an article we 
can see value of 
attention at less 
frequency and fewer 
people = allows us to 



standardize one way to 
report it. 

How are these metrics 
evolving? 

  “right person at 
the right time” - 
the conversation is 
turning BACK to 
10-15 years ago to 
be much more 
customer centric. 
this is a reaction to 
programmatic 
advertising, 
banner hatred. 

 

 

  

  
What are some of the 
challenges that you see 
facing prospects and 
existing customers? 
 
Campaigns vs. Stories 
Social activity vs. Value-
based outcomes 
Role confusion 

The entire industry is 
moving from a DNA 
around creative they 
control and distribute to 
DNA around storytelling 
and content. That’s a 
huge shift in very big 
orgs that don’t 
necessarily think that 
way. The pain point 
starts with having the 
right people on the 
brand side to understand 
what’s required to make 
that shift. Then it pulls 
across to the agency to 
have the right people to 
understand how to 
support, track, 
operationalize that in a 
smooth workflow. 
 
Good news is that 
industry is changing 
fairly quickly and you’re 
seeing brands take 
varied approaches to get 

being “organized 
for content” is. 
liquid thread - smg 
company 

 

 

50% of what we do 
have an element of 
custom work in it.  
 
Combination of all of 
the above - it’s not 
hard for them, it’s 
just a matter of 
bandwidth. Can’t 
scale - required level 
of effort to get done 
well. Is payoff great 
enough? What we 
try to do is make it 
really easy for 
people. They can be 
involved or make it 
turn-key with us. 
Varies from project 
to project. 
 
Depending on the 
brand, it’s a great 
platform for 
challenger brands if 
product is strong 
and story is   



the expertise. Liquid 
Thread - SMG company. 
Agencies that are 
evolving their story and 
their competencies. 

interesting and 
there’s a value we 
can help them 
frame. Great 
credibility to gain 
from our audience. 
On flip side, some 
are cool and big and 
savvy and want to 
make that same kind 
of impression.  
 
Metrics is still a big 
piece of it in terms of 
how they wrangle it 
all together in some 
sort of uniform way 
across all programs.  

How are you working 
with them to achieve 
their goals while helping 
push the value 
propositions of these 
new paid products? 

  

  

 

 

  

studio 
How does native 
advertising fit into the 
POE media landscape? 

I think it’s the oxygen for 
that. There’s going to be 
diff types of content and 
diff segmentations of 
storytelling - some will 
be more controlled by 
brand and more organic 
trying to cause social 
sharing and 
participation. If I think 
about POE being 
represented in two ways 
- 1. what is the website 
and the web presence 
that brand controls and 
2. what is the media   

 

 

To me, the container 
is part of the earned 
opportunity to 
deliver. The owned 
is the content we 
create. We satisfy 
both sides of that 
coin. We can use 
our promoted posts 
tool to help promote 
and help benefit 
both sides of that. 
The paid side is 
what gets you entry 
to our partnership. I 
look at it as one in   



brief that its partners are 
activating. There should 
be a game plan. I see 
those being connected 
that whoever’s running 
website understands 
what paid media is being 
created and can act like 
a curator to distribute 
across diff channels. 
They also understand 
the discussion in all 
communities and making 
a decision on content 
programming to serve 
the relationships all diff 
touchpoints.  
 
Need to leverage paid to 
drive content to help fuel 
that vs. brand coming up 
with a completely diff 
budget to create content. 
There’s natural synergy 
between media partners 
that have teams of 
amazing content 
creators and need for a 
brand. 

the same - if we can 
help amplify that 
content through the 
vehicles we’re all for 
it. I want to help the 
earned and owned 
side as best as I 
possibly can in 
creating great 
content.  



What are some of the 
best practices that you 
and your advertisers are 
already demonstrating? 

One is to understand 
what the core goals are 
around the content that 
they’re creating. Are we 
driving time spent or 
participation? Those are 
diff goals. I think being 
very collaborative is a 
good best practice to 
where there is solid 
methodology around 
multiple orgs working 
together. Without a 
doubt there’s a best 
practice around how to 
use images in an 
engaging way and is 
quality. There’s def a 
best practice to get 
behind the power of the 
publisher. If brands are 
going thru a change to 
understand best 
practices to understand 
and engage an 
audience, publishers are 
people who are experts 
at that. Getting behind 
them and letting them do 
what they already do in 
a way they can lead on 
creative and audience 
reach. It’s trusting that 
the experience for the 
reader will move people 
thru the purchase funnel 
- brands can’t be too 
aggressive or spend will 
be counter-productive.   

Mary Gail - Authentic to 
audience, content in 
context, organic - content 
would exist on the site, 
sponsored or not. Highly 
engaging. High quality. 
Encouraging some action 
or another.  
 
Laney - Disclosing the 
relationship between the 
content and advertiser. 
People can smell 
authenticity a mile away 
and can threaten 
relationships. A lot of the 
educational work we do is 
around that. It’s about 
maintaining the trust of 
the audience and readers 
- maintaining trust 
between brand and 
publisher and audience.  

 

It’s too early. I’m 
participating in the 
IAB stuff because 
it’s far too important 
to our biz to sit on 
sidelines and don’t 
want it to get high-
jacked. So many 
people playing in 
space we want to 
make sure all 
constituencies are 
being represented 
here. On a publisher 
basis, yes, we have 
best practices we 
recommend. 
Agencies and clients 
also likely 
understand what’s 
best for their 
audiences - helps 
with publisher 
selection. 
Predicated on 
demographic. Ton of 
expertise here - they 
look to us to help 
make those 
suggestions to them.  

  



We sometimes have to 
tell brands no. 

What new opportunities 
do you see or wish your 
advertisers saw on the 
horizon to truly leverage 
the platform? 

  

publishers are 
expert at engaging 
an aud - let them 
do what they know 
how to do. 

Laney - It’s a strong form 
of advertising - it’s the 
next wave of or evolution 
of advertising in general. 
It’s a place where brands, 
publishers, and 
audiences can connect in 
a way that is relevant and 
value-added. Now it’s 
about scale - how do we 
bring that across the web 
so that publishers are 
able to generate revenue 
through those ad units 
and leaders of diff kinds 
of websites are able to 
engage with native 
advertising and 
advertisers can reach 
people at scale in an 
authentic, transparent 
way. It will take a while 
for us to get there.  

 

Everyone’s trying to 
get the TV dollars to 
come online still. 
Without real scale 
and tonnage it’s 
going to be difficult. 
Two totally different 
beasts that we’re 
trying to tame here. 
It’s a really 
interesting opp from 
a storytelling 
perspective for 
brands to connect 
with consumers in 
new ways. 
Consumer is more 
comfortable than 
any other point in 
terms of hearing 
from brands - esp if 
a value is being 
provided. They don’t 
want to feel they’re 
being advertised at. 
Ton of expertise on   



client side that 
brings a lot of value 
to the conversation. 
Lastly, content is 
consumed in so 
many ways and from 
so many sources - 
isn’t broadcasted 
anymore - so 
storytelling side has 
changed 
dramatically. A lot of 
moving pieces - 
hard to scale. Not 
there yet. 

Finally, what do you 
think users are and are 
not looking for around 
these new products? 
What advice do you 
have for 
brands/agencies? 

Create compelling 
content that they care 
about. If it’s done right, 
it’s not seen as 
sponsored or not 
sponsored. Intel 
example to reinvent 
education - showing vid 
clip and talking to expert 
partner at school district 
and she had a visceral 
reaction to what was 
going on because she 
didn’t agree with 
methodology. I told her 
it’s an ad and she didn’t 
even realize it - realized 
we have arrived. :) If 
someone can make me 
feel something, then 
that’s awesome. The 
goal should be to 
completely delight the 
reader in a way that   

Mary Gail - Some of this 
constitutes a risk. It’s 
more hand-crafted, 
curated, and not 
something that a ton of 
people are doing even 
though the results are 
compelling and 
interesting. I’d say test 
and learn - in terms of 
relative to other media, 
it’s pretty cost-effective. 
You can learn a lot about 
what the audience you’re 
trying to reach is 
interested in. It’s looking 
for people in these orgs 
that are willing to try diff 
things and take their 
program to the next level. 

 

Nat Geo came to us 
- neat content series 
with them looking 
back at all sorts of 
stories from 80s that 
were interesting and 
nostalgic. 
Depending on what 
the goal is for the 
client, that helps us 
shape the content 
recommendations 
that we come to 
them with. A lot is 
based on prior 
success and 
expertise we have in 
regards to our 
audience. It’s what 
are you trying to 
accomplish, who do 
you want to talk to -
then we help set that 
tone and apply   



supports what the brand 
is about. 
 
Focus on quality at Say. 
What that means to us is 
we’re not creating 
content specifically for 
SEO fodder - or 
sensationalism or shock 
value. Context matters. I 
love how Buzzfeed is 
mastering all the lessons 
of today’s distribution 
online. It’s genius. 
Context of the content 
really matters for what 
the brand lines up next 
to. You can create a 
story to drive a huge 
audience - they’re the 
masters of that - but the 
story you’re telling needs 
to have a relationship to 
the brand that helps 
build the connotations. 
There’s a huge 
continuum between 
quality editorial in New 
Yorker or NYT and the 
national enquirer - 
certain brands might be 
better fits along that 
continuum, but brands 
need to be mindful of the 
quality of the content 
they’re lining up against. 
Bad content could erode 
brand image over time. 

apropos nuance to 
make sure it’s 
genuine and 
authentic.  
 
As an industry, 
we’re trying to shift 
brand TV dollars to 
online. This can 
help. Wont’ be end 
all be all though.  

  



Interviews – Publishers spreadsheet, part 2 

Questions Notes by Researcher Notes by Analyst Notes by Researcher Notes by Analyst 
First and Last Name, 
Company 

Grant Whitmore, VP Digital 
Hearst Magazines 
 
Marisa from Larkin/Volpatt 
Communications will also be 
on the line. 

 John Battelle, CEO 
Federated Media 

John Battelle, CEO 
Federated Media 

Do you have any questions 
about the report premise, or 
this process before I begin? 

      

What is native advertising? 
How does it differ from 
branded or sponsored 
content, or advertorial? 

Native advertising exists in the 
eye of the beholder. People 
inside the building - we’re 
establishing a common lexicon 
of what it means for Hearst. 
That will be diff than what it is 
at other publishers. At its root, 
what it is not is display 
advertising. That is the initial 
and most common distinction 
in the industry that we can 
identify. It’s not something that 
exists in a pre-determined spot 
and consistent position and 
size that runs across the 
network of sites. When you 
start to dig into it, and say what 
it means for Hearst, it’s nothing 
new - just a new way of 
describing something we’ve 
been doing quite a long time. 
 
We’ve had a platform that by 
any def out there is native 
platform for last 2.5 years. It’s 
a way for an advertiser to 
engage with content that we 
have either created on a 

eye of the beholder Native advertising is the end 
result of a brand joining a 
conversation that is held or 
convened by a third party - 
publisher for the most part. 
You might stretch the def of 
what a publisher is if you 
think of where some of the 
seminal native ads came 
from. Native ads are a 
commercially driven entity 
that has come into a 
publishing conversation with 
a commercially driven 
mention which they believe 
is native to the environment.  
 
Publisher-Advertiser-
Audience stool - audience 
believes it’s native and is 
relevant and adds value. 
First insight I had about 
native was search - first 
native at scale. Paid search 
is native advertising. Results 
are both organic (editorial) 
and paid search results. 
That model we haven’t ever 

  



bespoke basis or already 
existed to allow advertiser to 
engage with audience in a 
manner that is contextually 
much closer than what 
advertiser messages in a 
nontraditional ad unit. 
Individual products look 
nothing alike. July 1 - 5 
products rolling out - range 
from content that is provided 
from an advertiser who is trying 
to interject their message into 
an ongoing conversation 
(heavily curated on behalf of 
advertiser - trying to become 
part of convo with editors, 
audience, etc.) vs. something 
lightweight - collection for 
images for sale from a reseller 
who is trying to reach a fashion 
audience.  

called native for 10 years. 
Conversationalist - ad unit 
Federated put in-well and 
put content into that. Years 
ago. Goal was advertising 
shouldn’t be shunned to 
fringes of conversation but 
rather be part of it, and also 
that if you’re putting 
something in native 
environment it should b 
editorial content in some 
way - not just an attempt to 
interrupt or pitch. That 
evolved into a strategy of 
branded, sponsored content. 
All of that is fodder for 
native, but isn’t necessary 
native - depends on 
distribution and environment.  
 
Called “Native 
Conversationalist Suite” 
now. Question first iteration 
of Sharethrough being 
native. It’s a product to me 
that’s just an add that 
happens to be an editorial 
well. I think their new 
iterations are more 
sophisticated though. 

What current 
[sponsored/promoted/native] 
products do you offer? 

1. Developing Story - Set of 
content that develops over time 
and it can be something 
predictable (i.e.. NY Fashion 
week will happen 2x per year 
and we’ll cover it like crazy so 
we can predict in advance vs. 
hurricane coming to NY). 
Desire for an advertiser to get 

5 products rolling out July 
1. 1. content from an 
advertiser; 2. developing 
story (over time, e.g. 
fashion week); trend 
collage (often tied to 
specific shopping activity, 
e.g. 10 gifts for father’s 

Scalability - Views differ at 
Fed. Mine is that yes, it can 
scale. The model we can 
look at to understand that 
scale is the magazine. Best 
magazine advertising is 
native in that the ads 
understand the environment 
they’re in and they speak to 

  



their own messaging into story 
stream and thoughtfully 
contribute to it, desire is the 
same.  
 
2. Trend Collage - Collection of 
images around a particular 
theme that can be curated by 
us or by an advertiser. Often 
tied to a specific shopping 
activity. i.e.. 20 great gifts for 
dad in Esquire. Could exist on 
our site or in their experience 
where products link through to. 
 
3. Social Stream - Pull into our 
site social commenting that is 
happening across various 3rd 
party platforms and give them 
an aggregate of space on an 
interest topic that is interesting 
to our users. i.e. Fashion Week 
- Elle is covering it and fashion 
editors are commenting and 
fans are following those and 
RT’ing - creates an 
environment for a beauty 
advertiser to come in and be a 
part of a social conversation 
that is happening in a more 
curated way. 
 
4. Short-form video - Curation - 
Develop for client or client 
develops on own or solicit 
community for it.  
 
5. Mobile in-stream image 
promotion. 

day); social stream; video 
playgroup. 

that environment. TV ads 
are interruptive, but are 
native as well if done right. 
Art of media buying and 
planning - can you put the 
right messaging into 
environments where that 
messaging is considered 
relevant and value additive. 
 
Debate with Meredith at 
Forbes about BrandVoice - 
There’s no reason why one 
content post from an 
advertiser shouldn’t run 
elsewhere with some 
tweaking. By that extension, 
should also run in other 
native offerings being rolled 
out across other publishers. 
Meredith said they were 
writing post specifically 
speaking to Forbes 
audience. I say true, but that 
audience also reads a lot of 
other stuff. Can’t reach 
audience at full desire and 
reach and frequency using 
only Forbes.  
 
Publishing industry - folks 
like us, Forbes, WSJ - we 
don’t have the scale 
independently that the other 
native continents have 
(twitter, Facebook, search). 
Have massive scale. Native 
advertising in those sorts of 
walled gardens is effective 
because of the scale you 



 
Grant will send the deck! 

can achieve. That’s where 
Yahoo is going - Tumblr buy. 

Under NDA, what 
[sponsored/promoted/native] 
products are on the horizon? 
(note: if it’s policy not to share 
with any analyst firm, we 
understand) 

      

Describe how you position 
[sponsored/promoted/native] 
products vs. banner ads. 

      

How do your different products 
appear? What does placement 
look like? 

Solve diff challenges than 
banner ads. Banners will still 
be part of the mix because 
they can be produced at scale 
with spot-on messaging. Every 
native campaign requires some 
level of customization, even if 
it’s not difficult. Still takes time - 
back and forth between the 
client and team of publisher 
who’s responsible for doing 
that. Follows diff workflow 
that’s expensive for agency 
and publisher.  
 
Other challenge with native - it 
doesn’t typically scale very well 
outside of the publisher you 
initiate execution with. If you 
were to do something with one 
media brand, one retail brand - 
unless that media brand has 
tremendous reach on their 
own, or is part of a larger 
media conglomerate, it’s hard 
to get scale for one campaign. 
You’re faced with the dilemma 
as an advertiser that there’s 
only so many companies I can 

doesn’t scale well at 
publishers outside of orig. 
execution. 

    



buy media with for it to make 
any sense. That leads to 
display continuing to be an 
important part of digital media 
landscape. 

How do you maintain 
transparency and avoid 
editorial/publishing conflicts of 
interest? 

You have to disclose to user 
that content is from an 
advertiser. Whether created by 
advertiser or ad services group 
inside publisher. Can’t hide fact 
that it was paid for. If you do 
and get caught, it will be 
embarrassing and recovery is 
painful. Cautionary tales on 
this already with peers in 
industry who didn’t make it 
clear enough.  

 FTC has made it quite clear 
- all disclosure is 
automatically incorporated 
into our products. Part of our 
contracts with all partners. 
People will always push 
boundaries there, just like in 
search. It’s important for the 
industry to watch themselves 
in blurring the line. My view 
has always been that if you 
disclose and create good 
content, readers are smart 
enough to decide if they 
want to engage with it. 

  

What interactions do you 
encourage with advertisers? 

On metrics, the list of new 
products literally are not yet in 
market - so it will be hard to 
provide metrics. 
 
Everything we are deploying is 
a native content product we 
think is just a good content 
product. Goal is to have a good 
content unit regardless of 
having sponsored content in it. 
Want people to engage with it 
and spend more time with it 
than traditional display unit. 
 
Direct response in nature - call 
to action to go buy from photo 
collage product. Social stream 
or developing story - advertiser 
wants to have a platform for 

     



message to appear in context 
of other messages and 
content. We wouldn’t expect 
the same outcome. Reason for 
deploying several products 
here. 

Who on the brand or agency 
side do you typically work 
with? Advertising? PR? 
Social? A hybrid? 

Typically these tend to have a 
high amt of collab between 
client and agency. Too early to 
tell beyond that. 

 Period of transition in 
industry. Depending on 
client, agency, campaign, 
publisher - diff parts of them 
are involved. When we first 
started doing content 
marketing at scale, we 
worked almost exclusively 
with media agencies who 
were looking to be more 
creative with dollars they 
had. They funded content 
marketing out of media 
budgets. As native as 
become a thing, the creative 
side is getting more involved 
because they’re interested in 
making sure messaging is 
aligned with core brand 
values and creative 
expressions of the campaign 
or long-term brand mission.  
 
What’s stymieing or holding 
back more creative 
involvement is that creatives 
like to express themselves 
once - not 25x. That’s also 
why we need to get to more 
standard invasion. Also the 
creative departments or 
agencies in many holding 
companies are less 
interested in creating real-

  



time conversational ongoing 
small pieces of content and 
more interested in creating 
big ideas that take a lot of 
time to create and then are 
distributed broadly across a 
mass medium. In content 
marketing and native you 
want an ongoing library of 
ever-iterating assets that are 
deployed based on a 
number of iterative cyclical 
data streams. Is this 
resonating? Where? Why? 
What if I change it? Diff 
creative process. Looks an 
awful lot like an editorial 
desk. 

What new skills are required? No involvement with iCrossing 
yet.  
 
Outside of native, we also have 
a custom content group. 
Creation of content that is 
going to live completely on 
client site - never will appear 
on any sort of advertising 
message on our sites. Want to 
leverage editor expertise to talk 
about something onsite. Work 
with iCrossing in some of that 
work. Might consider working 
with them as it matures. 

custom content group is 
“completely separate from 
native” 

This is all media services - 
who are the players and 
what are they good at? The 
publishers and in particular 
the publishers who 
understand how to have 
ongoing convos with native 
(publishers we represent). 
Certain skillset of being a 
publisher that is an important 
part of equation that feathers 
into these new desks being 
lit up by Edelman, Digitas. 
Turns out that the brands 
themselves are starting to 
light these up. P&G has a 
content marketing practice. 
We started Amex 
OpenForum - first of its kind. 
Ongoing negotiation - 
everyone is seeing a big opp 
and no one wants to be left 

needs suite of standardized 
distribution options 



behind.  
 
At end of day there’s a set of 
muscles publishers have 
that need to always be 
employed here. Media firms 
who understand how to 
leverage those muscles on 
behalf of clients will be those 
who thrive. Editorial 
Conversation Platform - has 
those muscles. We’ll fill in 
your agency’s gaps. Working 
toward a suite of 
standardized distribution 
options. Working with 3 
partners to create content 
over this period of time but I 
want to distribute across a 
broad spectrum of channels 
and I don’t want to change 
ad specs for every one of 
them. 
 
Further problem here - 
CMSes are completely diff 
from each other. When 
you’re creating native ads 
that are content it wants to 
be treated as content, but 
advertisers want to optimize 
as an ad. That’s not how 
content works in current 
CMSes.  

What are common use cases?   Native can do many 
traditional things - 
consideration, awareness, 
brand differentiation. You 
can do native that is very 
specific to lower funnel 

  



activity, but you need to plan 
media appropriately. Driving 
traffic to ecommerce. The 
much larger opportunity is in 
brand - in showing that 
you’re the kind of brand that 
understands what a 
consumer is interested in 
and adding value to that 
interest. Being of service via 
content.  
 
One real opp that will 
probably end up taking over 
many of publishing areas 
that are currently “phoned in” 
is the service area of a 
publication - what movies 
should I see? i.e. Fandango, 
Netflix, Hulu sponsoring an 
entire editorial section inside 
a publication. They create it. 
Or a travel section that’s 
created by an Expedia or a 
Kayak. There are natural 
places where I could see 
some super obvious brand 
affiliations where consumers 
would trust the brand 
because they look across 
whole category view and 
have some proprietary data.  
 
Categories where brands 
have authority and 
permission to me source of 
content. Then use that 
content in a distributed 
fashion across a lot of diff 
places. I could imagine 



Amex taking content in 
OpenForum at their disposal 
and distributing multiple 
ways. 

Let’s review pricing models for 
each of the products… 
 
What is the pricing model?  
What’s the sales process? 
Describe the creation process 
(e.g. in-house agency) 
What is the cost per update? 

      

What is the average deal size 
you see with advertisers on a 
yearly basis? 
 
Is it a long-term or 
experimental approach? 
 
What’s the rough mix in terms 
of percentage? 

      

What metrics do you provide 
advertisers? 

We can never move away from 
KPIs that have been part of 
this business for as long as 
we’ve been it (i.e.. how many 
impressions, how many clicks). 
We do think we’re trying to 
intro an engagement metric 
here around time spent and 
like content consumed.  

 Brand lift, consideration, 
awareness - that stuff will 
continue. Depending on 
scale, you can also start to 
see what that does to your 
sales and so on. I don’t think 
any of those tools will recede 
- probably become more 
important. Amt of earned 
and shared activity is an 
extremely important indicator 
to brands if they’re being 
successful. 
 
If you get thru to click thrus 
and engagement metrics, 
you’re talking conversion. 
Conversion to what? An opp 
to understand and define 

  



what we care about. We 
need to prove internet 
content affects sales or other 
goals - as we’ve been able 
to do with TV in certain 
markets. 

How are these metrics 
evolving? 

      

What are some of the 
challenges that you see facing 
prospects and existing 
customers? 
 
Campaigns vs. Stories 
Social activity vs. Value-based 
outcomes 
Role confusion 

Execution is tricky. It requires a 
good deal more coordination. 
Quite a bit of efficiency in 
traditional display advertising 
that is not the same way with 
native. Have to get people in 
the room, more conversations, 
approvals along the way - in 
both directions, advertiser and 
publisher. And since we’re in 
early days, there’s likely to be 
more changes throughout a 
campaign’s delivery to make 
sure we’re hitting on the right 
metrics, whatever those are.  
 
Long term winners in native will 
be those who can reduce 
complexity in production and 
delivery process while having a 
massive scale to deliver 
against. We anticipate having 
to provide all manner of 
training and services to clients 
and agencies to make this 
work for them. 

     

How are you working with 
them to achieve their goals 
while helping push the value 
propositions of these new paid 
products? 

      



How does native advertising fit 
into the POE media 
landscape? 

      

What are some of the best 
practices that you and your 
advertisers are already 
demonstrating? 

There are companies out there 
that really understand that 
native ad execution on behalf 
of client needs to be as good 
and entertaining as content 
they’re producing for 
themselves and audience 
every day. That is starting to 
be obvious. It’s not just about 
throwing up something in a 
content well and hoping it 
performs - also understanding 
that it needs to be good 
content.  
 
Still early days on this. 

     

What new opportunities do 
you see or wish your 
advertisers saw on the horizon 
to truly leverage the platform? 

  Brands getting comfortable 
with their own voice and 
learning how to be more 
involved in the creation and 
distribution of editorial. To 
me the opp is working with 
brands to ladder what 
they’re really good at doing - 
defining their UVP and what 
their brand stands for - to the 
kind of content that will 
reflect that. That’s the work 
to be done, a big 
opportunity. We’re leaning 
very heavily into that. We 
are most successful when 
we get to the creative brief 
and can interpret it into what 
I’d call a media object (story, 
vid, Pinterest board, etc.). 
Editorial abilities are 

  



necessary - opportunity for 
brands to excel in native. 
Brands will want to work with 
partners to do that - 
publishers. No matter what 
you’ll have the creative 
agency defining the 
guardrails - will they also 
create content? Maybe. 
Maybe some or guidelines 
for others to create it.  
 
Long-term opportunity in 
creating a standardized unit 
- media objects - that can 
flow thru the open web and 
be easily accessed in an 
efficient way.  

Finally, what do you think 
users are and are not looking 
for around these new 
products? What advice do you 
have for brands/agencies? 

We are developing a more 
intimate way for you to work 
with us, to communicate with 
an audience you’re interested 
in reaching - so use that 
wisely. Means being really 
aware of the fact that 
entertainment and storytelling 
part of this - value there needs 
to be high. It may run counter 
to what has been most 
effective from a display ad 
context. If you do this well from 
a native standpoint you should 
have deep engagement and a 
lot of time spent and be true to 
the content on the site. 
 
Anything else? ... Grant will 
send pitch deck and internal 
product description docs.  

     



Interviews – Publishers spreadsheet, part 3 

Questions Notes by Researcher Notes by Analyst Notes by Researcher Notes by Analyst 
First and Last Name, 
Company    Adam Solomon, Time Inc. 
Do you have any questions 
about the report premise, or 
this process before I begin?     
What is native advertising? 
How does it differ from 
branded or sponsored 
content, or advertorial? 

ad message adds value to 
the conversation being held.   

an implementation tactic. adv 
experiences that feel 
authentic to consumer based 
on environment and context. 
distinct from content 
marketing. a tv commercial is 
native to that experience is 
native. it’s consistent with the 
experience, it’s not out of left 
field. a sponsored post, a 
promoted tweet, sponsored 
content item on time.com is 
consistent with how users 
consume content. it’s not 
something complex. different 
and distinct. a banner ad is 
not native. consistent w 
expectation and navigation. 

What current 
[sponsored/promoted/native] 
products do you offer? 

   

under content marketing 
there are 3 different areas. 1. 
conventional dev. of custom 
content that we hand to 
marketers. time inc. solutions 
group creates content for 
ford, boa, others, e.g. custom 
magazine. now it can be for 
website, social, stuff that they 
need to engage consumers w 
storytelling and narrative. 
content for owned media 
channels.  2. we can take 
sponsor-generated content, 



put it on our media 
properties, label as 
sponsored, sits alongside 
edit, look like edit, when you 
click you stay on our site, the 
meat of the page is custom 
content, either ours or custom 
content team. We have 21 
brands, we’re working to 
operationalize solution at 
scale, make it more turnkey 
for advertisers so can 
implement on multiple 
properties w slightly different 
spins on it. sits in edit but 
served by ad management 
system, can track clicks, 
manage landing page 
centrally, optimize, instead of 
21 diff CMSs. 3. taking 
content, ad provided or ours, 
and putting it into 
conventional ad/media units 
and running at scale. Time 
Amplify product & Water 
Cooler Live. Work with AOL 
on this. Content-driven ad 
experiences. our secret 
sauce is not just the 
advertisers content but 
augment w our own content 
so we can fill in the void, use 
the power of our brand. key 
ingredient is the way we do 
the targeting. strong affinity 
for Time brand, data 
modeling, found ext. hi 
engagement w these 
experiences. desktop, 
desktop display, mobile and 



social. we’re both a seller & 
buyer of media in order to 
execute this correctly. overlap 
of print/desktop only 15%, 
also little overlap w social and 
mobile. multiplatform 
execution to find people on 
and off platform. almost like 
syndication on demand. 

Under NDA, what 
[sponsored/promoted/native] 
products are on the horizon? 
(note: if it’s policy not to share 
with any analyst firm, we 
understand)     
Describe how you position 
[sponsored/promoted/native] 
products vs. banner ads. 

   

water cooler live - eg work w 
ford, we’ll pull in all their 
feeds and then we’ll 
filter/curate content based on 
certain time inc. brand 
audiences. help advertisers 
filter content, bring to an 
amplify platform 

How do your different products 
appear? What does placement 
look like?     
How do you maintain 
transparency and avoid 
editorial/publishing conflicts of 
interest? 

   

many sets of guidelines: 
corporate, editorial, each 
brand has own guidelines 
that layer on top, e.g. related 
to celebs, or breaking news.  

What interactions do you 
encourage with advertisers? 

   

engagement is paramount. 
we’re not guaranteeing traffic 
now but in the future you’re 
going to have to walk the 
work 

Who on the brand or agency 
side do you typically work 
with? Advertising? PR? 
Social? A hybrid?    

2 diff ways. thru digital 
channel RFPs they want 
social and custom content, 
traditional digital media 



buyer. seeing more traction 
with display native. just keep 
buying the way you buy, i.e. 
standard banners. more 
consistent with the 25 yr. old 
media buyer. another is strat. 
discussions w agency or 
client and showing abilities. 
content solutions team 
coming to us b/c brands need 
distribution 

What new skills are required? 

   

we’re focusing now in terms 
of priority in trad media units, 
adjusting cpm to reflect 
there’s more going on behind 
the scenes. thru delivering 
analytics and insights we can 
start educating clients to what 
works.  

What are common use cases? 

   

clients who may be 
dissatisfied w how trad dig. 
media buy is working for 
them. want to try something 
diff. client has a very clear 
sense of something they want 
to say, expertise, POV: GE, 
Smarter Planet. Here’s a 
topic I have a lot to say. find 
clients working w other pubs  

Let’s review pricing models for 
each of the products… 
 
What is the pricing model?  
What’s the sales process? 
Describe the creation process 
(e.g. in-house agency) 
What is the cost per update?    

we want to price this in a v 
conventional manner. perf. 
basis or things our buyers are 
not familiar with is not helpful, 
they understand flat fee 
sponsorships, cpm buying. 

What is the average deal size 
you see with advertisers on a 
yearly basis?     



 
Is it a long-term or 
experimental approach? 
 
What’s the rough mix in terms 
of percentage? 
What metrics do you provide 
advertisers?     
How are these metrics 
evolving?     
What are some of the 
challenges that you see facing 
prospects and existing 
customers? 
 
Campaigns vs. Stories 
Social activity vs. Value-based 
outcomes 
Role confusion    

operational - how do you 
execute campaign, weave in 
accountability? understanding 
upfront what success looks 
like, what to measure. is this 
a real tactic or a tick in the 
innovation box? 

How are you working with 
them to achieve their goals 
while helping push the value 
propositions of these new paid 
products?     
How does native advertising fit 
into the POE media 
landscape?     



What are some of the best 
practices that you and your 
advertisers are already 
demonstrating? 

   

has to be authentic. can’t just 
throw up the white paper, 
can’t be me, me, me. work w 
clients to come up w topic r 
area of interest that seems 
authentic w/in context of one 
of our properties. 

What new opportunities do 
you see or wish your 
advertisers saw on the horizon 
to truly leverage the platform? 

   

consumers arc of the day: 
what they’re doing 
/channels/devices at different 
dayparts. understanding what 
people are up to. daypart 
programming. 



Finally, what do you think 
users are and are not looking 
for around these new 
products? What advice do you 
have for brands/agencies? 

   

what does success look like: 
we don’t have a good answer 
to that. adv coming to us for 
mid to upper funnel for brand 
lift. we’ll be doing some 
research on the fly.  

 

  



Interviews – Agencies & Brands spreadsheet 

Questions Notes by Researcher Notes by Analyst Notes by Researcher Notes by Analyst 
First and Last Name, 
Company 

Kirk Cheyfitz 
Global CEO & Chief Storyteller 
Storytelling 

Kirk Cheyfitz 
Global CEO & Chief Storyteller 
Storytelling 

Fred Wilson 
Union Square Ventures 

Fred Wilson 
Union Square Ventures 

Do you have any questions 
about the report premise, or 
this process before I begin?   

    

What is native advertising? 
How does it differ from 
branded or sponsored content, 
or advertorial? 

One thing that’s clear is no one 
knows what native advertising 
is, and people redefine it to 
serve their nefarious purposes. 
Best constructing one could 
make of native is that if you 
really do create advertising 
forms that are native to media 
platforms, that you will be 
creating new forms of 
advertising that are actually 
valuable to the consumer as 
content. To the audience. To 
the reader. 
 
Advertorial, for example, even 
though it is native to 
publication, it’s poorly written, 
self-serving and not to be 
believed and it doesn’t work. 
That’s the popular working 
definition of advertorials. Three 
ways to tell a brand story, two 
are wrong - first wrong is story 
about the brand (ad or 
advertorial). Future of 
advertorial - Forbes AdVoice is 
self-serving garbage. Doesn’t 
cheapen Forbes as it’s a waste 
of money for the advertiser. 
Nobody cares about it.  value to audience 

  they all sort of belong in 
the same category 
broadly. you can go back 
to custom pub in the mag 
biz where magazine biz 
create private label 
magazines for companies. 
w online advertising there 
are some things that are a 
little bit more powerful that 
you can do on the internet 
than the more traditional 
sector FW’s thinking, not 
suggesting everyone 
should look at it this way 
when marketers are 
engaging in platforms as 
true peers in the system. 
what I mean by that is ins 
of marketing to someone 
by taking a display ad and 
slapping in content, for 
example twitter, when a 
marketer wants to par in 
the twitter ecosystem they 
open an acct on twitter. 
that acct is the same one 
you or I have it’s not a 
hierarchical system. 
they’re exactly peers to 
everyone else. people on t 



 
Problem with native is not so 
much the word native, as it’s 
advertising. Until we reinvent 
advertising to make it native to 
various forms, it will just 
resemble all of these old forms 
that don’t work.  

can choose to follow them 
or not, they’re on the exact 
same level as everyone in 
the system. t gives them 
the ability to promote 
these tweets beyond 
people that are following 
them. same thing is true of 
mktrs who create blogs. 
Tumblr, WP, they post 
content on their blog. they 
are blogging the same way 
you and I might blog. 
Outbrain & others have 
created systems where 
they can promote their 
blog posts beyond the 
blogosphere. FB fan 
pages, where adv. are on 
FB in the same way 
everyday people are. in 
these systems mktrs can 
be authentic participants 
and behave in the same 
ways. Instagram - haven’t 
even rolled out any 
promoted capabilities yet. 
some marketers are so 
good at this they don’t 
even need to buy 
anything. they can get 
millions of followers w/o 
promotion.   

Fred Wilson invented the term - 
others trying to use it from an 
editorial or content POV are 
wrong. They’re not native to 
anything. That’s the problem 
with advertorial.   

  Best Practices: obvious 
way to introduce 
monetization into social 
platforms. YouTube is 
another great example of 
this (mentions Taboola). 
they can post really great 



videos. I’m thinking mostly 
in the context of social or 
blogging platforms. that’s 
where my interest is. best 
P: be fully engaged. you 
can’t just tweet. you have 
to retweet, follow, favorite, 
you can’t just create a FB 
fan page. whatever social 
norms are in these 
systems you have to 
engage and be a real 
participant. avc.com: 
withing scale post. says 
their response on his blog 
is native advertising.  

Please describe your initial 
attraction to 
sponsored/promoted products. 

We’ve been doing this for long 
before Wilson coined the term. 
Before it was cool. The essence 
of what we do is not about 
disguising something as 
something else. The essence of 
what we do is we believe that in 
an era of consumer control over 
media - the only way to get 
messages to people is to make 
them want to see the 
messages. They’ll only see the 
ones they choose to see. That 
means messages have to be 
inherently interesting and 
valuable. More of a notion 
today than 5 years ago. 
 
We tell great stories that will 
actually engage audiences and 
add value to their lives. That 
aren’t necessarily directly about 
sales, but in the end are about 
sales. About establishing 

messages but be inherently 
interesting and valuable 

  Job roles: a lot of brands 
are outsourcing this to 
social media agencies. the 
big agencies have teams. 
there are lots and lots of 
people who will do this for 
brands. I think its a little 
bad that brands haven’t 
figured out how to do this 
on their own. brands who 
have this in their DNA 
have an advantage. you 
can get it done either way. 
Measurement: an area of 
opportunity. largely an 
unsolved problem. people 
look at rudimentary forms 
of measurement such as 
fans or followers. lots more 
can be done to quantify 
this sort of advertising. 
we’re where display was in 
the late 90s. Scale: huge, 
huge problem. one of the 



relationships with audiences 
around interests that join a 
brand and audience around a 
common space where a brand 
has authority to publish. I 
believe strongly that brands are 
stories - the most telling 
question you can ask about any 
product/service is, “what’s your 
story? tell me why you’re 
important to me.”  

reasons Tumblr sold to 
yahoo. fb got there first. 
then twitter got there next. 
then Tumblr shows up with 
yet another platform. it’s a 
little different: you create a 
blog, then you start 
promoting the content. 
creating content for this 
platform which is different 
from this or that platform. 
yahoo’s already in w these 
agencies and brands. 
spending 10s of mills per 
year. as result more brand 
and agencies will get on 
the Tumblr system. 
Pinterest will come along, 
there will be a bunch of 
brand that will be on it in a 
heartbeat. if you really 
want to women 
demographic p is maybe 
the v best place to reach 
them. everyone of these 
platforms has a new 
wrinkle, a priority  

  

  I don’t think that what may 
be easier to scale is the 
blogging ecosystem. if you 
think about mills of blogs 
out here it’s not hard for a 
blog to create another and 
another and another. then 
you can uses systems 
outbrain, Taboola, Disqus. 
it’s a little more scalable, 
the level of customization 
is not that much. the thing 
about the web that’s a little 



trickier is getting mobile 
right inside the blog 
system.  

Which products/publishers 
do/did you use?  

I could put you in touch with our 
media department to talk you 
through a typical case study. 
We buy online media for the 
purposes of generating 
audience for our clients’ 
content. We will often spread 
those buys across 80-100 
micro-targeted sites to sum up 
to a large audience of exactly 
the people we’re looking for. 
Then we optimize those buys 
3x per day at a minimum by 
actual people. Looking for 
improving returns. Learned to 
do this with enormous efficiency 
to gather audiences together. 
We work with almost every web 
publisher - varies by brand, 
audience targeting. Even 
working with Buzzfeed at the 
moment.  

    

Which products/publishers did 
you consider? 
 
Why did you choose X over Y? 
 
Who was involved in making 
the decision?   

    

How important is transparency 
to you in native advertising?  
 
Do you feel that trust is an 
aspiration or outcome in your 
native strategy? 

Trust is critically important. 
Without trust you have nothing. 
If you don’t engender trust you 
get the opposite. Economically 
counter-productive. 
 
Point of this, is not to avoid 
being identified as the author, 

the important thing is to be 
identified as the author not to 
hide 

    



It’s to be identified as the 
author. Look at me, I’m brand 
X, and I’m telling you this great 
stuff. I’m creating the game 
about it for you because I care 
about you. I’ll give you valuable 
content, you give me your 
attention and ultimately your 
money.  

How do you define a promoted 
products “campaign”? 

Very much depends on the 
platform and nature of the 
campaign. I like to tell clients 
the minimum commitment to a 
social media platform is forever. 
Don’t get 200,000 fans and 
then dump them. Once you’ve 
gotten over that hurdle, you can 
run short-term initiatives under 
the context that it’s your 
channel. That’s why I find 
advertorials so weird is that no 
one needs a piece of real 
estate on a piece of paper with 
an audience attached to it 
because those are now in 
unlimited supply and you can 
have your own if you do it right.  
 
Why would I want to rent 
audiences if I can own them? 
That’s the point of native, if 
there’s anything positive. The 
definition of advertising is now 
officially outdated. It’s critical for 
the ad industry to understand 
that and change the definition 
of advertising. Narrow def as 
advertising as a paid message 
that sits on someone else’s 
media platform, interrupts time  

    



and attention is an unworkable 
model. Brands that win are 
those who understand they can 
have their own audiences. 
There’s no such thing as a 
“native” ad as it’s defined, 
because ads aren’t actually 
native to these platforms. You 
need to change the form of 
advertising to leverage new 
networks. 

How many campaigns do you 
run at one time, on average?   

    

What is your average deal size 
per campaign? 
 
Less than $10K 
$10K - $25K 
$25K - $50K 
$50K - $100K 
$100K+  

[off the record] Our minimum 
engagement price is 500K with 
any client. Within that 
engagement we may do 10 diff 
things that are priced from 20-
50K depending on the effort. All 
sum up to an annual effort that 
will exceed 500K not counting 
media buying. Just our fees. 
25-45K/mo retainer which gets 
you a certain amt of base 
content on fundamental 
properties and then on top of it 
if it’s a series of 20 films each 
2.5min long, those things cost 
40-100K each. Pricing to me 
looks very much like traditional 
advertising pricing, except it’s 
less - much more efficient in 
that sense.   

    

Tell me about the pricing 
model you used.    

    

What did you like dislike about 
it?    

    

How would you prefer 
sponsored programs to be 
priced? SMP, CPE, CPA?    

    



What is your normal bid for 
different types of audiences? 
i.e. With certain audience 
interests in mind, are you 
willing to pay more to advertise 
to them with promoted 
products?   

    

What are your thoughts 
around rep vs. self-serve?  
 
If you have used a sales rep, 
what benefits do you receive? 
i.e. Additional information, 
guidance, support, etc.   

    

What are the scenarios you 
see for each?   

    

What percentage of your 
overall multi-channel budget is 
allocated toward native 
advertising? 
 
How do you anticipate this 
allocation will change in a 
year? Three years? Five 
years? 

For our clients, we do banners 
and traditional ads too. Not a 
lot, but traditional print 
advertising too, all varieties. But 
it is the minority of what we do. 
So in a typical digital 
engagement, 60-70% of 
creative and account fees are 
devoted toward strategy, brand 
story creation, and content 
creation. Small minority is 
directed toward things like 
banner campaign that 
generates audience, or 
activation banner for CPG work. 
Tiniest part of what we do, 
never exceeds 15-20% of what 
a significant client does with us.  
 
I think we’re 3-5 years ahead of 
what’s happening in the world. 
So what will change is that will 
look more and more like 
everyone’s typical engagement.  

    



Bulk of the budget is going to 
go to what’s my content 
strategy, what’s the content 
itself, where/how is it getting 
distributed. Minority will be paid 
media units to generate 
audience for that content. 

How did you demonstrate 
value to stakeholders?  

Through an intensive analytics 
practice that we engage with 
selected third-party partners 
and our own in-house analysts. 
We make sense of the numbers 
for our clients and making them 
predictive and prescriptive of 
next actions to take. Fabulous 
stuff about what we do - social 
platforms - is the information 
you get about who’s doing what 
and why, and what they’re 
doing before/after.  

strong resonance of this being 
seed for pushing campaigns 
forward, almost the new 
listening. 

    

Are there other metrics you 
would like to see?  

Cross-channel attribution and 
measurement of impact on 
sales of various digital tactics. 
These are the most difficult 
experiments to run in the world, 
because you can’t do true 
attribution testing and stopping 
all other media. Looking for an 
iron-clad way to attribute sales 
to advertising and 
conversations. These are 
media and media decision 
controversies that go back to 
the creation of mass media 80 
years ago. We’re still trying to 
work out how this stuff works. 
Now we have engagement 
metrics which we never had 
before.  
  

    



I partly believe there is no such 
bridge. The outside mass 
media impact gets filtered thru 
convos before it turns to 
purchase. Good news is now 
those convos are sometimes 
taking place online where they 
can be tracked. 

What do you love, and what 
are you missing?    

    

What are the key outcomes 
you see benefitting from a 
native advertising program?  

1. Value of a long-term 
relationship vs. a short-term 
message.  
2. Opportunity to deliver real 
value over the course of 
developing that relationship. 
Provide value before the sale 
and increase value after the 
sale.  
3. Kind of content embodied in 
what we do are the kinds of 
social objects that most often 
get shared on digital channels, 
and that sharing does two 
things: it spreads your message 
organically without further 
spend which brings down 
overall spend, and WOM has a 
greater impact 2-4x more 
persuasive impact of a brand 
telling you something. Result is 
a lower cost of marketing. 
That’s what this is all about.  

    

What are the other types of 
outcomes you could pursue?    

    

How far could you take these 
programs?  

Nike could have a bigger 
impact than NYT, depending on 
your frame of reference. Or a 
Syrian rebel with a Twitter  

    



stream. That was never the 
case before. 

What did you learn about 
audience 
engagement/behavior?   

    

How did an in-stream (aka 
“native program”) change your 
approach to paid media, if at 
all?    

    

How does it change who you 
work with—internally and 
externally? 

It’s changing who our clients 
are hiring. As that changes, the 
kinds of people we’re working 
with is beginning to change 
more rapidly. The digital arms 
of sophisticated marketers are 
growing and growing. We need 
arms that are deep enough to 
work across all channels. Let’s 
see what we can do with an 
idea to make it deeper and 
longer lasting - those are 
happening more and more 
because of power shifts within 
clients from a simpler traditional 
view of advertising to a more 
complicated nuanced view of 
the kinds of things marketers 
must be doing.  
 
Impacts are far-reaching and 
more subtle than I can 
appreciate even.  

we’re hearing mor about greater 
digital power & risk-taking 

    

What are some of the new 
challenges with promoted 
campaigns that you’re now 
facing?   

    



What are the scenarios where 
you would consider 
native/promoted vs. other 
display or traditional ads? And 
what are the scenarios you 
wouldn’t? 

  

    

What about [same] on digital 
publishing platforms?   

    
 

      
Are there 
advantages/disadvantages 
associated with each?    

    

How would your native 
strategy differ between each 
channel?   

    

What are some big lessons 
you learned? What would you 
do differently next time? 

The most critical change in 
mindset is you have to quit 
being so obsessed with your 
brand and become obsessed 
with the brand’s audience. 
Change your mindset from 
advertiser to programmer - 
someone who has a message 
they need to get out into 
someone who has an audience 
they really need to engage.  
 
That’s the problem with 
advertorials - people are more 
concerned about the advertiser 
and not concerned about what 
the audience really needs and 
wants to hear. If the advertorial 
contained real news it’d be 
indistinguishable from 
everything else in paper. 
Problem is it’s crappy news not 
focused on needs of audience. 

“it’s about the user” - we keep 
coming back to this. 

    



We sell things by respecting the 
audience.  

Do you have any parting 
thoughts and advice for the 
next person facing a strategic 
decision about native 
campaigns? 

These convos could go on 
forever, because they’re not 
resolved in the industry.   

    

 

 



2.4 Content Marketing Vendor Survey_Q12015_rawdata 

Part 1 
Response 
ID Time Started Date Submitted Status Country City Region Postal 

Please re-enter your email 
address to start the survey: 

9 
2014-11-17 
11:47:38 

2014-11-17 
12:09:37 Partial United States Oakland CA 94601 jessica@altimetergroup.com 

13 
2015-01-21 
12:00:39 

2015-02-11 
14:51:31 Partial United States Alexandria VA 22301 jillian@unmetric.com 

15 
2015-01-21 
15:39:15 

2015-01-21 
15:40:43 Partial United States chris@zoomforth.com 

16 
2015-01-22 
13:45:05 

2015-04-01 
19:21:55 Complete ray@contently.com 

17 
2015-01-22 
15:44:56 

2015-04-06 
12:22:56 Complete United States Kansas City MO 64118 brody@divvyhq.com 

18 
2015-01-26 
08:02:40 

2015-01-27 
04:25:25 Partial Germany andrew.davies@idioplatform.com 

19 
2015-01-26 
10:46:50 

2015-01-26 
11:01:22 Partial United States 

San 
Francisco CA 94101 gary@streamwize.com 

20 
2015-01-27 
14:32:38 

2015-01-28 
17:53:17 Partial United States 

San 
Francisco CA 94111 andrew@pixleeteam.com 

21 
2015-01-27 
14:49:07 

2015-01-28 
17:14:54 Partial United States San Carlos CA 94070 lauren@readypulse.com 

22 
2015-01-28 
03:08:56 

2015-01-29 
12:57:53 Partial Israel Tel Aviv 05 asafr@brightinfo.com 

23 
2015-01-28 
15:30:17 

2015-03-30 
15:00:11 Partial United States New York NY 10128 js@citia.com 

25 
2015-01-29 
10:42:40 

2015-02-23 
15:04:55 Complete United States 

Staten 
Island NY 10303 joe@rallyverse.com 

26 
2015-02-05 
04:45:58 

2015-03-27 
05:17:24 Complete 

United 
Kingdom james@gathercontent.com 

27 
2015-02-12 
16:28:43 

2015-03-16 
17:55:38 Complete United States 

San 
Francisco CA 94101 maria.spika@linqia.com 

28 
2015-02-12 
19:40:49 

2015-02-13 
17:31:33 Partial United States 

San 
Francisco CA 94101 mika@flite.com 

29 
2015-02-13 
04:28:02 

2015-02-13 
10:09:35 Partial 

United 
Kingdom Kent E6 david@virallyapp.com 

30 
2015-02-16 
14:00:06 

2015-02-16 
14:00:38 Partial United States 

Mount 
Laurel NJ 08054 jeff.soriano@socialflow.com 



31 
2015-02-18 
13:21:54 

2015-02-18 
13:22:13 Partial United States Alexandria VA 22301 jillian@unmetric.com 

32 
2015-01-26 
14:37:10 

2015-02-20 
12:26:43 Partial United States Austin TX 78701 adam@onespot.com 

33 
2015-02-24 
14:06:44 

2015-02-24 
14:29:26 Complete United States Bronx NY 10451 aboer@movablemedia.com 

34 
2015-02-26 
17:29:16 

2015-03-01 
16:14:07 Complete United States Hingham MA 02043 rohan@iris.tv 

35 
2015-03-03 
18:24:44 

2015-03-31 
14:35:26 Complete United States Cupertino CA 95014 info@newzstand.com 

36 
2015-03-10 
15:21:46 

2015-03-31 
17:13:40 Complete United States Austin TX 78701 jenny.ryan@sprinklr.com 

37 
2015-03-10 
15:52:14 

2015-03-11 
13:09:19 Complete United States Austin TX 73301 rachel@spredfast.com 

38 
2015-03-10 
20:16:39 

2015-03-30 
17:03:14 Complete Canada Barrie ON  krista@gshiftlabs.com 

39 
2015-03-10 
22:07:20 

2015-03-31 
13:36:40 Complete     eburgess@publishthis.com 

40 
2015-03-11 
15:23:55 

2015-03-11 
15:45:51 Complete Canada Burnaby BC v5h3z7 jen@squeezecmm.com 

41 
2015-03-11 
15:34:27 

2015-03-31 
16:51:21 Complete United States 

San 
Francisco CA 94103 amalia.miller@getchute.com 

42 
2015-03-11 
09:50:30 

2015-03-31 
00:25:43 Complete United States Sturbridge MA 01566 dsexton@inboundwriter.com 

43 
2015-03-03 
10:50:34 

2015-03-31 
15:48:23 Complete Canada Toronto ON  belinda.alzner@scribblelive.com 

44 
2015-03-12 
10:30:25 

2015-03-30 
10:37:48 Complete United States Brooklyn NY 11213 elena.perez@opentopic.com 

45 
2015-03-12 
11:25:01 

2015-03-12 
11:25:09 Partial     eburgess@publishthis.com 

46 
2015-03-16 
14:08:37 

2015-03-16 
14:43:33 Complete United States Boston MA 02101 rfranks@snapapp.com 

47 
2015-03-17 
10:59:01 

2015-03-30 
11:47:52 Complete United States Shrewsbury MA 01545 andrea.rosi@oracle.com 

48 
2015-03-17 
09:45:10 

2015-03-31 
12:41:21 Complete United States    ptravaline@skyword.com 

49 
2015-03-17 
22:30:58 

2015-03-31 
21:17:58 Complete United States    wasim@rebelmouse.com 

50 
2015-03-18 
16:54:58 

2015-03-31 
15:25:34 Complete United States Gordonsville VA 22942 alex@silk.co 



51 
2015-03-19 
18:57:53 

2015-03-19 
18:58:12 Partial     eburgess@publishthis.com 

52 
2015-03-20 
12:52:09 

2015-03-31 
18:05:31 Complete United States    dan.schacter@kapost.com 

53 
2015-03-23 
09:02:00 

2015-03-23 
12:37:54 Complete United States New York NY 10001 mgoldberg@triplelift.com 

54 
2015-03-23 
17:10:00 

2015-03-31 
16:40:22 Complete United States    mariah@pluckpr.com 

55 
2015-03-11 
04:32:32 

2015-03-25 
05:33:11 Complete 

United 
Kingdom    fionastevens87@googlemail.com 

56 
2015-03-25 
11:08:13 

2015-03-31 
20:53:14 Complete United States    michael@curata.com 

57 
2015-03-26 
09:00:54 

2015-03-31 
12:05:58 Complete United States Reston VA 20191 jason@triblio.com 

58 
2015-03-26 
14:54:28 

2015-03-27 
17:55:04 Complete United States Sonoma CA 95476 jchurch@brandle.net 

59 
2015-03-13 
11:56:29 

2015-03-31 
14:49:24 Complete United States Buffalo NY 14201 craig@percolate.com 

60 
2015-03-26 
17:01:21 

2015-03-31 
17:17:47 Complete United States Kansas City MO 64106 katie.coffman@spotlightar.com 

61 
2015-03-29 
08:20:48 

2015-03-29 
09:27:21 Complete 

United 
Kingdom London H9  flemming@influmetrics.com 

62 
2015-03-30 
09:37:07 

2015-03-30 
10:25:21 Complete 

United 
Kingdom Hove B6 BN3 alex.vaidya@storystream.it 

63 
2015-03-30 
15:53:02 

2015-03-31 
13:06:07 Complete United States Santa Clara CA 95052 erin.singleton@adobe.com 

65 
2015-03-30 
19:21:01 

2015-03-30 
20:53:42 Complete United States San Mateo CA 94402 dennis.shiao@dnnsoftware.com 

66 
2015-03-31 
13:05:50 

2015-03-31 
22:08:32 Complete Canada Vancouver BC V6B greg@marketing.ai 

67 
2015-03-31 
19:46:05 

2015-03-31 
20:25:37 Complete United States 

San 
Francisco CA 94199 stakvorian@salesforce.com 

68 
2015-04-27 
02:28:53 

2015-04-30 
12:25:32 Complete Switzerland Lausanne 23 1015 ed@paper.li 

 

  



Part 2 

Response 
ID 

Company 
Name: Please 
indicate the 
following: 

Contact: Please indicate the 
following: 

Role/Title: 
Please indicate 
the following: 

Location/Headquartered 
(City, State; Country): 
Please indicate the 
following: 

Year 
Founded: 
Please 
indicate 
the 
following: 

URL: Please indicate the 
following: 

9 x x x x x x 

13 Unmetric Jillian Bonacolta 
Marketing 

Development New York, NY, USA 2012 unmetric.com 
15 Zoomforth Christopher Murphy CEO San Francisco 2013 www.zoomforth.com 
16 Contently Raymond Cheng VP Marketing New York 2011 www.contently.com 

17 DivvyHQ Brody Dorland Co-Founder 
Kansas City, Missouri; 

USA 2011 http://divvyhq.com 

18 idio Andrew Davies 
Co-Founder & 

CMO London, UK 2006 idioplatform.com 
19 Streamwize Gary Portney CEO San Francisco, CA 2012 www.streamwize.com 

20 Pixlee Andrew Higgins 

Director, 
Product 

Marketing 
San Francisco, CA; 

USA 2012 www.pixlee.com 

21 ReadyPulse Lauren Gould 

Product 
Marketing 
Manager San Carlos, CA, USA 2010 www.readypulse.com 

22 BrightInfo Asaf Rothem VP Marketing Tel Aviv, Israel 2013 www.brightinfo.com 
23 Citia Linda Holliday CEO New York, NY 2011 www.citia.com 
25 Rallyverse Joe Doran CEO New York, NY, USA 2010 www.rallyverse.com 
26 GatherContent James Deer Founder London 2012 http://www.gathercontent.com 

27 Linqia eric@linqia.com 

Director of 
Business 

Development San Francisco, CA, US 2012 www.linqia.com 

28 Flite Mika Bhatia 

Marketing 
Communicatio

ns Manager San Francisco 2006 www.flite.com 
29 Virally Ltd David Shaw CMO Canterbury, Kent; UK 2012 www.virallyapp.com 
30 
31 
32 OneSpot Adam Weinroth CMO Austin, TX 2012 http://www.onespot.com 

33 
Movable 

Media Andrew Boer President Greenwich 2011 www.movablemedia.com 



34 IRIS.TV Rohan Castelino 

Director of 
Business 

Development Los Angeles, CA, USA 2012 www.IRIS.TV 
35 NewzSocial Vasudha Badri-Paul Marketing Sunnyvale, Ca. USA 2010 www.newzsocial.com 

36 Sprinklr Katie O'Brien 

Director, 
Product 

Marketing 

Headquarters: 29 W 
35th St, New York, NY 

100018; Additional 
offices in 10 countries 2009 https://www.sprinklr.com/ 

37 Spredfast Rachel Jamail 

Brand 
Communicatio

ns Manager Austin, TX; USA 2008 www.spredfast.com 

38 gShift Krista LaRiviere 
Cofounder & 

CEO Barrie 2010 www.gShiftLabs.com 

39 PublishThis Eric Burgess 

Director, 
Product 

Management 
and Marketing 

Sherman Oaks, CA, 
USA 2008 www.publishthis.com 

40 SqueezeCMM Jen Evans cofounder 
Toronto Ontario 

Canada 2013 www.squeezecmm.com 

41 Chute Amalia Miller 

Director of 
Communicatio

ns 
San Francisco, CA; 

USA 2011 http://www.getchute.com 
42 InboundWriter Skip Besthoff CEO San Mateo CA 2006 www.inboundwriter.com 

43 ScribbleLive Belinda Alzner 

Product 
Marketing 
Manager Toronto 2008 www.scribblelive.com 

44 Opentopic 
elena.perez@opentopic.co

m Marketing New York 2012 www.opentopic.com 
45        
46 SnapApp Seth Lieberman CEO Newton, MA USA 2011 snapapp.com 

47 Oracle Carolyn Love 

Director, 
Analyst 

Relations 
Redwood Shores, CA, 

USA 1977 www.oracle.com 

48 Skyword Patricia Travaline 
VP of 

Marketing Boston, MA, USA 2010 www.skyword.com 

49 RebelMouse Wasim Ahmad 
Head of 

Marketing New York, NY, US 2012 http://rebelmouse.com 

50 Silk.co Alex Salkever CMO 

Amsterdam / San 
Francisco / New York 

City 2011 www.silk.co 



51        

52 Kapost Dan Schacter 

Senior 
Communicatio

ns Manager Boulder, CO; USA 2010 Kapost.com 

53 TripleLift Michael Goldberg 
Sr. Director, 

Marketing New York 2012 triplelift.com 

54 NewsCred Mariah Lafey 
Press/Analyst 

Contact New York City 2008 

http://newscred.comNewsCred 
is the leading content 

marketing platform. We help 
brands transform the way they 
create and share their stories 

with the world. 

55 Quill Fiona Stevens 
Marketing 
Manager London 2011 www.quillcontent.com 

56 Curata Michael Gerard CMO Boston, MA; USA 2007 www.curata.com 

57 Triblio Jason Jue 

Chief 
Marketing 

Officer, co-
founder Reston, VA, USA 2013 triblio.com 

58 Brandle, Inc. Janet Church 

Marketing & 
Customer 

Experience Sonoma 2011 brandle.net 

59 Percolate Craig Breslawski 
Sr Marketing 

Manager New York, NY 2011 http://www.percolate.com 
60 SIM Partners Tari Haro CMO Chicago, IL; USA 2006 www.simpartners.com 
61 Influmetrics Flemming Madsen Founder, CEO London 2014 https://influmetrics.com 
62 StoryStream Alex Vaidya CEO Brighton, UK 2011 www.storystream.it 

63 Adobe Erin Singleton 
Analyst 

Relations San Jose, CA 1982 www.adobe.com 

65 DNN Dennis Shiao 

Director, 
Content 

Marketing San Mateo, CA, USA 2007 http://www.dnnsoftware.com 
66 Marketing.AI Greg Marlin CEO Vancouver 2012 http://www.marketing.ai 

67 Salesforce Sarah Takvorian 
Market 

Strategy 
San Francisco, CA; 

USA 1999 https://www.salesforce.com/ 

68 Paper.li Edouard Lambelet 
Co-founder, 

CEO Lausanne; Switzerland 2010 www.paper.li 



Part 3 

Response 
ID 

Describe your company in 140 
characters 

Share any relevant background of 
key leadership in your company: 

How many 
full-time 
employees 
does your 
company 
employ? 

What 
level of 
funding 
has your 
company 
raised? 
(dollar 
amount) 

What is the 
annual 
revenue of 
your 
organization? 

Indicate 
your 
company's 
current 
financial 
status: 

9 1 
$10M-

50M <$1million Profitable 

13 

Social media analytics that 
provide context, clarity & 

actionable insights. Essential 
companion to listening & 

publishing tools. 

Lux Narayan has 18 years of 
experience across media, Internet, 

advertising and entertainment, 
seven of them with the Interpublic 
Group, and then Unmetric, which 
he co-founded with fellow IIT/IIM-
alumni Kumar and Joe.    Kumar 

Krishnasami has close to 2 
decades of experience, in senior 

technology roles and across 
verticals, at JP Morgan Chase, 

Allstate Insurance, MCI Worldcom 
and startups.     Along with 18 

years of experience, mostly in the 
SAP ecosystem as an independent 

consultant and with AkzoNobel, 
Joseph Varghese also dabbled in 

other technology platforms and 
developed many products, some 
for his own amusement.    Over a 

decade in senior level account and 
sales management with startups 

as well as Nielsen and Accenture, 
Jay Rampuria brings in 

considerable expertise in digital 
and social media analytics, having 

partnered with global brands and 
their agencies.    Lakyntina 

Lakshmanan has over 17 years of 80 

Prefer 
not to 

answer 

Not 
sure/cannot 

disclose 
Prefer not 
to answer 



experience in the Finance and 
Technology industries having 

worked with UTI MF, ABN AMRO 
and HCL.     Rick Liebling brings 

more than 15 years of agency 
experience to Unmetric, working 

across PR, digital, social and 
creative advertising disciplines on 

behalf of Fortune 500 brands. 

15 

Zoomforth helps talent and 
sales professionals 

communicate more personally, 
visually and effectively with their 

audience.  6 <10M <$1million 

Attained 
positive 

cash flow 

16 

Contently helps companies build 
loyal audiences through 

premium, original content with 
leading technology, talent, & in-

house expertise. 

Joe Coleman - CEO  Shane Snow 
- CCO  Dave Goldberg - CTO  

Brett Logren - CRO 73 
$10M-

50M 
$10 million to 

$25million 

Attained 
positive 

cash flow 

17 

A content planning & workflow 
platform built to help content 

teams get organized, 
collaborate and efficiently 

produce high-quality content. 

The founders of DivvyHQ, Brody 
Dorland and Brock Stechman, 
come out of the digital agency 

world. As part of our engagements 
with clients, we would walk through 

a robust content strategy process 
to help them develop a roadmap 

for executing an integrated 
marketing effort that would achieve 
their defined goals/objectives. One 

of the primary deliverables of our 
strategy process was an editorial 

calendar spreadsheet that mapped 
out 3 to 6 months worth of content 

ideas (organized by 
vehicle/channel) with production 

deadlines, publish dates, content 
owners and other meta data. This 

excel file would then be handed off 
to clients and we would assist 

them as needed to “work the plan”.    10 <10M 
$1 million to 
$10 million 

Not 
profitable 

yet 



After the first month or two, we 
would consistently run into issues 
with clients feeling overwhelmed 
and not being able to sustain the 

overall content planning and 
production effort. Certainly part of 

this is due to resource and 
organizational challenges, but 

another major failure was due to 
the editorial calendar spreadsheet 

format itself.    With failure after 
failure, we put our heads together 

and started thinking seriously 
about building a better tool that not 

only could be used within our 
agency, but also within the larger 
marketing industry in general. In 
early 2011, we began laying the 

foundation for the application. 
Brody developed the primary 

architecture and wireframes. Brock 
developed the user interface and 

user experience. Our beta was 
launched at the first Content 

Marketing World in September of 
2011.    Since that time, DivvyHQ 

has been embraced not only by big 
brands and enterprise-level 

companies, but also by the global 
marketing industry. 

18 

idio analyses the content 
choices of your prospects to 
deliver predictive marketing 

insight, content marketing ROI, 
& sales intelligence. 

David Eldridge (Chairman) - 
previously founder and CEO of 
Alterian, growing the campaign 

management vendor from 0-450 
staff, through several acquisitions 
and listing on the stock exchange.     
Edward Barrow (CEO) - previously 

at KiQ, a leading predictive 
analytics innovator.    Andrew 

Davies (CMO) - previously founded 36 
$10M-

50M 
$1 million to 
$10 million 

Not 
profitable 

yet 



thru digital, a social analytics and 
digital marketing agency; 

previously in Technology, Media & 
Telecoms division at Deloitte.    

Tom Salvat (CSO) - previously 
head of Content Sales at Press 

Association. 

19 

STREAMWIZE is a visual 
content marketing platform that 

offers a more effective means to 
engage, interact and transact 

with customers.  10 

Prefer 
not to 

answer 

Not 
sure/cannot 

disclose 

Not 
profitable 

yet 

20 

Pixlee is a marketing platform 
that allows brands to collect, 

curate, and display user 
generated content across their 

owned media channels. 

Founded in 2012 by Kyle Wong, 
Awad Sayeed, Miraj Mohsin, and 

Jeff Chen. Funded by a number of 
VC firms, and individual investors 

including Andreessen Horowitz, 
Rothenberg Ventures, and XSeed 

Capital. This year co-founders Kyle 
Wong & Awad Sayeed were 

honored in the Forbes 30 Under 30 
List. 17 

Prefer 
not to 

answer 
$1 million to 
$10 million 

Not 
profitable 

yet 

21 

ReadyPulse is changing the 
face of digital marketing, 

delivering social proof on-
demand and @scale. 

CEO - Dennis O'Malley: SVP @ 
Moxie Software, VP Sales @ 
Gartner  President - Srinivas 

Penumaka, Microsoft  CTO - Vinod 
Gupta - Amazon  VP Engineering - 

Mihir Vaidya, Microsoft 25 
$10M-

50M 
$1 million to 
$10 million 

Attained 
positive 

cash flow 

22 

BrightInfo is a provider of web 
content recommendation engine 

that turns anonymous visitors 
into known marketing leads with 

no manual effort 

Aki Ratner - active chairman, 
http://linkd.in/1y4giGH  Boaz 

Grinvald - CEO 
http://linkd.in/1LgpBMA 12 

Prefer 
not to 

answer 

Not 
sure/cannot 

disclose 
Prefer not 
to answer 

23 

A card-based mobile publishing 
system for Brands, Publishers 

and Agencies 

Founder of Medical Broadcasting 
Company (sold to Publicis/Digitas 

Health).     Angel Investor and 
member of NY Angels. 10 

Prefer 
not to 

answer <$1million 

Not 
profitable 

yet 

25 
Rallyverse helps teams across 

your enterprise discover, create 

The founding and leadership team 
has over 40 years of advertising 
technology experience building 4 <10M 

$1 million to 
$10 million 

Prefer not 
to answer 



and share great content to 
social networks and beyond. 

display, paid search, advanced 
targeting and ad-serving systems 
at companies such as Microsoft, 

aQuantive, Dstillery, Myspace and 
AT&T Labs.      We used to do ad 

tech, and we think that the lessons 
we learned building search and 
display ad platforms translate to 

content marketing: that relevance 
matters, that marketing needs to 
scale, and that tools need to be 

easy to use and to reduce 
complexity for marketers.    We’re 

not an agency, and we’re not 
social media gurus or any kind of 
ninjas. We love building products 

to solve complex marketing 
problems, and nothing makes us 

happier than seeing our customers 
using Rallyverse. 

26 

GatherContent is a content 
planning, production and 

delivery platform. 

Founders previously ran a 
successful digital consultancy 

specialising in the Oil & Gas 
Service sector. 10 

Prefer 
not to 

answer 
$1 million to 
$10 million 

Attained 
positive 

cash flow 

27 

Linqia matches brands to digital 
storytellers at scale through 

technology delivering authentic 
stories that drive guaranteed 

performance 

Prior to co-founding Linqia, CEO 
Maria Sipka was formerly COO at 
XING and previously founded and 

lead a content marketing agency in 
Australia. Co-founder Nader 

Alizadeh, President and COO at 
Linqia previously co-founded 

Lithium Technologies and was 
Director of Operations at oFoto. 25 

$10M-
50M 

$1 million to 
$10 million 

Prefer not 
to answer 

28 

Flite enables customers to build, 
traffic, and measure interactive,  

content-rich ads at scale 

Leadership team have prior 
experience from Facebook, 
Google, Digitas, Brightmail, 

Vignette, Avid, and Epicentric, 
among other companies 46 

$10M-
50M 

$1 million to 
$10 million 

Prefer not 
to answer 



29 

Content marketing platform that 
increases downloads of eBooks 

and whitepapers using social 
sign-in technology  2 <10M <$1million 

Not 
profitable 

yet 
30       
31       

32 

OneSpot is a content marketing 
platform for serially delivering 

multiple pieces of content to the 
same person, wherever they are 

online. 

Steve Sachs, CEO - Former EVP 
of Consumer Sales & Marketing for 
Time Inc.  Adam Weinroth, CMO - 
Former VP of Strategic Marketing 
for Demand Media  Brian Axe, VP 

of Product - Former Director 
Product for Google AdSense for 

Content  Damian Borichevsky, VP 
of Services, Former  VP of 

Customer Enablement for SailThru 30 

Prefer 
not to 

answer 

Not 
sure/cannot 

disclose 
Prefer not 
to answer 

33 

Content with an Audience. 
Movable Media recruits 

influencers with an audience to 
create and promote content on 

your site. 

Founding team from Associated 
Content, Accept.com, TRUSTe, 

Reed Elsevier and Ziff Davis. 10 >$250M 
$1 million to 
$10 million 

Attained 
positive 

cash flow 

34 

IRIS.TV is a programmatic 
content delivery system that 

turns a publisher's video library 
into a continuous and 

personalized video stream. 

CEO: Field Garthwaite has worked 
with some of the world’s most 

influential media and technology 
companies before Co-Founding 
IRIS.TV. With expertise in data 

architecture, recommendations, 
post-production and distribution.    

CRO Robert Bardunias  is one of 
the industry's leading experts in 

media monetization. As Managing 
Director of FINAM, Rob led the firm 

through significant growth, 
including building one of the 

world's top audience development 
exchange. Rob brings experience 

from a long career working in 
finance, entertainment, and 

technology, having worked for 
Verizon, National Lampoon and 10 

Prefer 
not to 

answer 

Not 
sure/cannot 

disclose 
Prefer not 
to answer 



Hulu LLC.    Chief Data Scientist 
Tom Sullivan is  a data 

scientist/statistician with extensive 
IP development experience and is 

the (co)-author of eight books. 
Prior to joining IRIS.TV, he spent 
13 years as a Senior Information 
Scientist at the RAND Corp., and 
worked with Truecar and the US 

Government. He holds a Ph.D. in 
Computational Sciences, an M.S. 

in Statistical Sciences, and an M.A. 
in Economics. 

35 

NewzSocial is a powerful Social 
Media Marketing platform for 
discovering content, creating 

campaigns, adding advocates & 
measuring results. 

Anand Jagannathan is the CEO of 
NewzSocial.     Anand  founded 

Responsys, Inc. in April 1998, 
which was sold to Oracle for 1.5 B 
in December 2013.   He was also 

the founder of Banyan Systems 
where he designed the first PC-

based, multi-purpose network 
server, Banyan Vines.   He started 

his career at Bell Labs and has 
received three patents for his work 
at Bell Labs, Banyan, and Reach.    

Dr. Jagannathan holds a Ph.D. 
and MS in Computer Science from 

Rice University, and a BS in 
Electrical Engineering from the 
Indian Institute of Technology, 

Kanpur, India. 15 
$10M-

50M <$1million 

Not 
profitable 

yet 

36 

The most complete social 
software platform in the world, 

purpose built for large 
enterprises 

Ragy Thomas, Founder and CEO  
Ragy is a technology visionary, 
entrepreneur, and investor who 

has plated an instrumental role in 
the evolution of two business-

critical channels for the enterprise: 
email and social media. Prior to 

founding Sprinklr, Ragy was 
president of Epsilon’s (NYSE: 700 

Prefer 
not to 

answer 

$100 million 
to $250 
million 

Prefer not 
to answer 



ADS) Interactive Services from 
2006 to 2008 and the CTO of 

Bigfoot Interactive, an email 
marketing leader that Epsilon 
acquired in 2005. Ragy also 

serves on the board of directors at 
Kenscio, a digital marketing 

services company he co-founded 
in 2009, and Cloth, a mobile 

fashion application company.    
Carlos Dominguez, President and 

COO  Carlos has more than 30 
years of enterprise technology 

experience. Previously an active 
member of Sprinklr’s board of 
directors, today Carlos guides 

strategic direction for Sprinklr and 
leads the marketing, sales, 

services, and partnerships teams 
for the organization. Prior to joining 

Sprinklr, Carlos spent 22 years at 
Cisco Systems in a variety of roles. 

Over the last seven years, he 
served as a technology evangelist 

and representative for the 
chairman and CEO of Cisco, 

delivering thought-provoking and 
interactive keynotes to audiences 

worldwide. During his tenure at 
Cisco, he established Cisco in the 

strategic markets of financial 
services, media, and 

pharmaceuticals. He also helped 
establish and led Cisco’s Service 
Provider organization to generate 

more than $14 billion in annual 
revenue. Before joining Cisco, 

Carlos held management positions 
at Timeplex, Inc. and New Jersey 

Bell/Bell Atlanticom. Carlos also 



serves on several boards of 
directors, including Medidata 

Solutions, Inc., the CDC 
Foundation, Cisco Foundation, 

NJIT Board of Overseers & 
Catalyst, and Princess House.    

Murali Swaminathan, EVP, Client 
Success and Engineering  Murali 

runs Sprinklr’s Engineering, 
Operations and Services divisions. 

Prior to Sprinklr, Murali spent 
several years at Cisco Systems 
Inc. where he held several key 

leadership roles. These included 
the principal lead for the 

acquisition integration practice for 
Cisco Engineering, as well as 

developing the strategy and 
managing its global data center 

operations.    Paul Michaud, Senior 
Director, Product Management  

Paul leads product strategy and 
development for Sprinklr's Content 
Lifecycle Management module. He 

recently joined Sprinklr from Citi 
where he held a leading role on 

the Global Content & Social team 
including strategy, measurement, 
listening, and customer care. He 

also has experience with marketing 
reengineering and automation. 

Prior to Citi, Paul led professional 
service teams at Viant, Watchfire, 

and Seer Technologies. 

37 

We deliver smart social 
technology that improves 

consumer touchpoints. We help 
marketers engage the right 

audiences with relevant content. 

Rod Favaron, Spredfast President 
and Chief Executive Officer: Prior 

to Spredfast, Rod guided Lombardi 
Software from an early start-up into 

a global leader in BPM solutions 
acquired by IBM in 2010. Prior to 410 

Prefer 
not to 

answer 

Not 
sure/cannot 

disclose 
Prefer not 
to answer 



joining Lombardi, Rod served as 
CEO of Mediaprise, Inc., a brand 

asset management software 
company.  Jim Rudden, Spredfast 

Chief Marketing Officer: Prior to 
Spredfast, Jim was VP of Global 
Marketing at Lombardi Software, 

where he was responsible for 
brand and product marketing as 
well as demand generation. He 

has more than 20 years 
experience in technology 

marketing and implementation in 
the areas of enterprise software.   

Manish Mehta, Spredfast Chief 
Product Officer: Prior to Spredfast, 

Manish served as CEO of 
Marketvine, an eCommerce 
solutions provider, which he 

founded as a stealth mode 
incubation effort within Dell in 

2012. Manish originally joined Dell 
is 1995 and provided visionary 

leadership across several roles, 
including VP of Dell's Global Social 
Media & Community Group, VP of 
Dell Labs, VP of Social Commerce 

Incubation, VP & Global GM of 
Dell.com, and a Partner at Dell 

Ventures.  Virginia Miracle, 
Spredfast Chief Customer Officer: 

Prior to Spredfast, Virginia was 
EVP of Digital Strategy at Ogilvy 
PR Worldwide where she led the 

North American arm of their social 
media and word of marketing 

practice.   Tim Barker, Spredfast 
Chief Financial Officer: Prior to 

Spredfast, Tim served as CFO and 
Treasurer for RealPage, Inc. Prior 



to RealPage, Tim was CFO of 
etalk. 

38 

Web presence analytics for 
brands & agencies. Our unique 
dataset for SEO & Social helps 

digital marketers make & 
distribute smarter content. 

Cofounders, Krista LaRiviere and 
Chris Adams, founded web content 

and SEO friendly web content 
management system, Hot Banana. 

Acquired by Lyris in 2006. 26 
$10M-

50M 
$1 million to 
$10 million 

Not 
profitable 

yet 

39 

PublishThis helps brands, media 
companies, & agencies deliver 
better content marketing more 

often across all digital 
destinations. 

PublishThis isn’t just a technology 
company. Our leadership has a 

mix of deep technical experience 
with hands-on business leadership 

in new media publishing, 
marketing, and content creation 

from companies like 
Edmunds.com, BlueNile, Disney, 

Youbet.com, Hearst, Activision, 
Demand Media, Ebix, JPL and 

Myspace. Our founders were key 
parts of building Edmunds.com into 
a business making 7x the revenue 

from when they started. 25 
$10M-

50M 
$1 million to 
$10 million 

Prefer not 
to answer 

40 

SqueezeCMM: content 
marketing performance 

measurement + intelligence 
platform that applies taxonomy 

to content marketing assets and 
actions. 

Jen Evans: over a decade of 
corporate content marketing 

experience and B2B marketing; 
developed the tool to measure 

agency customer programs and 
spun it out. 5 

Prefer 
not to 

answer <$1million 

Attained 
positive 

cash flow 

41 

Chute gives brands and 
publishers mastery over the 

world’s visual media through its 
visual marketing automation 

platform. 

Ranvir is the co-founder and CEO 
of Chute. An entrepreneur in spirit, 

Ranvir is the previous co-founder 
of LifeGrams Corporation and Blue 

Whale Labs. Currently he serves 
on the Board of The Detroit 

Foundation – a non-profit focuses 
on reinvigorating the city through 
social entrepreneurship and job 
growth.    Gregarious is the co-

founder and CTO of Chute. He is 
responsible for architecting and 

scaling the Chute platform. 45 
$10M-

50M 
$1 million to 
$10 million 

Not 
profitable 

yet 



Previously, Gregarious was the VP 
of Product at Klout where he 

helped establish the Klout Score 
as the standard for online influence 

through product development and 
developer outreach. 

42 

InboundWriter predicts content 
traffic performance before the 

content is written, based on the 
topic and target website. 

Our technical team has a deep 
background in SEO, data analytics 
and semantics, which enables the 

unique approach we have 
pioneered. 13 

Prefer 
not to 

answer 

Not 
sure/cannot 

disclose 
Prefer not 
to answer 

43 

The world’s leading content 
marketing software powered by 

big data. 

Vince Mifsud, Chief Executive 
Officer:  - Past C-level roles at 

Genesis Worldwide, Pivotal 
Corporation, Rand Technologies    

Divesh Sisodraker, Chief Product 
Officer:  - Past partner at Vanedge 
Capital; Past C-level roles at Taleo 
& Pivotal Corporation    Sylvia Ng, 

VP, Growth & Analytics:  - Past 
marketing roles at Google, 

OANDA, eBay    KL Wong, VP, 
Engineering:  - Past engineering 
roles at Proofpoint, Algorithmics, 
Workbrain    Paul Harraghy, VP, 
Sales EMEA:  - Past VP role at 
Corbis    George Strathern, VP, 

Sales Americas:  - Past VP role at 
Experian Marketing Services 86 

$10M-
50M 

$10 million to 
$25million 

Not 
profitable 

yet 

44 

Opentopic enables companies 
to effectively engage and 

acquire customers across digital 
channels with high-quality, 

curated content. 

Opentopic’s CEO is Christian Jorg, 
serial entrepreneur and digital 

media leader with previous roles at 
Gerson Lehrman Group, Universal 

Music and Bertelsmann AG. 8 <10M 

Not 
sure/cannot 

disclose 
Prefer not 
to answer 

45       

46 

SnapApp is an interactive 
content creation platform that 

enables marketers to boost 
results by 2-3x across all their 

marketing programs. 

Serial entrepreneurs and tech start 
up veterans in the engagement, 

lead generation and marketing 
services space. 28 

Prefer 
not to 

answer 
$1 million to 
$10 million 

Not 
profitable 

yet 



47 

The Oracle Marketing Cloud is a 
leading cross-channel marketing 

solution that helps marketers 
acquire and retain ideal 

customers  120000 

Prefer 
not to 

answer 
$10 billion or 

more Profitable 

48 

Skyword moves brands forward 
by embracing a sustainable, 
scalable approach to original 

storytelling through its platform 
and services. 

Tom Gerace, CEO and founder: 
Prior to Skyword, Tom founded Be 

Free, Inc, publicly traded online 
marketing company. During this 

time Tom was awarded two 
patents for profiling computer 

users and targeting advertising 
based on that user data. The 

company was acquired by 
ValueClick in 2002. Tom is also a 

founding member of the Social 
Media Ad Consortium (SMAC).     

Rob Murray, President of Skyword, 
served as Global CEO of 

iProspect, where he oversaw the 
acquisition of Rage Online Media 

and ICUC Moderation services. 
Rob was named to BtoB 

Magazine's "Who's Who in Search" 
from 2008-2011. 130 

$10M-
50M 

Not 
sure/cannot 

disclose 
Prefer not 
to answer 

49 

@RebelMouse - Create 
amazing content + community 

experiences that grow high 
value audiences and addictive, 

loyal and lasting communities 

CEO Paul Berry is former CTO of 
Huffington Post. Core team has 

worked with Huffington Post, Time, 
AOL, Adobe, WPP 97 

$10M-
50M 

Not 
sure/cannot 

disclose 

Attained 
positive 

cash flow 

50 

Silk is a data publishing and 
visualization platform. Silk 

transforms any spreadsheet into 
beautiful interactive charts, 

maps and galleries 

Salar al Khafaji (1985) is co-
founder and CEO of Silk, a startup 

building a platform for structured 
data on the web. Silk combines a 

deep vision for the future of the 
semantic web with innovative 

technology. Prior to founding Silk, 
Salar studied theoretical physics at 
the University of Amsterdam while 

working in technology. He led 15 

Prefer 
not to 

answer 

Not 
sure/cannot 

disclose 
Prefer not 
to answer 



various projects at an agency in 
The Hague, Q42, from highly 

scalable SMS gaming 
infrastructure to one of the first 

software NFC implementations. 
Later, he did R&D at Xopus, an 

advanced web-based XML editor 
(sold to SDL in 2010). 

51       

52 

Kapost provides a process for 
managing the entire content 

lifecycle - from ideation to 
distribution - and measure the 

impact of every asset. 

Toby Murdock and Mike Lewis co-
founded Qloud. Qloud is a social 

music service that allows users to 
share their musical identity and 

discover music from friends. Mike 
and Toby built Qloud up to 25M 
monthly unique users and then 
successfully sold the company.     

Nader Akhnoukh co-founded 
Tamale Software in 2002. Tamale 

pioneered the Research 
Management Solution industry for 
the Financial Services sector and 
was acquired by Advent Software 
in 2008.     Toby, Mike and Nader 

co-founded Kapost in 2009. 78 
$10M-

50M 
$1 million to 
$10 million 

Not 
profitable 

yet 

53 

TripleLift's native advertising 
platform helps marketers deliver 

beautifully integrated visual 
content accessible 

programmatically via RTB. 

TripleLift's co-founders were 
among the early employees of 

AppNexus, one of ad tech's 
biggest companies.  The trio 

employed their experience in the 
programmatic space and applied it 

into building a native advertising 
platform that could easily deliver 

scale by ensuring it was easily 
accessible through open RTB 

protocols and 100 percent 
programmatic. 45 

$10M-
50M 

$10 million to 
$25million 

Attained 
positive 

cash flow 

54 

NewsCred is the leading content 
marketing platform. We help 

brands transform the way they 

Before co-founding NewsCred, 
CEO Shafqat Islam, was a VP at 
Merrill Lynch where he led their 194 

$10M-
50M 

Not 
sure/cannot 

disclose 
Prefer not 
to answer 



create and share their stories 
with the world. 

global technology practice. In 
2014, NewsCred brought two 

valuable people onto the 
leadership team, Sumit Guha and 
Michael Brenner. Sumit Guha, our 

Chief Technology Officer, was 
formerly the CTO of IBM’s 

Enterprise Marketing Management 
Division. Michael Brenner is 

NewsCred’s Head of Strategy and 
prior to joining the company he 

was the VP of Marketing and 
Content Strategy at SAP. 

55 

Quill are global content 
marketing specialists, purpose-

built to deliver high performance 
content for brands. 

Ed Bussey, Founder & CEO  Ed 
Bussey is Founder and CEO of 
Quill. Prior to launching Quill in 
2011, Ed was Chief Operating 

Officer at ZYB, an award-winning 
mobile social networking pioneer 
acquired by Vodafone Plc in May 

2008. Ed was also part of the 
founding team and Global 

Marketing Director of online 
clothing retailer Figleaves.com, 
acquired by N Brown Plc in Oct 

2010. Ed has held non-executive 
director, chairman and advisory 

positions with companies including, 
Mr. & Mrs. Smith Boutique Hotels, 

Bauer Media Group, Charles 
Tyrwhitt, Secretsales and Evans 

Cycles. Ed began his career in the 
Royal Navy and subsequently held 

various security and diplomatic 
appointments around the world.    

Harvey Turner, COO  Harvey has 
a solid background in digital 

marketing and communications. 
He began his career at IBM and 

has since worked across a number 30 
$10M-

50M 
$1 million to 
$10 million 

Prefer not 
to answer 



of industries including travel, retail, 
finance, consumer electronics, 

gaming and FMCG. Harvey has 
developed strategy for businesses 

including WWAV Rapp Collins, 
Grand Union and Bodugi 

Technology and has a wealth of 
experience in both UK and US 

markets.     Kevin Deeley, CFO  
Kevin joins Quill with strong 

experience in digital content and 
advertising, media and publishing. 

Kevin has previously held positions 
at businesses including Base79, 

IGA Worldwide, PR Newswire, and 
Sterling Publishing Group.    Andy 

Britcliffe, CTO  Andy joined Quill 
from Sporting Index Group where 
he was CTO and was responsible 

for Technology across Sporting 
Index and Sporting Solutions. He 

has extensive experience building 
software for major organisations 

such as Google, HP, Fujitsu, News 
International, The Cabinet Office, 

Chevron, Boots and Microsoft.  An 
entrepreneur himself, Andy has 

also founded a number of 
technology-driven ventures. He is 

passionate about building world 
class businesses that are 

underpinned by best in class 
technology. 

56 

Curata’s software enables 
marketers to scale a data-

driven, content marketing supply 
chain to grow leads and 

revenue. 

Our leadership team has over 80 
years of combined experience 
across engineering, customer 

success, sales and marketing.  We 
have deep experience in the 

functional area of marketing, which 
enables us to develop and deliver 25 

Prefer 
not to 

answer 

Not 
sure/cannot 

disclose 
Prefer not 
to answer 



a highly valuable solution for our 
marketing customers. Our team 

also brings to the table a range of 
experience from start-up to  large 

companies. (e.g., Google, 
Microsoft, Constant Contact, IDC, 

Vistaprint, Zmags and Merrill 
Lynch) 

57 

Content marketing software that 
personalizes content and calls 

to action for multichannel 
marketing campaigns. 

Our team has unrivaled experience 
in building innovative products for 

marketers and practicing 
innovative marketing.    Andre Yee, 

Triblio CEO, was ex-Group Vice 
President at Oracle for 6 months 

after serving almost 5 years as ex-
SVP of Products at Eloqua. During 

Mr. Yee's tenure at Eloqua the 
company grew 5x in revenue, 
IPOed, and was then sold to 

Oracle.    Mike Ball, Triblio CTO, 
was the lead architect at Eloqua 
where he built highly interactive 
user experiences and designed 

high scale systems.    Jason Jue, 
Triblio CMO, has practiced B2B 

tech marketing for most of his 
corporate tenure. He was CMO at 

Vocus (now Cision), VP of 
Marketing at Rackspace, and 
Executive Director at Dell. As 

executive director at Dell, he held a 
number of leadership positions 

responsible for Global SMB CRM, 
APJ Home and Small Business 

Ecommerce Sales, and Medium 
Business Ecommerce Sales. 10 

Prefer 
not to 

answer 

Not 
sure/cannot 

disclose 

Not 
profitable 

yet 

58 

Brandle® Presence Manager 
gives any enterprise the power 
to discover, inventory, monitor 

Chip Roberson, CEO, has over 25 
years of experience in the software 
industry. Before founding Brandle, 

Chip was an angel investor and 6 

Prefer 
not to 

answer 

Not 
sure/cannot 

disclose 
Prefer not 
to answer 



and protect its points of 
presence across the Web. 

corporate board member/adviser to 
a select number of companies 

through Carneros Ventures, LLC. 
He was also a founder and the 

software architect at Cerent 
Corporation, an optical equipment 
company sold to Cisco in 1999 for 

$7.2 billion.     Edgar Abadines 
leads engineering at Brandle. He is 

a 20-year technology veteran with 
experience in mobile, web, and 
embedded technologies. Edgar 

was the principal at e4c solutions, 
llc, a pioneer company in the 

mobile software applications space 
concentrating on the Android and 

Apple iOS platforms. Edgar has 
also held lead software 

engineering roles at Cisco 
Systems, Cerent Corporation, 

Nortel Networks and BNR.    Janet 
Church leads marketing and 

customer experience at Brandle. 
As an early employee at Microsoft, 

Janet helped launch many of the 
products we work with today. She 

went on to create her own multi-
million dollar technology marketing 
firm (JCA), where she presided as 

President and CEO for 16 years. 
At JCA, Janet and her team were 
integral to the launch of Microsoft 
Windows, and other products by 
Microsoft, Intel, Apple, and their 

Independent Hardware and 
Software Vendors.    Dave Hillard 

leads our product development. He 
is a 20-year veteran of building 

and leading outstanding 
development teams and working 



hand-in-hand with customers to 
define and deliver meaningful 

solutions and products. Prior to 
joining Brandle, Dave managed 
Cisco Systems’ geographically 

diverse Optical Networking 
software group where he oversaw 
software development for all data-

oriented cards and the group’s 
ground-breaking network-wide 

traffic provisioning system. 

59 

Percolate is the system of 
record for marketing, a 

centralized platform for all 
enterprise marketing operations. 

Percolate was founded in 2011 by 
Noah Brier and James Gross. 

Noah Brier ran the strategy 
department at The Barbarian 

Group, a digital advertising agency 
based in NYC, from 2008 until 

2011. Noah has been named to 
Fast Company's 100 Most Creative 

People in Business, a "social 
media innovator" by 

BusinessWeek, and sits on the 
World Economic Forum's Global 
Agenda Council on social media. 
James Gross created and led the 

brand publishing division of 
Federated Media from 2008 until 

2011, working with some of the 
world’s largest advertisers like 

Microsoft, IBM, and Procter and 
Gamble to create content-driven 

marketing programs. Most notably, 
James was responsible for the 

content strategy, creation and re-
launch of American Express’ 

OPEN Forum, one of the longest 
running and most successful digital 

marketing programs across 
industries. 220 

$50M-
100M 

$10 million to 
$25million 

Not 
profitable 

yet 



60 

Velocity is a local marketing 
automation platform that drives 

location-based customer 
acquisition across search, social 

and mobile. 

Tari Haro, CMO, iCrossing  Amy 
Cooper, CFO, Grubhub  Gib 

Olander, VP of Product, Localeze 
founder 67 <10M 

Not 
sure/cannot 

disclose Profitable 

61 
Smart tools that help improve 

the ROI of content. 

Flemming Madsen founded 
Onalytica, a leader in Influencer 

Relationship Management 
services, in 2004 and worked as it 

CEO/Chairman until 2013. 4 

Prefer 
not to 

answer <$1million 

Not 
profitable 

yet 

62 

StoryStream is an enterprise 
grade social curation and live 

content publishing platform 
trusted by some of the world's 

best brands. 

StoryStream was founded in 2012 
by a group of people who all had a 

shared vision for how marketing 
was changing and where it needs 

to go.    With combined experience 
in global brand marketing, cutting-

edge technical development and 
user centered design, we are a 

team who is passionate about how 
technology can disrupt industries 

and make people think differently. 16 

Prefer 
not to 

answer 
$1 million to 
$10 million 

Prefer not 
to answer 

63 
Adobe is changing the world 
through digital experiences. 

Adobe is led by a seasoned 
management team, maintains a 
large best of breed engineering 

team and continually is investing in  
future innovation and product 

development. 
http://www.adobe.com/leaders.html 12,000 

Prefer 
not to 

answer 
$1 billion to 
$10 billion 

Prefer not 
to answer 

65 

We help marketers create, 
measure and monetize content. 

We build engagement, 
amplification and measurement 

tools around a Web CMS. 

Navin Nagiah, our CEO, has been 
instrumental in helping us acquire 

more than 2,500 customers who 
use DNN software for creating and 
managing online content; building 

and nurturing customer 
communities; and increasing 

engagement.     Will Morgenweck, 
our VP Product Management has 

designed and developed 
commercial web applications for 
more than 18 years. He was the 100 

$10M-
50M 

Not 
sure/cannot 

disclose 

Attained 
positive 

cash flow 



founder and CEO of Active 
Modules, Inc., a leading social 

collaboration solutions provider for 
the DNN framework, which was 

acquired by DNN in 2011.     Bob 
Kruger, our SVP of Engineering, 

has more than 34 years of 
computing industry experience, Mr. 

Kruger joined DNN Corp. after a 
successful tenure at data 

management start-up SmApper 
Technologies.    Bob is a major 

contributor and technical reviewer 
for Bill Gates' second book, 

Business @ the Speed of Thought 
and a contributing author to 

Aspatore Books, Inside the Minds: 
Making Critical Technology 

Decisions. 

66 

Marketing.AI provides content 
marketing software that aligns 

strategy and execution while 
tracking your results. All in one 

place. 

Greg Marlin, CEO: enterprise 
strategic planning experience with 

Siemens, early online content 
startup founder (blog and video 

networks)  Kevin Grzybowski, 
CRO: vp of business development 

with vision critical, customer 
experience research software, 

from $5M - $75M in revenue  Ryan 
Sadler, CTO: previous software 

engineer at multiple startups and 
enterprise software firms 14 

Prefer 
not to 

answer 
$1 million to 
$10 million Profitable 

67 

Salesforce, the Customer 
Success Platform and world's 

#1 CRM, empowers companies 
to connect with their customers 

in a whole new way. 

Salesforce has an extremely 
strong executive team, led by Marc 

Benioff, a pioneer in cloud 
computing.     The Salesforce 

Marketing Cloud corporate 
leadership is a highly experienced 

team mixed with entrepreneurial 
leaders, marketing visionaries, and 
execution-oriented executives with 16,200 

Prefer 
not to 

answer 
$1 billion to 
$10 billion Profitable 



deep business acumen. The 
leadership team is comprised of 

the founders and CEOs of 
ExactTarget, Radian6, Buddy 

Media, and Social.com. In May 
2014, Scott McCorkle was 
announced as the CEO of 

Marketing Cloud. Previously, he 
was President of Technology and 

Strategy for ExactTarget, where he 
had been since August 2005. 
Bryan Wade is Chief Product 

Officer of Marketing Cloud and has 
held leadership positions at 

ExactTarget since 2005. 

68 

Paper.li is a content curation 
platform. It enables its users to 

automatically collect, filter, 
organize and share content on 

the web. 

Team background :  a) semantic + 
ontology modeling technologies; b) 

content distribution (ex-Alcatel 
Lucent); c) B2C 2 sided 

ecommerce platform (ex eBay). 
Co-founded by Edouard Lambelet, 

serial entrepreneur, who sold a 
global mobile ASP business to 

Alcatel Lucent in 2004. 14 <10M <$1million 

Not 
profitable 

yet 
 

  



Part 4 

Response 
ID 

Small Business (1-
250 
employees):What is 
the % breakdown of 
customer size? (Fill 
in percentage for 
each) 

Mid-size (251-1000 
employees):What is 
the % breakdown 
of customer size? 
(Fill in percentage 
for each) 

Enterprise (1000+ 
employees):What is 
the % breakdown 
of customer size? 
(Fill in percentage 
for each) 

Fortune 
500:What is the 
% breakdown 
of customer 
size? (Fill in 
percentage for 
each) 

B2B:What 
percentage 
of your 
customer 
base is: 

B2C:What 
percentage 
of your 
customer 
base is: 

Regulated: 
What 
percentage of 
your customer 
base is: 

9 25 25 25 25 45 54 1 
13 1 50 28 21 100 
15 
16 5 10 65 20 75 25 
17 54 23 21 2 50 40 10 
18 5 25 45 25 70 30 25 
19 60 20 20 
20 30 50 15 5 10 90 0 
21 25% 50% 25 5% 95% 
22 60 30 10 75 25 
23 40 30 30 25 75 
25 7 0 0 93 80 20 0 
26 20 70 10 100 
27 15 25 60 5 95 
28 
29 100 100 
30 
31 
32 50 50 25 75 
33 0 30 30 40 60 30 10 
34 5 95 100 0 
35 10 25 55 10 60 30 10 
36 0% 10% 66% 24% 50% 50% ~15% 
37 0 40 42 18 10 80 10 
38 10 80 10 90 10 
39 10 50 35 5 60 35 5 
40 5 95 70 30 
41 0 5 70 25 10% 90% 0% 
42 30 30 30 10 60 40 
43 60 25.5 12.5 2 15 85 



44 53 25 15 7 70 30 0 
45        
46 30 40 20 10 70 30  

47 0 0 0 0 

Oracle 
Policy 

does not 
allow 

disclosure 
of this 

information 

Oracle 
policy does 

not allow 
disclosure 

of this 
information 

Oracle policy 
does not allow 

disclosure of 
this information 

48 3 15 64 18 50 50  
49   67 33 10 90 10 
50 60 20 15 5 40 50 10 
51        
52 39.51% 20.97% 30.65% 8.87% 84% 10% 6% 
53  5 70 25 5 95  
54 10 20 40 30 45 55 28 
55 45 40 15 0 25 75  
56 40 30 20 10 80 10 10 
57 70 0 15 15 85 15 0 
58  20 30 50  100 40 
59 10 25 40 25 40 45 15 
60 29.62 14.81 29.62 25.95 77.77 22.22  
61 40 30 20 10 75 20 5 
62 10 10  80 20 70 10 
63 10 15 65 10 30 65 5 
65  10 90  60 20 20 
66 10 10 70 10 70 25 5 

67 0 0 0 0 

Salesforce 
does not 
disclose. 

Salesforce 
does not 
disclose. 

Salesforce does 
not disclose. 

68 100    40 60  
 

  



Part 5 

Response 
ID 

Most Common: What are the 3 
most common roles of your 
typical customer? 

Second-most Common: What 
are the 3 most common roles of 
your typical customer? 

Third-most Common: What are 
the 3 most common roles of your 
typical customer? 

9 1 2 3 
13 Analysis Strategy Creative 
15 
16 VP/Dir/Mgr Content VP/Dir/Mgr Marketing VP/Dir/Mgr Digital 
17 Director of Content Content Manager Agency Account Exec/Manager 
18 VP Marketing Head of Content Marketing VP Demand Generation 
19 
20 CMO Head of eCommerce Head of Digital Marketing 
21 CMO Product Owner Digital Marketing 
22 VP marketing director, demand generation online marketing director 
23 Publisher Brand Agency 
25 VP of Digital Marketing VP of Social Marketing VP of Content Marketing 
26 Content Manager Content Marketer Content Strategist 
27 Storytellers Agency Direct Brand Direct 
28 
29 CMO Marketing Manager CEO 
30 
31 
32 Digital Marketing Content Marketing Digital Media Strategy 
33 VP of Marketing Chief Content Officer Account Manager (Agency) 
34 Large Print Media Publishers Large TV Networks Digital Media Publishers 
35 VP of Marketing/Digital Marketing CEO Director of Social Media 
36 Marketing Customer Care Social Media 
37 VP of Marketing VP of Digital Director/Head of Social Media 
38 VP Digital Head SEO & Social Content Marketing Strategist 
39 VP of Marketing VP of Editorial/Digital Publishing VP of Content/Digital Content 
40 content marketer digital analyst marketing analyst 
41 Head of Marketing Head of Social Head of Digital 

42 Content Marketer / Manager Digital marketing mgr 
Customer acquisition / audience 

dev 
43 News editorial Marketing Brand editorial 
44 Marketing / Content Marketing Editorial Lead 
45 
46 Demand Generation Marketer Content Marketer Marketing Operations 



47 CMO VP of Marketing 
Director of Marketing (Head of 

Digital, Content, etc.) 
48 VP/Director of Digital Marketing Director of Marketing VP/Director of Content Marketing 
49 VP Digital VP Brand CMO 
50 Journalist Content Marketing Analysis 
51    
52 Content & Mar Comm Teams Demand Gen Product Marketing 
53 Agency Programmatic Media Buyer Brand 

54 
Head of Content 

Strategy/Marketing VP Marketing Brand Marketer 
55 Head of Marketing Digital Content Manager Ecommerce Director 
56 Content Marketing Digital Marketing Social Media 

57 
Marketing Demand Generation 

Manager Social/Content Manager Marketing Ops/Website Manager 
58 Social Media/digital Director Compliance Director Agency for Customer 
59 VP Marketing Marketing Director CMO 

60 CMO Head of Digital Marketing 
Web development / SEO 

manager 
61 Marketing Manager Community Manager Content Marketing Manager 
62 Global Head of Digital Head of Marketing Social Media Manager 
63 creative pros digital marketing execs IT 

65 
Marketing Manager or Content 

Marketing Manager 
Marketing Executive (e.g. 

Director or CMO) IT 
66 Marketing Director Director of Content VP of Marketing 
67 VP Marketing Director Digital/Brand Marketing CMO 
68 consultant small marketing agencies hobbyist 

 

  



Part 6 

Response 
ID 

Africa: Which 
regions does 
your product 
service today? 
(check all 
applicable 
continents in 
which your 
product is 
serving clients 
today) 

Asia: Which 
regions does 
your product 
service today? 
(check all 
applicable 
continents in 
which your 
product is 
serving clients 
today) 

Europe: Which 
regions does 
your product 
service today? 
(check all 
applicable 
continents in 
which your 
product is 
serving clients 
today) 

North 
America: 
Which regions 
does your 
product 
service today? 
(check all 
applicable 
continents in 
which your 
product is 
serving clients 
today) 

South 
America: 
Which regions 
does your 
product 
service today? 
(check all 
applicable 
continents in 
which your 
product is 
serving clients 
today) 

Australia: 
Which regions 
does your 
product 
service today? 
(check all 
applicable 
continents in 
which your 
product is 
serving clients 
today) 

Antarctica: Which 
regions does 
your product 
service today? 
(check all 
applicable 
continents in 
which your 
product is serving 
clients today) 

9 Asia 
13 Africa Asia Europe North America South America Australia 
15 
16 Asia Europe North America Australia 
17 Africa Asia Europe North America South America Australia 
18 Europe North America 
19 
20 Europe North America Australia 
21 Europe North America Australia 
22 Asia Europe North America Australia 
23 North America 
25 Asia Europe North America Australia 
26 Asia Europe North America South America Australia 
27 North America 
28 
29 Europe North America 
30 
31 
32 North America 
33 Europe North America South America Australia 
34 Europe North America 
35 Asia North America Australia 
36 Africa Asia Europe North America South America Australia 
37 Asia Europe North America South America Australia 
38 Africa Asia Europe North America South America Australia 



39  Asia Europe North America South America   
40   Europe North America  Australia  
41  Asia Europe North America  Australia  
42   Europe North America  Australia  
43 Africa Asia Europe North America  Australia  
44   Europe North America    
45        
46   Europe North America South America Australia  
47 Africa Asia Europe North America South America Australia  
48  Asia Europe North America South America Australia  
49  Asia Europe North America South America Australia  
50 Africa Asia Europe North America South America Australia Antarctica 
51        
52  Asia Europe North America  Australia  
53   Europe North America    
54 Africa Asia Europe North America South America Australia  
55   Europe North America    
56 Africa Asia Europe North America South America Australia  
57    North America    
58  Asia Europe North America South America Australia  
59 Africa Asia Europe North America South America Australia  
60   Europe North America  Australia  
61  Asia Europe North America South America Australia  
62  Asia Europe North America  Australia  
63 Africa Asia Europe North America South America Australia  
65 Africa Asia Europe North America South America Australia  
66 Africa Asia Europe North America South America Australia  
67  Asia Europe North America South America Australia  
68 Africa Asia Europe North America South America Australia  

 

  



Part 7 

Response 
ID 

Please list all languages and 
alphabets your product 
supports today? (i.e. in 
publishing and monitoring) 

Technology Partnerships: Indicate what 
technology, agency, or other partnerships 
you have in place today: 

Agency Partnerships: 
Indicate what 
technology, agency, 
or other partnerships 
you have in place 
today: 

Other Partnerships: 
Indicate what 
technology, agency, or 
other partnerships you 
have in place today: 

9 s d d d 

13 English 
Kinetic, Oracle, Hootsuite, Percolate and 

Salesforce 
Shift, Ogilvy, 

Fleishman Hillard  
15     

16 

Our platform supports UTF8 
encoded, i.e. any language 

or character set  
Weber Shandwick 

MediaCo 

OneSpot, Outbrain, 
Taboola, Discuz, 

LinkedIn, HubSpot, 
WordPress, Tumblr 

17 

Our platform utilizes UTF-8 
encoding, which essentially 
means all known languages 

are supported. N/A at this time N/A at this time N/A at this time 

18 

Danish  Dutch  English  
French  German  Hungarian  
Italian  Portuguese  Russian  

Spanish  Swedish 

Salesforce, ExactTarget, Pardot, eCircle, 
Infosys, Eloqua, Marketo, Cheetahmail, 

Neolane etc. 

MXM, Ogilvy, Grey, 
Organic, Quill 

Content, various 
others  

19     
20 English   Spanish Demandware, Shopify, Magento, Teallium   

21 

English, Spanish, French, 
German, Italian, Japanese, 

Portuguese 
Instagram, Demandware, Amazon Web 

Store Baesman  

22 English  
Rev share model with 

marketing agencies 

Joint ventures with a 
few tech companies in 

the fields of content 
marketing 

23 English 

Wiley Publishing, Fidelity Investments, 
The Economist, AP, National Geographic, 

Advertising Week 

Publicis, MKTG, 
Blissful Media, 
Digitas Health  

25 

English US  English UK  
French  German  Dutch  

Spanish 

Salesforce: 
http://www.rallyverse.com/blog/index.php/r

allyverse-selected-as-radian6-buddy-
media-social-studio-partner/  LinkedIn: 

http://www.adweek.com/news/technology/l   



inkedin-partners-startup-curate-content-
brands-151975 Twitter: 

https://biz.twitter.com/partners/certified-
products/rallyverse 

26 
UTF-8 Character Sets    UI is 

in English only for now. None None None 
27 English N/A N/A N/A 
28     
29 English Mailchimp Various  
30     
31     

32 US and Canadian English Contently, NewsCred 
Starcom Mediavest 

Group 

MXM, Time Inc 
Content Solutions, 
Group SJR, Sway 

Group 

33 English  
KBS, Newscred, 

Arnold  

34 
English, Dutch, French, 

German Brightcove, Kaltura, The Platform,   

35 

We are able to procure 
content from  publications in 

multiple local languages,   
based on the content 

requirements of the end-
user.  Reseller Partnership  

36 

Sprinklr monitors, translates, 
and performs text analytics 

in over 70 languages, 
covering more than 95% of 

the world's population.    
Sprinklr also offers advanced 

sentiment analysis in 13 
languages including English, 

Spanish, French, German, 
Portuguese, Italian, Arabic, 

Russian, Chinese (Simplified 
Mandarin), Chinese 

(Traditional Mandarin), 
Japanese, Korean, and 

Dutch.    The Sprinklr user 

Key Infrastructure Technology Partners:  
Amazon Web Services, Elasticsearch, HP 
Cloud, Kafka [Apache], Mongo DB (F.K.A. 

10gen), Semantria [Lexalytics], Solr 
[Apache Lucene Project]  Key Integration 

Technology Partners: AdGear, Adjust 
(F.K.A. AdEven), Atlas [Facebook], 

Awe.sm [Unified], Bazaarvoice, Bit.ly, 
BlueKai [Oracle], BoardReader, 

Clarabridge, Coremetrics [IBM], Datasift, 
DoubleClick [Google], GeoRiot, Getty 
Images, Giphy, Gnip [Twitter], Goo.gl 

[Google], Google Analytics, HasOffers 
[Tune], Hybris [SAP], IBM Watson, Jive, 

Klout, Kochava, Lithium, Marketo, 

Sprinklr has deep 
partnerships with 

agencies and global 
service providers 

such as Accenture, 
AKQA, Cognizant, 

Deloitte, Digitas, EY, 
Fiwe, Havas, IBM, 

Mason Zimbler, 
Ogilvy, OMG OMD, 

Pitney Bowes, R/GA, 
Razorfish, Razorfish, 

Rosetta, Salmon, 
SAP (hybris), 

Social partnerships 
and certifications: 

Facebook Marketing 
Partner badge with 3 
specialties: Content 

Marketing, Community 
Management, and Ad 

Technology, Twitter 
Marketing Platform 

Partner: Ads API, 
Twitter Certified 

Products Partner, 
LinkedIn Social Media 
Management program 
(Company Pages and 



interface is currently 
available in the following 10 

languages and can be set at 
client, space, or user levels: 
Arabic, Chinese (Simplified 
Mandarin), English, French 

(France), German, Italian, 
Japanese, Portuguese 

(Brazil), Russian, Spanish 
(International). 

MediaMath, Mediaplex [Conversant], 
Microsoft Azure Learning Platform, 

Microsoft Dynamics, Moreover, 
NewsCred, Omniture [Adobe], RightNow 

Technologies [Oracle], OpenCalais, 
OrigamiLogic, Po.st [RadiumOne], 

Salesforce, Shutterstock, Sitrion (F.K.A. 
NewsGator)  Key External Integration 

Technology + Reseller Partners: Crimson 
Hexagon, FullContact, Hybris [SAP], 

Lithium, Moxie Software, Opal, 
Thismoment 

SapientNitro, and 
Tryzens. 

Groups), LinkedIn 
Certified Sponsored 

Updates Partner, 
Instagram Preferred 

Developer, Bitly 
Partner Certification, 

partner for the 
following platforms: 

Google+, Sina Weibo, 
Tencent Weibo, 

Tumblr, Renren, VK, 
WeChat and Pinterest.  

Reporting, analytics 
partnerships: Sprinklr 

offers the following 
integrations as part of 

its platform: 
Salesforce, Zendesk, 

Rightnow, Google 
Analytics, 

Coremetrics, 
Omniture/Site 

Catalyst, as well as 
custom data appends 

for other platforms. 
Sprinklr also 

integrates data from 
link shorteners 

Awe.sm [Unified], 
Bit.ly, GeoRiot, and 
Po.st [RadiumOne]. 

37 

The Spredfast platform is 
available in 80 languages: 

Afrikaans. Albanian, Arabic, 
Armenian, Azerbaijani, 

Basque, Belarusian, Bengali. 
Bosnian, Bulgarian, Catalan, 
Cebuano, Chinese, Croatian, 

Czech, Danish, Dutch, 
English, Esperanto, 

Adobe Omniture, Actiance, Bazaarvoice, 
Bitly, Brandwatch, Chirpify, ChyronHego, 

Class X, Crimson Hexagon, Google 
Analytics, Kenshoo, Klout, Miranda, Opal, 

Prizelogic, Ross, Salesforce, Social App 
Builder, Symantec, Synthesio, Sysomos, 

Vizrt. 

Spredfast partners 
with many of the top 

WPP, Omnicom, 
Publicis and IPG 

agencies. Our 
partnership list is 

constantly evolving, 
but some of the 100+ 

agencies we 

Spredfast integrates 
and has partnerships 

with the following 
social networks: 

Twitter, Facebook, 
Google+, LinkedIn, 

Pinterest, Sina Weibo, 
YouTube, and Flickr. 

More specifically, 



Estonian, Filipino Finnish, 
French, Galician Georgian, 

German, Greek, Gujarati, 
Haitian Creole, Hausa, 
Hebrew, Hindi, Hmong, 

Hungarian, Icelandic, Igbo, 
Indonesian, Irish, Italian, 

Japanese, Javanese, 
Kannada, Khmer, Korean, 

Lao, Latin, Latvian, 
Lithuanian, Macedonian, 

Malay, Maltese, Maori, 
Marathi, Mongolian, Nepali,, 
Norwegian, Persian, Polish, 

Portuguese, Punjabi, 
Romanian, Russian, 

Serbian,, Slovak, Slovenian, 
Somali, Spanish, Swahili, 

Swedish, Tamil, Telugu, 
Thai, Turkish, Ukrainian, 

Urdu, Vietnamese, Welsh, 
Yiddish, Yoruba, Zulu. 

partnered with in 
2014 included Ogilvy, 

Razorfish, Digitas, 
VML, Deutsch, 

Possible, Fleishman 
Hillard & R/GA. 

Spredfast has the 
following certifications: 

Facebook - Apps, 
Insights and Pages 

"Preferred Marketing 
Developer" (PMD); 

also Facebook "Public 
Content Solutions 
Partner"; Twitter - 
"Twitter Certified 

Products"; LinkedIn - 
"Certified Company 

Page Partners"; 
Pinterest - "MarTech 

Alpha" Partner; 
Instagram - "Platform 

Developer"; Google+ - 
"3rd party G+ mgmt. 

tool partner". 
Spredfast integrates 

with listening vendors, 
including Brandwatch, 

Crimson Hexagon, 
Sysomos, and 

Synthesio. Spredfast 
has comprehensive 

direct firehose 
integration from 

Twitter and Tumblr. 

38 
Have the ability to support all 

languages and alphabets. 
Google Analytics & Webmaster Tools, 

Adobe, Constant Contact, Shopify   

39 English 
WordPress, Outbrain, Marketo, 

Thismoment 

VML, EmpowerMM, 
Imprint, DOJO 

Group, White Rhino, 
StarGroup 

The Content Council, 
Association of 

Business Information 
& Media Companies 

(ABM), Digital Content 
Next (DCN), 

Association of Online 
Publishers, UK (AOP 



UK), MMA (Mobile 
Marketing Association) 

40 Multilingual support Microsoft newsrooms  

41 English 
Ditto Labs, Hootsuite, 

Instagram/Facebook, Twitter Omnicom 

Amazon, UKTI (UK 
Board of Trade & 

Investment) 

42 English n/a 
myriad (agencies are 

our customers) n/a 

43 

English, Finnish, French, 
German, Arabic, Japanese, 

Danish, Serbian, Spanish, 
Croatian, Italian, Portuguese, 

Russian, Turkish Twitter, Facebook, Sportsdata, Viafoura 

Kenna (Division of 
MDC), Genr8r, Rise 

Media (Universal 
Music), Fuse Health, 

Snack Media 
Getty Images, Reuters 

Pictures 

44 

Afrikaans    Albanian    
Arabic    Armenian    

Azerbaijani    Basque    
Belarusian    Bengali    
Bosnian    Bulgarian    
Catalan    Cebuano    

Chichewa    Chinese 
(Simplified)    Chinese 

(Traditional)    Croatian    
Czech    Danish    Dutch    

English    Esperanto    
Estonian    Filipino    Finnish    

French    Galician    
Georgian    German    Greek    

Gujarati    Haitian Creole    
Hausa    Hebrew    Hindi    

Hmong    Hungarian    
Icelandic    Igbo    

Indonesian    Irish    Italian    
Japanese    Javanese    

Kannada    Kazakh    Khmer    
Korean    Lao    Latin    
Latvian    Lithuanian    

Macedonian    Malagasy    
Malay    Malayalam    

Maltese    Maori    Marathi    
Mongolian    Myanmar n/a 

Opentopic is 
partnered with 

content marketing 
agency RevSquare. n/a 



(Burmese)    Nepali    
Norwegian    Persian    
Polish    Portuguese    
Punjabi    Romanian    

Russian    Serbian    Sesotho    
Sinhala    Slovak    Slovenian    

Somali    Spanish    
Sundanese    Swahili    

Swedish    Tajik    Tamil    
Telugu    Thai    Turkish    

Ukrainian    Urdu    Uzbek    
Vietnamese    Welsh    

Yiddish    Yoruba    Zulu 
45     

46 

Our platform is only in 
English, we support the 
creation of content in all 
languages with Unicode 

support. 
Oracle Marketing Cloud, Marketo, 

Salesforce, HubSpot, Act-On, Brightcove 

Accenture, Havas, 
The Pedowitz Group, 

DemandGen, G3 
Communications, 

Leopard, Marketing 
Profs  

47 To be completed ApplCloud Partners 

Accenture, Deloitte, 
and other system 

integrators 
VML, Ethos3, 

Geary/RBM, 5x5 

48 

English, UK English, 
Spanish, Portuguese, 

French, German, Italian, 
Swedish, Turkish, and 

Russian. 

Outbrain, Kaltura, WordPress, Adobe, 
Drupal, Traackr, SEMRush, Bigstock, 

Copyscape, Calais 

AMP Agency, 
Deutsch, Archer 

Malmo, Kontenthaus 
Ltd, Social Business 

Hub, iCrossing, 
iProspect, Racepoint, 

Edelman, Quad 
Graphics, Square 
One Advertising, 

Universal McCann Marketo, Conductor 

49 

Almost all languages - 
including English, Spanish, 

Afrikaans, Albanian, Arabic, 
Armenian, Azerbaijani, 

Belarusian, Bengali, Bosnian 
Bulgarian, Catalan, 

Cebuano, Chinese, Croatian, Twitter, Google, AppNexus Ogilvy, Digitas,  



Czech, Danish, Dutch, UK 
English, Esperanto, 

Estonian, Filipino, Finnish, 
French, Canadian French, 

Galician, Georgian, German, 
Greek, Gujarati, Haitian, 

Hausa, Hebrew, Hindi, 
Hmong, Hungarian, 

Icelandic, Igbo, Indonesian, 
Irish, Italian, Japanese, 

Javanese, Korean, Latin, 
Norwegian, Persian, Polish, 

Portuguese, Romanian, 
Russian, Serbian, Slovak 
Slovenian, Spanish, Latin 

American Spanish, Swedish, 
Thai, Turkish, Ukrainian, 

Urdu, Vietnamese, Welsh, 
Yiddish, Yoruba, Zulu 

50 

Customers may publish 
content on Silk in all UTF-8 

compliant text formats 
(meaning, just about 

everything that we know of)    
Our menus only support 

English right now. Human Rights Watch Adfomatie Bellingcat 
51     

52 

English, you can 
enter/configure text in all 

languages listed here: 
http://www.tinymce.com/i18n/ 

Technology integrations listed here: 
https://apps.kapost.com/ 

The Pedowitz Group, 
Babcock & Jenkins, 

LeadMD, Crimson 
Marketing, Heinz 

Marketing, WWP / 
Leopard, WWP / 

Ogilvy, Bluewolf, Blue 
Fountain Media, and 

many more.  

53 English 
AppNexus, Turn, MediaMath, The Trade 

Desk 
Mindshare, Xaxis, 

Vivaki  

54 
The product supports 
licensed content in 5 

WordPress, Marketo, DataSift, 
Sharethrough, Outbrain, Hearsay, 

Havas, Digital First 
Ventures, DigitasLBI, 

Content partnerships: 
Licensed content 



languages - English, 
Spanish, French, German, 
and Portuguese. We also 

support content publishing 
and monitoring across any 

language. 

OneSpot, Nativo, LinkedIn, Facebook, 
Twitter, Pinterest, TrackMaven,  SHIFT!, 

Transfluent, DigitalRelevance 

FleishmanHillard, 
Mindshare, Group 

SJR, King Content, 
Canadian Press 

partnerships with 
5,000 publishers – 

ranging from the New 
York Times to the 

Economist and 
Gawker – and 

providing brands with 
the fully-legal right to 

syndicate full-text 
articles, images and 

videos from any 
NewsCred content 

provider via a single 
licensing agreements. 

These partnerships 
also included the 

largest library of rights-
cleared images from 

Getty Images, 
Shutterstock, 

Twenty20, Visual.ly, 
Wochit, Big Frame, 

Movable Media 

55 

All languages and alphabets 
supported for production of 
content. Software itself can 

be translated into any 
language with the support of 

a translator. Idio 

Razorfish, BBH, LBi, 
Starcom Mediavest, 

Zenith Optimedia Outbrain 

56 
Any language for monitoring 

and publishing. 

Marketo, Eloqua, HubSpot, Buffer, 
MailChimp, Zemanta, Twitter, LinkedIn, 

Google, Facebook, Flipboard, WordPress, 
Drupal, Joomla, Expression Engine, 

Moveable Type, others 

Roberts 
Communications, 

Weber Shandwick, 
Publicis/Omnicom, 

many others  
57 English Eloqua, HubSpot, Marketo, Salesforce   

58 

English is the primary 
language of the user 

interface; however, the 
Brandle algorithm will find 

POPs in all languages. 

Socialware is new partnership. Brandle is 
their Social Brand Protection solution 

(powered by Brandle). 

Several agencies use 
our product and 
partner with the 

customer.  We are in 
discussions with two  



key organizations for 
partnership. 

59 
Percolate supports all 

languages and alphabets 

Gnip, Marketo, SocialCode, Facebook, 
Twitter, Pinterest, LinkedIn, Gnip, North 

Plains (digital asset management), 
Brandwatch, Sysomos, Brand Networks 

WPP, Ogilvy, 
Edelman  

60 

Velocity supports all 
languages and currently 

publishes in English, 
Spanish and Dutch. 

Signal, DialogTech, Marin, Marketo, 
Adobe 

Resolution Media, 
Performics, Merkle. 
Resource/Ammirati, 

iCrossing  

61 

We are not aware of any 
languages or alphabets we 

do not support. None None None 

62 
English  French  German  

Mandarin Twitter public display licence holder 
United Digital Group 

(Germany)  

63 

English- French- Italian- 
German- Portuguese- 

Chinese- Chinese 
(Simplified)- Japanese- 

Korean websites can be 
delivered in any 

language/country and 
specific flag-based Uis are 

natively provided (e.g. Cape 
Verde, pt_cv, is supported) 

SEO vendors, ad networks (e.g. Google), 
social networks (Twitter, Facebook), third-

party audience data sources 

SoDA agencies, 
broadcast agencies, 

creative agencies 
(e.g. Publicis, 
Wunderman) 

WPP, Omnicom, 
Deloitte, Accenture, 
MRM/McCann and 

other SIs and Sales 
partners 

65 

English, Spanish, Dutch, 
French, German, Portuguese 

and Italian 
Partner with Windows Azure for our Evoq 

OnDemand (SaaS) offering 

We have a network of 
30+ certified partners 

who re-sell and 
implement our 

technology. Our 
partners span North 
America and EMEA  

66 English Zendesk, Marketo, Salesforce Omnicom, GroupM  

67 

English, Spanish (LatAm), 
Spanish (Castillian), 

Brazilian Portuguese, 
German, Italian, Japanese, 

French, and Canadian 
French 

Twitter, Facebook, Google, LinkedIn, Sina 
Weibo, Tencent Weibo, VK.com, 

DataLogix, Getty Images, Shutterstock, 
Kontera, Nexgate, Pressly, Rallyverse, 

ShopIngiter, Trendspottr, Bitext, 
Clarabridge, EpiAnalytics, Hottolink, Klout, 

LeadSift, Lymbix, OpenCalais, 

Salesforce Marketing 
Cloud has 

partnerships with the 
leading agencies and 
systems integrators. 
A few of our system 

integrator and agency 

Salesforce Marketing 
Cloud has 

relationships with over 
900 reseller and 
agency channel 

partners. The typical 
business model for 



PeekAnalytics, Towerd@ta, The 
SelfService Company, Soshio, 

VenueLabs, Flashstock 

partners include 
Accenture, Deloitte, 
Acceleration/WPP, 

Digitas, Rosetta, and 
Razorfish 

these partners varies 
to include traditional 

database companies 
(Acxiom, Merkle, Harte 

Hanks, etc.), digital 
marketing agencies 

(Digitas, Rosetta, 
Razorfish, etc.), 
Global Holding 

Companies (WPP, 
Omnicom, Publicis, 

etc.), and ecommerce 
platform/technology 

providers. 

68 

English, German, Spanish, 
French, Portuguese, 

Japanese   NA 
 

  



Part 8 

Response 
ID 

Case Example 
#1:Please share 3 
Case Studies/Examples 
of your product. (Please 
share 2-3 sentences for 
each and feel free to 
include URLs if 
available.) 

URL for Case Example 
#1:Please share 3 Case 
Studies/Examples of your 
product. (Please share 2-3 
sentences for each and feel 
free to include URLs if 
available.) 

Case Example 
#2:Please share 3 Case 
Studies/Examples of 
your product. (Please 
share 2-3 sentences for 
each and feel free to 
include URLs if 
available.) 

URL for Case Example #2:Please share 
3 Case Studies/Examples of your 
product. (Please share 2-3 sentences 
for each and feel free to include URLs if 
available.) 

9     
13     
15     

16 

Contently has helped 
Genpact, a leader in 

operations thought 
leadership, quadruple 
their content volume, 

double their web traffic 
& leads, all while 

reducing the average 
amount of time to 
produce a content 

asset by 30% 

https://contently.com/wp-
content/uploads/2015/02/Cont

entlyCS_Genpact.pdf 

Cox, one of the world's 
leading media 

companies, worked with 
Contently to achieve a 

50% improvement in 
conversion rates on their 

paid subscription 
products while doubling 

the number of quality 
stories produced and 

quadrupling the level of 
audience engagement 

(attention time). 

https://contently.com/wp-
content/uploads/2015/02/ContentlyCS_

Cox.pdf 

17 

DivvyHQ helps heal 
marketing pain for 

Rehabilitation Institute 
of Chicago - You have 
to walk before you can 
run. That adage about 

the recovery and 
rehabilitation process 

also applied to finding a 
content management 

solution at the nation’s 
largest and most 

award-winning 
rehabilitation hospital. 

http://divvyhq.com/wp-
content/uploads/2015/04/Divvy

HQ-Case-Study-RIC.pdf 

DivvyHQ Breaks Down 
the Silos of Roche 

Diagnostics - When 
Josh Hopkins heard 

whispers of a new 
strategic 

communications 
initiative that would bring 
together all five divisions 

of Roche Diagnostics, 
he knew that his favorite 

content planning tool 
(DivvyHQ) would 

probably be the perfect 

http://divvyhq.com/wp-
content/uploads/2015/04/Roche-

Onboarding-Case-Study.pdf 



platform to break down 
those walls. 

18 

Econsultancy - 
quadrupled revenue 

from paid reports 
through audience 

insight and 
personalized content 

recommendations. Also 
grew per-visit value of 

blog by 150%. 

http://www.idioplatform.com/su
ccess-stories/idio-for-

econsultancy 

Diageo - Cross-channel 
personalized content 

marketing that drove up 
time-on-site, click-thru-

rate and email open-rate 
substantially. 750% 

growth in overall 
marketing performance 

growth; quoted as the 
best eCRM programme 

in Diageo Europe. 
http://www.idioplatform.com/success-

stories/-idio-for-guinness/ 
19     

20 

Six Pack Fitness uses 
Pixlee to display visual 

reviews on product 
pages highlighting real 

customer photos of 
specific products. Using 
Pixlee, Six Pack fitness 
customers that engage 
with visual reviews, are 

2.7x more likely to 
purchase, and yield an 

12% higher average 
order value. 

http://www.pixlee.com/assets/p
df/6-pack-fitness-case-study-

pixlee.pdf 

Pixlee gave Sanuk an 
easy and effective way 

to build an online, visual, 
community  around their 

brand. Sanuk uses 
Pixee to run creative 

marketing contest and 
campaigns, and to 

highlight their sponsored 
athletes. 

http://www.pixlee.com/assets/pdf/sanuk
-case-study-pixlee.pdf 

21 

Brand Ambassador 
identification, 

recruitment, 
management, and 

measurement.    
JustFab Brand 

Ambassador Program 
Case Study 

http://ww2.readypulse.com/wp-
content/uploads/2014/06/Read

yPulse-Brand-Ambassador-
Program-Case-Study-

JustFab.pdf 

Content curation and e-
commerce integration.    
BTO Sports Gets 14X 

ROI – Content 
Commerce Case Study 

http://ww2.readypulse.com/wp-
content/uploads/2014/06/ReadyPulse-

Content-Commerce-Case-Study-
Feauting-BTO-Sports.pdf 

22 

AmriFirst Bank's Dan 
Moyle has a lot of 

content.     He has 
decided to put his 
content to work – 

https://www.linkedin.com/pulse
/20141014165754-19322668-
conversion-assist-tools-help-

your-audience-dig-deeper 

Continuum wanted to 
generate more leads 

directly from their Blog.     
Within 30 days the 

measurable results were 

http://www.brightinfo.com/blog/continuu
m-grows-leads-22-brightinfo-content-

targeting-blogs-landing-pages/ 



increasing online 
conversion with 

BrightInfo's no-touch 
personalization.    He 

saw a 24% increase in 
online forms and leads 

generated. The 
BrightInfo lead quality is 

in line with the other 
leads they get from the 

site, so all is good on 
that front, too 

a 22% increase in online 
form conversions as 

more blog visitors 
responded well to the 
company’s marketing 

content offers that 
matched their interest 

and less visitors exited 
landing pages 

23 
Wiley Publishing's book 

"Front Line Leader" 
http://citia.com/content/title/fro

nt-line-leader 
Advertising Week's 

Video Index 
https://citia.com/content/title/awxi-

highlights 

25 

“Working with 
Rallyverse provided us 

with a stronger 
understanding of what 

mattered most to 
business decision 

makers on LinkedIn. 
Their solution allowed 

us to scale our 
presence on LinkedIn 

across multiple markets 
with content that was 

tuned to what was 
relevant in each country 

– and gave us a solid 
foundation for a 

successful social media 
campaign, with organic, 

paid and earned 
working hand in hand.”  
- Aina Bolstad, Senior 

Marketing 
Communications 

Manager, Microsoft 
http://www.rallyverse.com/micr

osoft-case-study.html 

“Rallyverse’s platform 
helped us to not only 

scale the efficiency of 
our social media team 

with the amount of 
generated content 

tripling, but also drive 
impressive results in 

community growth and 
engagement.”  - Chris 

Brubaker, Head of 
Marketing for Intuit 

Demandforce 
http://www.rallyverse.com/demandforce

-case-study.html 
26     



27 

Linqia matched Nestle’s 
#momswisdom stories 

to the most active, 
thriving interest 

communities reaching 
millions of parents 

across all social 
channels – blogs, 

Facebook, Pinterest, 
Instagram, Twitter, 

Tumblr, Google+ and 
more. Hundreds of 

storytellers engaged 
their audiences through 

authentic and 
heartwarming ‘Mom 
knows best’ stories. 

Personal stories about 
how mom inspired 

them, helped them be 
confident and about 
staying healthy and 

hydrated. 
http://www.linqia.com/spotlight

s/ 

Linqia ran a “Skip The 
Line” program where 
people could join the 

program right away 
without the normal wait. 

Linqia’s Storytellers 
created and shared 

quality stories with an 
exclusive coupon code 

distributed by 65 
communities across 

blogs, Pinterest, Google 
+, Facebook and 

Twitter.    THE 
RESULTS    The 
Goodies program 

reached a targeted 
audience of 1.85M 

people.  25% of email 
subscribers converted to 

purchasers  109% over 
delivery on traffic  2X 

campaign investment in 
earned media value. http://www.linqia.com/spotlights/ 

28     
29     
30     
31     

32 

Intel - Global 
technology leader uses 
content sequencing to 

drive brand 
engagement and build 
relationships with tech 

enthusiasts. Drives 
significant lift in content 

engagement and 
response rates. 

https://onespot.uberflip.com/i/3
35318 

Delta Faucet - Faucet 
brand builds audience 

and drives repeat 
engagement around 

magazine style home 
improvement content. 

Beat repeat engagement 
goal by 100%. https://onespot.uberflip.com/i/419757 

33 
MYOB -(B2B) Created 

influencer driven http://myob.com.au/blog/ 
PUR - (B2C) In 

partnership with Digitas http://www.purwater.com/blog 



content for Australia's 
leading accounting 
software resource. 
Became top 10 in 

category with over 
50,000 uniques/month. 

created influencer driven 
content for consumer 

focused site. 

34 

Web and Mobile Case 
Study: OV Guide is an 

aggregator of 
entertainment news, 
clips, and long-form 

movies and tv show. 
IRIS.TV increased 

views by 72% on 
Mobile and 45% on 

web 
http://www.iris.tv/blog/ovguide-

web-and-mobile-case-study/   
35     
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Summary:   Groupon 
exploded into a global 

company nearly 
overnight. They needed 
to quickly scale to meet 

new global marketing 
demands and wrangle 

thousands of 
fragmented marketing 
teams into a cohesive, 
coordinated plan. With 
Sprinklr, they've been 
able to streamline and 

consolidate content 
marketing efforts to 

logically align with their 
overall social marketing 

activities.     Paul 
Matson, Head of 

Content and Social 
Media at Groupon 

explains that in 
implementing one 

https://sprinklr.box.com/shared
/static/mn2br91g1xb4x1t1hlth6

0wxrb0c9krv.pdf 

Hi, Altimeter team. As 
you know, Sprinklr just 

launched the brand new 
Content Lifecycle 

Management module in 
Q1 of 2015. We're 

excited to share 
Groupon's story above 

and have additional 
case studies in the 

works. In the meantime, 
we're always delighted 

to talk with you about 
how our clients are 

using the product and 
the value they're finding 

in a streamlined, 
consolidated, optimized 

social platform. n/a 



platform across all 
markets, "We were 
seeing numbers we 

weren't able to identify 
before." By tagging 

campaigns, for 
example, Groupon is 

able to refine the types 
of content being shared 

across their 1,300 
social accounts. If two 
countries offer similar 

deals but one performs 
considerably better, 

Groupon can look at 
the content pieces 

being used by each 
market and analyze the 
differences. "We have a 

window into 
understanding our 
global business," 

Matson says.     Read 
more about Groupon's 

goals, approach, and 
success in the link 

provided in the next 
field. 

37 

During Pride Month, 
General Mills partnered 

with Spredfast to 
celebrate diversity with 
a campaign around the 

Lucky Charms brand. 
General Mills asked 

users to engage in an 
online conversation by 

tweeting or posting 
Instagram photos that 
answer the question - 

https://www.spredfast.com/soci
al-media-strategies/see-how-

lucky-charms-won-big-
luckytobe-campaign-0 

PacSun partnered with 
Spredfast to launch an 

interactive brand 
campaign centered 

around travel and 
adventure. With social 
as the driving force for 
engagement, PacSun 

was able to build 
interactive visualizations 

and an online contest 
that ultimately led to 

https://www.spredfast.com/social-
media-strategies/how-pacsun-inspired-

over-22000-pieces-consumer-
generated-content 



What are you 
#LuckytoBe? Working 

with Spredfast to 
aggregate social 

content, General Mills 
built a LuckyToBe 

Tumblr page containing 
both General Mills and 

user-generated content. 
The campaign took a 
life of its own through 

social engagement, 
offering 125 million 

social impressions at a 
fraction of the cost of 
television or banner 

ads. 

increased brand 
awareness and long-

term campaign 
recognition. With over 

22,800 #myGSOM user-
generated content 

submissions, PacSun 
successfully drove 

consumer participation 
over the course of the 

campaign. 

38 

Global Equipment 
Manufacturer: Audited 

and optimized a 9 
language site with in-

depth keyword 
research and 

competitive analysis. 
Developed full technical 

and content marketing 
strategy and provided 
custom global organic 
search visibility versus 
competition reporting. 

Results included 223% 
increase in highly 

targeted organic search 
results and 280% 

increase in 
conversions.  

National Financial 
Services Firm: Created 

fundamental web 
presence analysis and 
technical SEO hygiene 
implementation across 
80+ regional websites. 

Developed a 
national/regional/local 
content marketing and 

social strategy with 
custom search visibility 

and content 
performance reporting. 

Results showed 
immediate 

improvements in organic 
search engine visibility 

at the local level with 
100% increase in 

organic traffic within 6 
months.  



39 

Gorilla Glue uses 
curated content to 

create a library of great 
"Do It Yourself" projects 

on their Inspiration 
microsite to give their 

website visitors ideas of 
what they can do with 
Gorilla Glue products. 

While Gorilla Glue 
includes commentary 

on each curated article, 
PublishThis is allowing 

them to rapidly scale 
high-quality article 

production across a 
wide variety of different 
formats, environments 

(home, office, etc.), and 
types (remodels, 

repairs) by bringing in 
targeted, interesting 
ideas from the best 

sources online. 
http://www.gorillatough.com/in

spiration 

Fox Sports is reporting 
100%+ Faster 

Newsletters using 
PublishThis.    Fox 

Sports has a 40 person 
team that curates over 

500 daily email updates 
to newsletter 

subscribers for every 
sports team in America 

and they feed content 
from PublishThis directly 

into their template in 
StrongMail. They 

combine their original 
content + external 

content from blogs, 
twitter, newspapers and 

major sports sites.    
PublishThis helps them 

save thousands of hours 
building these 

newsletters because    
1) The manual content 

discovery was taking 
each editor multiple 

hours a day to manually 
track sports news using 
google alerts, rss feeds, 

bookmarks, etc.     2) 
The manual publishing 
process required them 
to copy/paste content 

from their CMS and from 
websites into their email 
templates.    PublishThis 

gives Fox Sports a 
streamlined way to stay 

current on the latest 
news for every team + 

http://www.foxsports.com/other/story/yo
ur-favorite-teams-straight-to-your-inbox-

022614 



mix their own content 
with interesting social 

content and blogs. This 
helps them be that go-
to, one-stop source of 

news for their readers.    
This team used to be 

known as the 'newsletter 
team' because that's all 
they did. This efficiency 

has allowed Fox to 
centralize this team's 

efforts and they're now 
the curation and 

tastemakers for all 
things sports at Fox. The 

publishing integration 
capability allows these 

curated streams of 
content to be easily 

distributed to all of their 
websites, social 

channels, and apps for 
maximum business 

impact.    Sign up for 
newsletter examples 

here: 
http://www.foxsports.co

m/other/story/your-
favorite-teams-straight-

to-your-inbox-022614 

40 

influencer marketing 
program for fortune 500 

company: wanted to 
measure the impact of 

influencers to action on 
3rd party sites. were 

able to see which 
influencers drove the 

most actions.  

large software company 
wanted to compare 

performance of content 
assets and make a 

decision which channels 
to invest in. after 

reviewing squeezecmm 
data reversed a decision  



not to invest in 2 social 
channels. 
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Nine West - 
ecommerce integration, 
seasonally change the 

call to action to vary the 
photos they receive 
from customers and 
fans. The integration 

has a 2.5% conversion 
rate, and they see more 

than $2,000 for RPM. 

http://www.ninewest.com/Marti
na-Pointed-Toe-

Pumps/10515971,default,pd.ht
ml? 

SSFEAT=2126NWSocialGaller
yPhotoClick-

1398610653032&SREF=Custo
merSite&SFBState=Unknown 

Ann Taylor - ecommerce 
integration, most-

engaged photo was a 
user image; an 

Instagrammer in the 
'Little Black Dress' 

campaign outscored 
Kate Hudson for clicks 

and engagement 

http://www.loft.com/LOFT-chute-LP-
052214/cat2070006?supCat=catl00002

&loc=hpa6&icid=hpa6_chute_060514 
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Successful Blogging 
turned to InboundWriter 
to help boost traffic and 
pageviews. Leveraging 

InboundWriter 
suggested topics, 

Successful Blogging 
has improved organic 

traffic more than 50% in 
just four months. 

http://www.inboundwriter.com/
success-stories/success-story-

successful-blogging/ 

Our customer was 
looking to improve site 
traffic and spend less 

time researching topics. 
Leveraging 

InboundWriter 
suggested topics, their 

content performed in the 
top 50%. 

http://www.inboundwriter.com/success-
stories/success-story-leader-elearning/ 
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PricewaterhouseCoope
rs (PwC) wanted to 

create a dialogue 
around its annual 

Global CEO survey, 
and used ScribbleLive 

to power content 
around a 45-minute 

webcast of the 
announcement and 

provide a forum for a 
live Q&A. 

http://www.scribblelive.com/ca
se-study/pwc/ 

Ultimate Fighting 
Championship (UFC) 
used ScribbleLive to 
provide live content 

during UFC Dublin Fight 
Night for a second-

screen audience and to 
drive interest and traffic 

to online video 
subscription, UFC Fight 

Pass. Creating and 
distributing its content 

with ScribbleLive 
resulted in 10 times 
more unique visitors 

than previous live online 
coverage, and more 

than 5,000 referrals to 
http://www.scribblelive.com/case-study-

ultimate-fighting-championship/ 



UFC Fight Pass. The 
content created was so 

engaging that it kept 
readers on the page for 

an average of more than 
16 minutes. Users 

stayed on the page for 
more than 35 minutes, 
and PwC found that a 
significant amount of 

traffic came before and 
after the event, meaning 

the content and Q&A 
were able to exist as a 

lasting resource. 
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The business 
communications 

company wanted to 
better engage its 

customer base by 
launching a monthly 

newsletter. It selected 
Opentopic’s content 

marketing platform to 
streamline its content 

discovery, curation, and 
distribution process and 

discover content that 
mirrored its customers’ 

preferences.    The 
Opentopic-powered 

newsletter generated 
consistently high open 
rates (18-25%) and a 

350% increase in click-
through rates (reaching 

as high as 9%). But 
perhaps the best 

indication of success is 
the client’s global 

http://opentopic.com/case-
study/fortune-500-

communications-company-
increases-newsletter-click-

rates-350-opentopic/ 

Digital.NYC is a new 
hub for the New York 

City startup scene that 
presents curated content 
powered by Opentopic’s 

content marketing 
platform.    Gust founder 

and angel investor, 
David S. Rose, stated of 
Digital.NYC, “This is the 

first comprehensive, 
unified platform for an 

entire digital ecosystem. 
Every single startup, 
investor, blog, news 

story, tweet. Every 
single thing. All pulled 

together from a dozen or 
more independent 

sources, normalized and 
cross-correlated."    

Digital.NYC enlisted 
Opentopic's curation 

platform to find the 
relevant content that 

http://opentopic.com/blog/content-
curation/opentopic-powers-content-for-

nyc-startup-scene/ 



expansion of its 
newsletter, from the 

U.S. to regions 
worldwide. These 

regions will be taking 
advantage of another 

key Opentopic feature: 
the unique ability to 

support content 
discovery in their native 

languages. 

engages their target 
audiences and  supports 

traffic growth to their 
website. 

45     

46 

Unitrends build dozens 
of pieces of interactive 

content that drop $1.3M 
of pipeline and won 

$300,000+ of business 
in 90 days. 

http://cdn.snapapp.com/site/im
ages/casestudy/unitrends/Sna

pApp-CaseStudy-
Unitrends.pdf 

SilkRoad built and 
launched a campaign 

with interactive content 
and in 90 days and 

generated $236,000 of 
new pipeline and won 

$39,000 of business with 
a 4 week shorter sales 

cycle. 

http://cdn.snapapp.com/site/images/cas
estudy/silkroad/SnapApp_SilkRoadInfo

graphic_CaseStudy.pdf 
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Cvent Coordinates and 
Repurposes Content for 

Varying Audiences      
Cvent needed a more 
efficient interface with 
enterprise reliability to 

manage all of its 
disparate marketing 

content. 

https://www.oracle.com/market
ingcloud/customers/success-

stories/cvent.html 

ReadyTalk Gets the 
Word Out with More 
Content and Better 

Search Performance  
ReadyTalk improved 

organic search 
performance using fresh 

content and lots of it. 

https://www.oracle.com/marketingcloud/
customers/success-

stories/readytalk.html 
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IBM Security 
Intelligence: In one 

year, Skyword helped 
IBM create a space 

where the brand could 
showcase its expertise 
and provide IT security 
professionals with the 
information they need 

to be successful. http://securityintelligence.com/ 

As the auto industry 
evolves more rapidly 

than ever before, 
keeping up with market 

trends and giving 
consumers the 

information they need to 
make the right decisions 

is crucial. The team at 
AutoTrader, online 

http://www.skyword.com/case-
study/autotrader-com/ 



Working with Skyword, 
IBM created  

SecurityIntelligence.co
m, a separate online 
destination driven by 

150+ expert 
contributors. The site 

published 300 articles 
in 2014 and became 
the biggest driver of 

marketing responses 
for the business unit, 

and the most visited off-
domain content hub for 

IBM. 

solution for buying and 
selling new, certified, 
and used cars, knew 

that in order to gain 
customer trust, they 
needed to produce 

quality content at the 
speed of a newsroom. 
Through the Skyword 

Platform, they produced 
nearly 2,000 stories in 

one year, saved 40 
hours per month in 

administrative tasks, and 
helped sales generate 

$10mm in new revenue. 
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MIMI - Site on beauty 
for every women, every 

generation, every 
ethnicity - incorporating 
personalization, stream 
and contributed content http://mimichatter.com 

Snug - DIY site for 
millennials, incorporating 

content feeds, original 
content and contributed 
content from influencers 
and community. Content 
stream displays activity 

from social graph http://thesnug.com 
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Votes Count - This is 
the online database 
and analysis tool of 

record for Human 
Rights Watch. Silk 

allowed a non-technical 
team to create a rich 

content repository / 
lightweight CMS that 

allows anyone to read 
about and analyze 

voting patterns at the 
UN Human Rights 

Council. This is hosted 
on Silk  using an HRW 
domain to accrue SEO http://votescount.hrw.org/ 

Adfobase - This is an 
online database and 

visual analysis tool of 
creative, advertising, 
and public relations 

agencies in the 
Netherlands. This Silk is 

hosted on their custom 
domain and was used in 

lieu of a custom 
database development 
that would have cost in 

excess of $50,000. http://www.adfobase.nl/ 



value to the 
organization. 

51     

52 

Kapost fundamentally 
redefined how 

Recommind's content 
team collaborates 
globally.  With six 

offices spanning three 
continents, their teams 
historically battled time 

zone differences and 
communication 

challenges. With 
Kapost, all global 
communication is 
facilitated in one 
system now for 

everyone to access. 
http://kapost.com/success-

stories-recommind/ 

By analyzing the results 
of the a Kapost-

supported marketing 
campaign to two older 

campaigns, Five9 
revealed astounding 

boosts in KPIs 
attributable to the 

Kapost platform. Their 
team created double the 
number of assets for the 
Kapost-supported pillar 
campaign, which in turn 

yielded 3x the number of 
leads and 3x the amount 

of revenue over their 
previous two campaigns 

combined. http://kapost.com/success-stories-five9/ 
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REI looked to bring its 
“Let’s Camp” campaign 

to life by creating an 
engaging and social 
content experience 

across multiple online 
channels that would get 
people interested about 

camping and REI 
products.      

Additionally, REI 
wanted to work with a 

native platform to 
seamlessly integrate 

their content where 
users would be most 

receptive to their 
message.    Each 

native ad unit was also 
https://vimeo.com/101111940 - 

PW: TLREI2014 

Microsoft Store’s agency 
of record, Point It, 

sought to bring the same 
level of efficiency and 

scale to native, as it had 
done for search.  

Although native is 
typically used for 

branding campaigns, 
Point It had aggressive 

revenue and 
performance goals 

commonly associated 
with direct-response for 

Microsoft’s first native ad 
campaign.      TripleLift 

built its native ad 
platform to be 

accessible through 

http://adexchanger.com/ad-exchange-
news/microsoft-store-uses-native-to-

drive-e-commerce-sales/ 



built with social-sharing 
functionality. As 

compelling images with 
little copy are more 

likely to be shared, it 
was important to make 

it easy for users to 
share the ad, 

specifically the image 
associated with it.  

Users were able to 
share the brand’s 

content directly from 
the ad to platforms like 
Facebook, Twitter, and 
Pinterest. To date, they 
have reached over 2K 

users via social shares. 

programmatic buying 
channels.  Using a deal 

ID to access the 
inventory through its 

demand-side platform, 
AppNexus, Point it was 

able to easily launch and 
manage the campaign in 
real time, as it had done 

in other channels like 
search.      The Microsoft 

Store's native ad 
campaign, served 

across mobile, tablet, in-
app, and desktop, 

represents the very first 
time that a native ad 

was bought 
programmatically, via 

RTB, at scale.  Results 
delivered a 40% lift in 

revenue. 

54 

Diageo:  With seven 
brands and multiple 
agencies all working 

independently 
underneath the Diageo 
umbrella, the company 
was finding it difficult to 

track different social 
initiatives and maintain 

brand consistency. Now 
as a NewsCred 

customer, Diageo is 
able to support their 
entire organization’s 

social strategy. Each of 
Diageo’s seven spirit 

brands leverages 
NewsCred to  

Capgemini:  Capgemini, 
a global consulting, 

technology and 
outsourcing company, 

wanted to create a 
valuable connection and 
strengthen relationships 
with their community of 

IT and business decision 
makers. “Content Loop” 

is Capgemini’s digital 
hub, hosted by 

NewsCred’s custom 
CMS. The site is 

powered with licensed 
articles from publishers 

including Fast Company, 
The Next Web, 

http://newscred.com/casestudies/capge
mini 



coordinate across 
internal teams, 

agencies, and their 46 
local markets. Diageo 

takes advantage of 
NewsCred’s extensible 
image library to curate 
and customize unique 
images for their social 

channels. To ensure 
that their global social 
strategy is replicated 

consistently across all 
of their local markets, 

Diageo uses 
NewsCred’s global 

campaign management 
tools, such as 

campaigns and shared 
calendars, allow for 

visibility and 
coordination across 

markets. Additionally, 
NewsCred’s Custom 
Workflows allow for 

streamlined 
collaboration and 

approvals between 
internal teams and 

external agencies. Our 
approved global asset 

library with the ability to 
share assets across 
brands and markets, 
ensures that Diageo 
can maintain brand 

consistency while still 
allowing for local 

market relevance. 

Lifehacker and Forbes, 
allowing Capgemini to 

provide valuable content 
for its audience. With 

NewsCred, Capgemini is 
able to publish and 

average of 177 licensed 
articles a month. In the 

first six months of 
launching Content Loop, 
Capgemini has seen 1.8 

million shares, 370K 
impressions, 350K 

unique visitors and 3K 
new LinkedIn followers. 
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TripAdvisor use the 
Quill Platform to recruit 

and manage their 
network of travel 
writers. This was 

previously done via 
spreadsheets and 

Google forms but the 
new platform provides a 

far more scalable 
solution. 

tripadvisor.quill-
platform.com/content-creator-

applications/new 

Google are notified 
when an article is ready 
for them to review. They 

can then access the 
content, comment on it 

and request revisions 
and approve when 

ready.  

56 

$100M+ Software 
company  Challenges:  

Lack of visibility into 
what content is being 

created across the 
organization; unable to 

align content 
contributors along a 

common content 
strategy, production 

process and editorial 
calendar; no insight into 

their content's impact 
on the pipeline  

Solution:  Use Curata 
CMP (content 

marketing platform) to 
scale content creation 

and be more data-
driven with their entire 

content marketing 
process:  - take a more 

strategic approach to 
content execution (e.g., 
using Curata's Content 

Marketing Pyramid 
methodology for 

campaigns, which is 
built into Curata CMP)   

Alcatel-Lucent 
Enterprise (large 

company example, 
microsite)  Challenge: 

Create a thought-
leadership resource for 

a global technology 
audience with the most 

relevant, diverse content  
on emerging technology 

and executive-level 
business strategy.  

Solution: Use Curata to 
find, organize, annotate 

and publish topic-
specific content from 

diverse, reliable sources 
in real-time.  Benefits: 1) 
Alcatel-Lucent is getting 
more information out to 
readers and validating 
credibility with industry 

insights by  publishing 5-
30 relevant articles per 

day on the IT Strategist, 
and only spending 45 
minutes to an hour on 
daily curation; 2)  The 

higher volume of http://www.itstrategist.net/ 



- align content 
contributors (internal 
and external) along a 

common editorial 
calendar  - better 
manage workflow 

associated with content 
creation  - complement 

created content with 
curated content using 
Curata CCS (content 
curation software)  - 

show how well content 
is working for 

generating and 
nurturing marketing 

leads and sales 
opportunities (i.e., 

through content and 
campaign specific 
metrics - i.e., with 

Curata CMP's content 
marketing analytics 

engine) 

publishing has resulted 
in increased web traffic; 

3) The IT Strategist is 
becoming a go-to source 
for  emerging technology 

information and 
executive level strategy 

planning; 4) All team 
members are easily, and 

quickly, able to  
contribute to the curation 

of articles for their 
microsite. (i.e., crowd-
sourcing)  Contact me 
for the full case study 

(customer's microsite is 
in URL box) 
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Vorsight is a sales 
outbounding and 

training company with 
clients such as Act-On, 

Eloqua, and Sirius. 
Every year, they 

receive tens of 
thousands of new web 
inquiries from inbound 

content marketing. With 
Triblio, Vorsight 

personalizes, by 
persona, multichannel 

campaigns involving 
their marketing 

automation platform vorsightbp.com 

MarketBridge is a 100 
person size marketing 
consultancy that plans 

and executes marketing 
lead generation 

campaigns for enterprise 
clients. With Triblio, 

MarketBridge 
personalizes, by 

persona, content and 
CTAs for multichannel 

campaigns involving 
their marketing 

automation platform and 
blog (the-digital-

bridge.com) to increase the-digital-bridge.com 



and website to increase 
inquiries and accelerate 
funnel lead flow. To see 

personalization of 
content marketing on 

vorsightbp.com please 
contact Triblio. 

inquiries and accelerate 
funnel lead flow.  To see 

personalization of 
content marketing on 

the-digital-bridge.com 
please contact Triblio. 
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A global wine company 
uses Brandle to search 
the web for their family 

of brands and labels 
(over 200) to protect 

their trademarks. The 
brand management 
team use Brandle to 

review brand standards 
and have a centralized 

repository of the 
corporate assets. The 
digital team manages 

the assets (both social 
and domains) ensuring 

global consistency.  

Mortgage customers use 
Brandle to discover their 

corporate and loan 
officer points-of-

presence and monitor 
them for compliance. 

The are able to generate 
reports for CFPB and/or 

State regulators showing 
process of compliance.  
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With multiple lines of 
business — aviation, 

healthcare, energy, 
among others — and 

305,000 employees 
across 160 countries, 

GE is one of largest 
and most innovative 

companies on the 
planet. Percolate has 

become an integral part 
of GE’s global 

workflows, driving 
improved brand 

consistency, efficiency, 
transparency, and 

effectiveness as their http://percolate.com/clients/ge 

With 14 billion € brands, 
over 1,000 content 

creators and more than 
100 million Facebook 

fans globally, Unilever is 
one of the largest 
content marketing 

organizations in the 
world. In 2013, Unilever 

partnered with Percolate 
to make their global 

marketing more 
consistent, efficient and 

effective. http://percolate.com/clients/unilever 



system of record for 
marketing. 
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Allstate: A client since 
2012, Allstate uses 

Velocity to create 
visibility, relevance, and 

scale for more than 
12,000 agents. Velocity 

allows Allstate 
corporate to retain 

brand standards while 
enabling agents to 

publish localized 
content for their 

individual locations. 
After the first year on 
the platform, Allstate 

experienced a 90 
percent increase in 

traffic to its local agent 
pages and a 40 percent 

increase in leads 
generated via search 

and mobile.  

Allstate Geo-Targeted 
Content: When 

Hurricane Iselle hit 
Hawaii, Allstate used 

SIM Partner’s Velocity 
platform to deploy 

localized content about 
the storm in real-time 

across 44 agent pages. 
By providing 

contextually relevant, 
location-specific content 

in a timely fashion, 
Allstate saw a 114 

percent increase in 
clicks within 24 hours 

and a 50 percent 
increase in leads, as 

well as reinforced the 
company’s “You’re In 

Good Hands With 
Allstate®” brand 

promise.  
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A marketer has created 
a new piece of content 
and want to seed it to 

people or organisations 
who are likely to find it 

interesting and can help 
draw attention to it.  

Just drop the content 
onto the Influmetrics 

dashboard to see 
thousands of people 

who are likely to find it 
interesting and 

relevant.  Reach out to 
the best opportunities  

Every time an 
Influmetrics user gets a 

new follower, our 
solution automatically 

suggests what content 
you have this person is 

likely to find most 
interesting.  



and/or import all into 
Twitter Tailored 

Audiences for 
advertising. 
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Microsoft    Microsoft 
take digital storytelling 

to new heights at the 
Mobile World Congress 

2015.    Powering a 
global product launch. 

http://storystream.it/microsoft-
mobile-world-congress-2015/ 

The Telegraph    
Powering all of the 
national Telegraph 

events with real-time 
content. http://storystream.it/the-telegraph/ 
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For everything from 
analytics and 

optimization to 
delivering dynamic, 

targeted experiences, 
Sky Italia uses Adobe 

Marketing Cloud—
including Adobe 

Analytics, Adobe 
Target, and Adobe 

Experience Manager. 
Since adopting Adobe 

solutions, the company 
gained a fluid 

understanding of 
customer interactions 

across screens, 
reduced churn, and 

achieved a 49% year-
over-year lift to 

revenues. 

http://tv.adobe.com/watch/ado
be-marketing-cloud/sky-italia-

success-story-video/ 

IG Group expands into 
new markets using 
search and social 

optimization with Adobe 
Media Optimizer,  Adobe 

Analytics, and Adobe 
Experience Manager. 

http://www.adobe.com/content/dam/Ado
be/en/customer-success/pdfs/ig-group-

case-study.pdf 
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Westinghouse, a leader 
in commercial nuclear 

technology, uses 
content marketing to 
generate awareness 

and conversation 
around their products 

and services. 
Westinghouse uses 

http://www.westinghousenucle
ar.com/ 

The COPD Foundation 
was established to 

undertake initiatives that 
result in expanded 

services for COPD and 
improve the lives of 

individuals affected by 
COPD.    They have a 
two-pronged approach http://www.copdfoundation.org/ 



content to evangelize 
the benefits of nuclear 

energy and to drive 
deeper conversations 

with their clients. They 
use Evoq as the 

foundation of their 
content marketing 

strategy. 

to content marketing: 
first, they use Evoq to 

publish content and blog 
posts on their website. 
Next, they use Evoq's 

engagement tools (e.g. 
discussions, activity 

feed, gamification, ideas 
and more) to create 

user-generated content 
and conversations, in a 

section of their site 
called COPD360social. 

Wisely, they chose to 
build their online 

community directly on 
their website, which 

makes it easy for their 
visitors to engage with 
one another, right then 

and there. 
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Envoy Financial:   
"What would you say 

are the top three 
benefits you’ve realized 

from working with 
Marketing.AI?"  "Easy 

task management, 
assignment of items, 

and we can work 
directly on our blog 

posts in Marketing.AI- 
with no need for other 

tools."  

A Place For Mom: 
"Marketing.AI gives you 

time back so you can be 
more strategic and 
creative with your 

content marketing." 

http://blog.marketing.ai/wp-
content/uploads/2014/06/Content-

Marketing-Software-Case-Study-A-
Place-For-Mom.pdf 

67 Citrix 
http://www.exacttarget.com/cu

stomer-success-stories/citrix McDonald's 

http://www.exacttarget.com/blog/how-
mcdonalds-is-regionalizing-14000-

restaurants-with-social-studio/ 
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Typical case : 
consultant producing an 

automated (and 
http://ghosttownmagazine.com

/ 

Gérard Piqué (one of the 
best soccer player in the 

world) official social http://news.gerardpique.com/ 



targeted) web digest 
around a specific topic, 

distributed via email 
newsletter and web.     

"A daily, hand-curated 
collection of stories, 
photos and video on 

ghost towns and 
abandoned places. " 

media web page 
(curating the best posts 
published by his (vast) 

community... 

 

  



Part 9 

Response 
ID 

Case Example #3:Please share 3 
Case Studies/Examples of your 
product. (Please share 2-3 sentences 
for each and feel free to include URLs 
if available.) 

URL for Case Example 
#3:Please share 3 Case 
Studies/Examples of your 
product. (Please share 2-3 
sentences for each and feel 
free to include URLs if 
available.) 

Do you 
specifically 
market your 
product as a 
solution to 
help 
converge 
media types, 
including 
paid, earned 
and owned? 

If yes, please provide URL to 
sample collateral: 

9   Yes  
13   No unmetric.com 
15     

16 

Chango, recently named Deloitte's 
fastest growing technology company in 

Canada, has worked with Contently 
since 2012 to produce premium 

content that generates high-quality 
leads and directly delivers top-line 

revenue growth for the business.  In 
2014, Contently helped Chango deliver 

over 6000 leads through executive 
bylines, white papers, and premium 

infographics.  With these leads so far, 
Chango has achieved a 4X ROI, and 

as a result doubled-down on their 
content marketing efforts with 

Contently in 2015. 

https://contently.com/wp-
content/uploads/2015/02/C

ontentlyCS_Chango.pdf Yes https://contently.com/solutions/ 

17 

DivvyHQ Helps Self-storage 
Marketplace Solve Some Storage 

Problems of it's Own - SpareFoot.com 
is the expert on connecting consumers 

with the perfect self-storage unit, but 
when it came to tracking and storing 

scads of content marketing materials, 
SpareFoot needed to find its footing. 

http://divvyhq.com/wp-
content/uploads/2015/04/Di

vvyHQ-Case-Study-
SpareFoot.pdf Yes 

https://www.youtube.com/watch?
v=4FwodwCA8o4 



18 

NewVoiceMedia - improved marketing 
insight, and connected interest data 

from prospect content consumption to 
call center operation. This drives 

increased lead quality in the marketing 
function, and more rapid deal cycle in 

the sales function.  Yes 

http://www.idioplatform.com/reso
urce-archive/how-to-optimize-

your-demand-generation/ 
19     

20 

Using Pixlee, Breckenridge Resorts 
ran an interactive #Breckbecause 

campaign that allowed visitors to share 
their experiences at the resort and on 

the mountain. The campaign was a 
huge success increasing site traffic by 

841% and helping to lift visitors 4% 
from the previous year. 

http://www.pixlee.com/asset
s/pdf/breckenridge-case-

study-pixlee.pdf Yes 
http://www.pixlee.com/brand-

and-agency-solution 

21 

Content curations through social 
promotion, and e-commerce 

integration.    NatureBox Fans Deliver 
Results – Pulse Promotions Case 

Study 

http://ww2.readypulse.com/
wp-

content/uploads/2014/06/R
eadyPulse-Social-

Promotions-Case-Study-
Featuring-NatureBox.pdf No 

http://ww2.readypulse.com/how-
readypulse-works/ 

22 

Impact Radius wanted to maximize the 
ROI from their content marketing 

investment and increase conversion 
and leads from existing content and 

traffic. The marketing team decided to 
focus on three key areas:    1] 

Increasing content consumption by 
online visitors  2] Increasing 

conversion rates for premium content 
items  3] Reducing bounce and 

abandonment    The results: Impact 
Radius lowered lead cost under $4 by 

increasing conversions by 59% and 
content consumption by 188% 

http://www.brightinfo.com/bl
og/impact-radius-lowers-

lead-cost-4-increasing-
conversions-59-content-

consumption-188-minutes/ No  

23 
National Geographic's Marcus 

Bleasdale's photo collection 
https://citia.com/content/title

/marcus-bleasdale-dem Yes 
https://citia.com/content/title/julia

nne-wurm 

25 
“Rallyverse gave us the tools and 
expertise to jump start the Li-Ning 

http://www.rallyverse.com/li
-ning-case-study.html No  



brand in the United States, giving us 
one of the largest & most engaged 

communities for a young performance 
athletic manufacture in less than five 

months.”  - Craig Heisner, VP of 
Marketing, Sales, & Merchandising at 

Digital Li-Ning 
26   No  

27 

Dove’s campaign objective was to 
raise awareness for women to have 

that conversation with a young girl for 
their self-esteem mission to reach 15 
million girls. The Dove team worked 

closely with Linqia to provide inspiring 
campaign content for community 

leaders to share authentic stories and 
weaving in the Toolkit information. 

Beautiful personal stories and 
conversations about self-esteem were 

sparked amongst selected 
communities driving 12k+ toolkit 
downloads for women to have a 

conversation with a young girl in their 
life creating a positive impact towards 
Dove’s goal. Over 1,100 tweets were 

shared and retweeted and people were 
‘liking’ positive self-esteem mission on 

Facebook with over 8,700 likes. 
Community leaders became so 

passionate and involved with the 
campaign that they created a group pin 
board that gained over 1,000 followers 
in a day on Pinterest to host images of 

the stories shared. 
http://www.linqia.com/spotli

ghts/ Yes http://www.linqia.com/marketers/ 
28     
29   No  
30     
31     

32 
Remington - Personal grooming 

products manufacturer uses a variety 
https://onespot.uberflip.com

/i/316467 Yes 
https://www.onespot.com/platfor

m/ 



of owned and earned content to drive 
awareness, consideration and online 

sales for new category defining 
product. 

33 

Pitney Bowes (B2B) - eCommerce 
blog traffic grew from approximately 
50/visits per day to over 500 (10x). 

http://www.pitneybowes.co
m/us/global-

ecommerce.html Yes 
http://www.movablemedia.com/a

bout-us-ii/ 
34   No  
35   No  

36 n/a n/a Yes 

https://sprinklr.box.com/shared/st
atic/v4i9ydhf8l0cbz4acfkxrjsgcjnv

wi0a.pdf 

37 

Integrating across 16 shows and 
specials, Discovery Communications 

delivered live, on-air social integrations 
and online experiences to their 

audience. They successfully amplified 
social buzz, drove traffic and 

viewership, and provided fans with an 
opportunity to connect and interact 

with the programming in real-time. As 
a result, the previous Shark Week 

drove unprecedented engagement with 
a 63% increase in Twitter activity over 

the previous year. 

https://www.spredfast.com/
social-media-

strategies/see-how-
discovery-communications-

increased-twitter-
conversation-volume-9x Yes 

https://www.spredfast.com/social
-media-strategies/social-hunger 

38 

B2B Government Assistance 
Consultants: Completed SEO audit, 

with keyword research and competitive 
analysis. Developed a social and 

content marketing strategy review and 
recommendations with focus on 
specific groups of high-volume 
keywords. Results showed 10x 

increase in organic search visibility 
within 12 months and 100% increase 

in better targeted organic search 
traffic.  Yes 

http://www.gshiftlabs.com/resour
ces/seo-re-defined/ 

39 

Meredith Agrimedia has achieved a 
250% increase in advertising revenue 

from content curated using 
http://www.agriculture.com/

news/technology/apple- Yes 
http://www.scotsman.com/scottis

h-independence/ 



PublishThis. Their content team is 
saving nearly 50 hours a month 

producing sponsored microsites and 
pages.    Meredith Agrimedia is using 
PublishThis for a variety of intelligent 

content projects. In addition to 
expanding their newswire coverage 

with aggregated content from targeted 
sources, they are curating 'Editor's 

Picks' into a special section by getting 
their editors to cover more ground 

using curation to deliver more frequent 
updates, building out branded pages 
with real-time content alongside their 
original, contracted work, and, in the 

example below, creating mixed-content 
articles with their branded work 

alongside recirculated original content 
surfaced through the PublishThis 

tagging system, and curated work with 
annotations that add another page 
view before the reader gets to the 

third-party content. Meredith reports 
significant increases in time on site, 

page views, and return visits. 

rolls-out-watch-iphone-
web_6-ar45034 

40 

fortune 500 company wanted to see 
which personas were consuming what 

types of content assets and if there 
was a difference between CXO content 

and technical content. there was; 
program was tailored accordingly.  Yes www.squeezecmm.com 

41 

Starbucks Frappuccino   Starbucks 
used Chute Rights to request and 

obtain permission to use the photo 
submissions before featuring them on 
their microsite –frappucino.com. The 

acceptance rate exceeded 85%, most 
within the first five minutes of the 

request. Starbucks saw a 9x increase http://frappuccino.com/ Yes 
http://www.getchute.com/usecas

es/ 



in the amount of branded content post 
Chute Rights outreach. 

42 

Independent Case Study by Jay Baer 
of Convince & Convert. Using 

InboundWriter Jay was able to 
generate more pageviews with 77% 

less content created. 

http://www.convinceandcon
vert.com/content-

marketing/how-to-use-
predictive-content-analytics/ No  

43 

The Boston Globe and Boston.com 
used ScribbleLive in their coverage of 

the 2013 Boston Marathon bombing 
and subsequent manhunt. The live 

updates they were publishing were a 
lifeline to residents under lockdown, 

and the coverage won a Pulitzer Prize 
in 2014. Boston.com used the 

ScribbleMarket to syndicate its 
coverage to more than 100 worldwide 
news properties, which amplified the 

organization's brand reach across the 
globe. 

http://www.scribblelive.com/
case-study/the-boston-

bombing/ No  

44 

CETIM’s La Mecanique was looking for 
a way to increase activity among their 
members. They selected Opentopic’s 

content marketing platform to help 
them more easily identify content that 
would appeal to their target audience 

of engineering experts. With 
Opentopic, they were able to create 

highly customized feeds of news and 
information from a range of sources 

like search engines, RSS feeds, and 
social channels. Then, they used 

Opentopic to distribute their content 
directly to their newsletters and social 

channels. As a result of providing their 
audience with the most current and 

trending topics, they were able to 
increase overall traffic by 75% and 

drive up newsletter engagement, while 
also streamlining operations. 

http://opentopic.com/case-
study/cetim/ No  



45     

46 

Bizo (now LinkedIn) used interactive 
content to turn their blog into a new 

lead generations channel driving 
hundreds of leads at half their target 

CPA. 

http://cdn.snapapp.com/site
/images/casestudy/bizo/Sn
apApp-CaseStudy-Bizo.pdf Yes 

http://cdn.snapapp.com/site/imag
es/resources/B2B-SnapApp-

Overview.pdf 

47 

Bass Pro Shops Helps Local Stores 
Connect to Their Local Markets.      

Bass Pro Shops created deeper and 
more meaningful interactions within 

each store’s market with content 
marketing. 

https://www.oracle.com/mar
ketingcloud/customers/succ

ess-stories/bass-pro-
shops.html Yes 

http://topliners.eloqua.com/comm
unity/appcloud , 

http://www.eloqua.com/products/
content-marketing.html , 

http://www.eloqua.com/products/
campaign-management.html 

48 

United Way knew that in order to 
improve the quality of life for millions of 

people, they needed to support their 
constituents with resources that would 

help them improve relationships with 
donors, advocates, and volunteers. 

Working with Skyword, the 
organization has grown a rich pool of 

content to help its local charities be 
successful and make lasting 

connections. After experiencing the 
success of its stories in connecting 
with donors and volunteers, United 

Way began producing videos through 
the Skyword Platform to tell its stories 
through a rich multimedia experience. 

http://www.skyword.com/ca
se-study/united-way-

worldwide/ Yes  

49 

A brand as a media company: GE has 
created Braindecoder with the mission 

is to cover the most interesting 
neuroscience news with thoughtful 
reporting, and capture the ongoing 

social and scientific quest to unravel 
the mysteries of the brain     This is a 

place for both everyday people with an 
interest in the brain and the 

scientifically initiated, to read, write, 
and discuss the aspects of 

neuroscience that most interest them. http://braindecoder.com Yes  



Here they can ponder the curiosities of 
the mind and brain, both on the 

forefront of emerging research and 
technology, and with a look back on 

how we've come to where we are. 

50 

Bellingcat Ukraine Conflict Vehicle 
Tracking Project - This is a project built 
by the UK-based citizen journalist team 

Bellingcat to crowdsource sightings of 
Russian armored equipment and 

vehicles moving into and around the 
Ukraine. The project combines 

snapshots taken on the ground by 
citizen journalists with pro-am 

moderation to verify sighting data and 
then Silk as the data publishing and 

visualization tool. With over 400 
sightings in the Silk, the live data maps 
and visualizations were embedded by 

~50 news orgs driving over 1 million 
PVs. bellingcat-vehicles.silk.co No  

51     

52 

With Kapost’s help, Lenovo has 
doubled their asset production over the 

course of two years, allowing them to 
connect with and educate their 

audience with customized content. 
Also, revenue attributable to marketing 

increased more than 58% year over 
year. According to Lenovo, content is 

"the fundamental currency that moves 
people through funnel." 

http://kapost.com/success-
stories-lenovo/ No  

53 

3M™ - makers of Scotch-Brite, looked 
to bring its campaign to life by creating 

an engaging and visual content 
experience across multiple publishing 

channels that would spread awareness 
of the product range, drive qualified 

traffic to their site and increase 
purchase intent.     3M™ and their  No  



agency of record, Grey, selected 
TripleLift to ensure their visual content 
was designed to seamlessly match the 

unique look and feel of hundreds of 
sites meeting their targeted audience.  

The result was beautifully integrated 
ads that looked unique to every site, 

with the agency and brand only having 
to send over an image, logo, copy and 

a landing page. 

54 

The Hartford:  The Hartford, insurance 
and investment financial services 

company, wanted to engage small 
business owners and establish 

themselves as thought leaders in the 
space. The Hartford partnered with 

NewsCred to power its site Small Biz 
Ahead, its thought leadership portal 

providing small business with the 
advice they need to run successful 

businesses. The site includes licensed 
content from sources like Forbes and 

National Law Review, covering key 
topics from human resources to 

entrepreneurship. They also publish 
custom content via The NewsRoom, 

giving The Hartford a unique voice to 
share relevant advice to their 
audience. Three months after 
leveraging new content from 

NewsCred (licensed and custom) and 
using the Content Marketing Cloud, 

The Hartford saw a 700% increase in 
unique visitors, a 268% increase in 

Facebook followers and a 137% 
increase in Twitter followers. 

http://www.newscred.com/c
asestudies/hartford Yes 

Social Governance: 
https://www.dropbox.com/s/igi53
vvalxtr555/NewsCred_Social_Go

vernance.pdf?dl=0  Competitive 
Positioning 1 Pager: 

https://www.dropbox.com/s/qued
9fo8jrtl8kg/Competitive%20Positi
oning_WhyNewsCred_OnePager

%20%281%29.pdf?dl=0   
NewsCred Audience Insights:  1-

pager: 
https://www.dropbox.com/s/4dfjw
d3ptjr1uv0/AudienceInsights_Fin

al.pdf?dl=0 Deck: 
https://www.dropbox.com/s/bvpp
8kb4skvjl5v/NewsCred_Audienc

e%20Insights_vB2B_2-
20.pptx?dl=0 

55   No  

56 

Verne Global - Green Data Center 
News (blog and microsite combined, 

marketing becomes publisher with 
http://www.greendatacenter

news.org/ Yes www.curata.com 



created and  curated content)  Who 
are they? Iceland-based data center 

provider  Challenge: Establish start-up 
as a thought leader in green IT 

industry.  Solution: Used Curata to 
create a niche destination site around 

the topic of green data centers:  
www.greendatacenternews.org  

Benefits: 1) Create Green Data Center 
News and populate it with relevant and 

current news and opinions as well as 
original  content (i.e., create and curate 

through Curata); 2) Connect with 
potential customers on a daily basis; 3) 

Quoted in global press as thought 
leader in green IT without having to 

send out frequent press releases; 4) 
Saved $100,000 in expenses for 

outbound  marketing, staff and 
website.  Full case study:  

http://www.curata.com/files/CaseStudy
-VerneGlobal.pdf  (Verne Global has 

had so much success with their Green 
Datacenter News site that they've 

expanded into another vertical:  
http://www.automotiveitnews.org/) 

57 

Cision is a $300M provider of PR 
software.  With Triblio, Cision 

personalizes, by persona, content and 
CTAs on their blog using multiple data 
points including parameters from their 

marketing automation platform to 
increase lead conversions.  To see 

personalization of content marketing 
on the-digital-bridge.com please 

contact Triblio. cision.com Yes 
http://www.triblio.com/content-

marketing-software/ 

58 

A major global brand company uses 
Brandle to find their exhaustive list of 

branded points-of-presence so the 
brand equity for each brand can be  No  



preserved and best practices for social 
governance is managed world-wide. 
This customer also uses Brandle to 

optimize social channels by culling out 
the non-productive POPs and 

strengthening the ones that are 
building brand equity. 

59 

Chobani became America’s #1 Greek 
yogurt by delivering its fans better 

natural food, combined with a 
thoughtful approach to delighting 

customers across digital. Percolate 
helps Chobani scale social customer 

care with more efficient workflows, rich 
visual imagery and personalized 

messaging. 
http://percolate.com/clients/

chobani Yes http://percolate.com/platform 

60 

U.S. Bank Mortgage: A client since 
May 2014, U.S. Bank was looking to 

drive home mortgages through its 
Mortgage Loan Office (MLO) locations. 

By organizing their location data with 
Velocity to appear in local listings, and 

enabling their mortgage locations to 
create localized content to optimize for 
organic and mobile search results, the 

bank has increased the number of new 
monthly home loans by 330 percent.  Yes 

http://www.simpartners.com/reso
urces/SIM_ebook_ConvMedia.pd

f 

61 

A community manager want to engage 
with someone who is speaking about 

her organisations brand. With one click 
she can see what content her 

organisation has this person is most 
likely to find interesting.  Yes  

62 

Porsche Live    Powering over 20 
global websites with real-time social, 

brand and editorial content. 

http://www.porsche.com/us
a/social-

media/?categories=&types=
&tags= No  

63 
Phillips achieves more flexible, 

impactful marketing by standardizing 
http://www.adobe.com/cont
ent/dam/Adobe/en/custome Yes 

http://www.adobe.com/marketing
-cloud.html 



on Adobe Marketing Cloud  across 
digital properties worldwide. 

r-success/pdfs/philips-case-
study.pdf 

65 

Charity Village is Canada’s largest 
online community for staff and 

volunteers in the non-profit space, with 
more than 70,000 members. Having 

outgrown its original interaction model, 
the company turned to DNN to 

modernize its online presence. The 
new site leverages a robust CMS with 

deeply integrated, modern social 
capabilities that are transforming the 

way members interact. Charity Village 
can now scale its business with an 

affordable, extensible and engaging 
platform. http://charityvillage.com/ No  

66 

City of Arlington, TX: "Marketing.AI 
enabled the content team at 

MyArlingtonTX.com to weave together 
a whole city picture with more depth 

than we could have ever achieved with 
our old methods of content work." 

http://blog.marketing.ai/wp-
content/uploads/2014/06/C
ontent-Marketing-Software-

Case-Study-City-of-
Arlington-Texas.pdf No  

67 Electrolux 
https://www.youtube.com/w

atch?v=_J11Z3ljsi8 Yes  

68 

HCF network. 26 weekly digests (for 
each locations). These accounts are 

managed on behalf of HCF by the 
marketing agency 

Nowmarketinggroup.com (which also 
operates several other paper.li 

accounts for other brands) 
http://burtonsridge.hcfnewsl

etter.com/ No  
 

  



Part 10 

Response 
ID 

Do you specifically market 
your product as a FULL 
SUITE content marketing 
solution to serve content 
development, deployment, 
and management? 

If yes, please provide URL to sample 
collateral: 

1:Please list 
who you 
consider your 
top 3 
competitors: 

2:Please list 
who you 
consider your 
top 3 
competitors: 

3:Please list 
who you 
consider your 
top 3 
competitors: 

9 No  a s v 

13 No  Social Bakers 
Simply 

Measured Shareablee 
15      
16 Yes https://contently.com/solutions/ Skyword Newscred Scripted 
17 No  Kapost Marketing.ai CoSchedule 
18 No  Sailthru Adobe Demandbase 
19      
20 Yes http://www.pixlee.com/platform Curalate Olapic Wayin 

21 Yes 
http://ww2.readypulse.com/collateral/pul

se-marketing-suite/ Bazaarvoice Sprinklr Salesforce 
22 No  dynamic yield evergage addthis 
23 Yes https://citia.com/content/title/theflow Wildcard Sharethrough RebelMouse 
25 Yes http://www.rallyverse.com/platform.html Percolate Newscred Curata 

26 No  Google Docs 
Microsoft 

Word Contentful 

27 Yes 
http://www.linqia.com/marketers/technol

ogy/ Tap Influence Izea Collective Bias 
28      
29 No  Jainrain Leadpages Unbounce 
30      
31      

32 No  

Content 
discovery 
networks 

In-feed native 
platforms 

Satisfaction with 
driving generic, 
one-click traffic 

33 No  TapInfluence   
34 No  Ooyala ThinkAnalytics Contentwise 

35 Yes www.newzsocial.com Buffer 
Dynamic 

Signal Hootsuite 

36 Yes 

https://sprinklr.box.com/shared/static/de
9k1wxnf7f0n1ongz5vwqu71mooel13.pd

f Salesforce Oracle Adobe 



37 Yes 
https://www.spredfast.com/social-

marketing-solutions/content-marketing Sprinklr Percolate Hootsuite 

38 Yes 
http://www.gshiftlabs.com/seo-

solutions/content-marketer/ Brightedge Conductor Searchmetrics 

39 No  

Brands trying 
to write their 
own content 

without 
content 

technology Percolate Curata 

40 No  
adobe 

analytics 
google 

analytics HubSpot 

41 Yes http://www.getchute.com/how-it-works/ 
Mass 

Relevance Olapic Bazaarvoice 
42 No  AdWords Spreadsheets n/a 

43 Yes 
http://www.scribblelive.com/content-

marketing-software/ LiveFyre Percolate NewsCred 
44 No  Percolate Newscred Curata 
45      

46 Yes 
http://cdn.snapapp.com/site/images/res

ources/B2B-SnapApp-Overview.pdf 
Internal 

development 
Agency 

development ion interactive 

47 Yes 
http://www.eloqua.com/products/content

-marketing.html SalesForce Adobe IBM 

48 Yes http://www.skyword.com/how-we-do-it/ 
Creative 
Agency In house Status quo 

49 Yes  Adobe WordPress Drupal 
50 No  Tableau WordPress SAS 
51      

52 Yes kapost.com/products NewsCred 
Oracle 

Compendium DivvyHQ 
53 Yes http://imgur.com/HLk433U Sharethrough Nativo BidTellect 

54 Yes 

Analyst Deck: 
https://www.dropbox.com/s/oo7ary66dr
kal18/NewsCred_Analyst%20Deck_%2

03-2015.pdf?dl=0  NewsCred full 
platform cs. social only companies: 

https://www.dropbox.com/home/Sales%
20%26%20BD%20Team/2015%20Sale
s%20Playbook/5.%20Competitive%20B
attlecards%20and%20Feature%20List/

Adobe 
Marketing 

Cloud 

Salesforce 
Marketing 

Cloud Percolate 



NewsCred%20vs.%20Social%20Manag
ement%20Companies?preview=Why+Y
ou+Should+Work+with+NewsCred+(2).

pdf  and http://newscred.com/content 
55 No  Contently Skyword Newscred 
56 Yes www.curata.com Kapost NewsCred Percolate 

57 No  
Marketo's 

RTP 
HubSpot’s 

Smart CMS 

Sitecore 
Personalization 

Functionality 

58 No  

Internally 
maintained 

spreadsheets 

Manual Audits 
and consulting 

services by 
firms such as 

PwC, Deloitte, 
etc. Nexgate 

59 Yes http://percolate.com/platform Salesforce Adobe Sprinklr 
60 No  Yext RIO SEO Placeable 

61 No  
Not sure, still 

evaluating   
62 Yes http://storystream.it/how-it-works/ Livefyre Stackla Percolate 

63 Yes 

http://www.adobe.com/marketing-
cloud.html; 

https://www.adobe.com/creativecloud.ht
ml IBM Salesforce Google 

65 Yes 

http://www.dnnsoftware.com/portals/0/si
tefiles/datasheets/DNN-Data-Sheet-

Evoq-Engage.pdf Sitecore Adobe Sitefinity 
66 Yes http://marketing.ai/feature-tour.html Percolate Kapost Newscred 
67 Yes  Adobe Oracle IBM 

68 No  Rebelmouse 

Curata 
(although 
we're not 

targeting large 
organisations scoop.it 

 

  



Part 11 

Response 
ID 

# Seats/licenses: 
How do you price 
software? (Select 
all pricing options 
available today) 

# Content 
produced/generated: 
How do you price 
software? (Select all 
pricing options 
available today) 

Features/capabilities: 
How do you price 
software? (Select all 
pricing options 
available today) 

Data integrations: How 
do you price software? 
(Select all pricing 
options available 
today) 

Customizations: 
How do you 
price software? 
(Select all 
pricing options 
available today) 

Other: How do you 
price software? 
(Select all pricing 
options available 
today) 

9  
# Content 

produced/generated     
13   Features/capabilities    
15       

16 # Seats/licenses 
# Content 

produced/generated Features/capabilities Data integrations Customizations  
17 # Seats/licenses  Features/capabilities    
18 # Seats/licenses     other 
19       
20   Features/capabilities    

21 # Seats/licenses 
# Content 

produced/generated Features/capabilities    

22  
# Content 

produced/generated Features/capabilities    
23 # Seats/licenses      
25 # Seats/licenses      

26  
# Content 

produced/generated     
27      other 
28       
29   Features/capabilities    
30       
31       
32   Features/capabilities   other 

33  
# Content 

produced/generated   Customizations  

34  
# Content 

produced/generated     
35 # Seats/licenses  Features/capabilities  Customizations  
36 # Seats/licenses  Features/capabilities Data integrations Customizations other 
37 # Seats/licenses   Data integrations Customizations other 
38   Features/capabilities Data integrations Customizations other 



39 # Seats/licenses     other 

40 # Seats/licenses 
# Content 

produced/generated     
41 # Seats/licenses  Features/capabilities  Customizations  

42  
# Content 

produced/generated     
43 # Seats/licenses  Features/capabilities  Customizations other 

44 # Seats/licenses 
# Content 

produced/generated Features/capabilities Data integrations   
45       

46 # Seats/licenses 
# Content 

produced/generated Features/capabilities    
47 # Seats/licenses   Data integrations  other 

48  
# Content 

produced/generated    other 
49   Features/capabilities  Customizations  
50 # Seats/licenses      
51       
52 # Seats/licenses  Features/capabilities    
53      other 

54 # Seats/licenses 
# Content 

produced/generated Features/capabilities Data integrations Customizations other 
55 # Seats/licenses  Features/capabilities    
56      other 
57 # Seats/licenses  Features/capabilities Data integrations Customizations  
58   Features/capabilities    
59 # Seats/licenses      
60 # Seats/licenses  Features/capabilities Data integrations Customizations other 
61 # Seats/licenses  Features/capabilities   other 
62 # Seats/licenses  Features/capabilities Data integrations Customizations  
63 # Seats/licenses   Data integrations   
65 # Seats/licenses      
66 # Seats/licenses      
67   Features/capabilities  Customizations other 
68   Features/capabilities   other 

 

  



Part 12 

Response 
ID 

What is the 
average size 
of customer 
contracts? 
(in dollars) 

What is the 
average length of 
customer 
contracts? (in 
time) 

Do you offer a 
FREE SERVICE 
option? (Select 
the best fitting 
answer) 

If you offer a 
free option, what 
percentage of 
your customers 
are paying 
users? (Please 
answer with a 
percentage.) 

In-person support while 
onboarding: 
SUPPORT: What types 
of support do you offer 
to customers? (Check 
all that apply and feel 
free to explain if you 
have more to share) 

Telephone/web support 
while onboarding: 
SUPPORT: What types 
of support do you offer 
to customers? (Check 
all that apply and feel 
free to explain if you 
have more to share) 

9 0-10k 3 months 

Yes, we provide a 
free service with 

no expiration date    

13 
Prefer not to 

answer 
Not sure/cannot 

disclose 

No, we do not 
provide a free 

option  
In-person support while 

onboarding 
Telephone/web support 

while onboarding 
15       

16 100k-250k 1 year 

Yes, we provide a 
free service for a 
fixed period, after 
which payment is 

required for 
continued use 98% 

In-person support while 
onboarding 

Telephone/web support 
while onboarding 

17 10k-25k 1 year 

No, we do not 
provide a free 

option  
In-person support while 

onboarding 
Telephone/web support 

while onboarding 

18 100k-250k 1 year 

No, we do not 
provide a free 

option  
In-person support while 

onboarding 
Telephone/web support 

while onboarding 
19       

20 10k-25k 1 year 

No, we do not 
provide a free 

option  
In-person support while 

onboarding  

21 50k-100k 2 years 

No, we do not 
provide a free 

option 100% 
In-person support while 

onboarding 
Telephone/web support 

while onboarding 

22 
Prefer not to 

answer 1 year 

Yes, we provide a 
free service with 

no expiration date 60%  
Telephone/web support 

while onboarding 



23 0-10k 1 year 

No, we do not 
provide a free 

option 50% 
In-person support while 

onboarding 
Telephone/web support 

while onboarding 

25 100k-250k 2 years 

No, we do not 
provide a free 

option   
Telephone/web support 

while onboarding 

26 0-10k 
Not sure/cannot 

disclose 

No, we do not 
provide a free 

option  
In-person support while 

onboarding 
Telephone/web support 

while onboarding 

27 50k-100k 3 months 

No, we do not 
provide a free 

option   
Telephone/web support 

while onboarding 
28       

29 0-10k 1 month 

Yes, we provide a 
free service for a 
fixed period, after 
which payment is 

required for 
continued use 10%   

30       
31       

32 50k-100k 
Not sure/cannot 

disclose 

No, we do not 
provide a free 

option  
In-person support while 

onboarding 
Telephone/web support 

while onboarding 

33 50k-100k 6 months 

No, we do not 
provide a free 

option    

34 
Prefer not to 

answer 1 year 

Yes, we provide a 
free service for a 
fixed period, after 
which payment is 

required for 
continued use   

Telephone/web support 
while onboarding 

35 10k-25k 1 year 

Yes, we provide a 
free service for a 
fixed period, after 
which payment is 

required for 
continued use 60% 

In-person support while 
onboarding 

Telephone/web support 
while onboarding 



36 100k-250k 1 year 

No, we do not 
provide a free 

option  
In-person support while 

onboarding 
Telephone/web support 

while onboarding 

37 
Prefer not to 

answer 
Not sure/cannot 

disclose 

No, we do not 
provide a free 

option  
In-person support while 

onboarding 
Telephone/web support 

while onboarding 

38 25k-50k 1 year 

No, we do not 
provide a free 

option  
In-person support while 

onboarding 
Telephone/web support 

while onboarding 

39 25k-50k 1 year 

No, we do not 
provide a free 

option  
In-person support while 

onboarding 
Telephone/web support 

while onboarding 

40 25k-50k 1 year 

No, we do not 
provide a free 

option  
In-person support while 

onboarding 
Telephone/web support 

while onboarding 

41 25k-50k 1 year 

No, we do not 
provide a free 

option  
In-person support while 

onboarding 
Telephone/web support 

while onboarding 

42 0-10k 1 year 

No, we do not 
provide a free 

option   
Telephone/web support 

while onboarding 

43 0-10k 1 year 

Yes, we provide a 
free service for a 
fixed period, after 
which payment is 

required for 
continued use 70%  

Telephone/web support 
while onboarding 

44 
Prefer not to 

answer 
Not sure/cannot 

disclose 

No, we do not 
provide a free 

option  
In-person support while 

onboarding 
Telephone/web support 

while onboarding 
45       

46 10k-25k 1 year 

No, we do not 
provide a free 

option   
Telephone/web support 

while onboarding 

47 
Prefer not to 

answer 
Not sure/cannot 

disclose 

No, we do not 
provide a free 

option  
In-person support while 

onboarding 
Telephone/web support 

while onboarding 

48 100k-250k 1 year 

No, we do not 
provide a free 

option  
In-person support while 

onboarding 
Telephone/web support 

while onboarding 



49 500k-1M 1 year 

Yes, we provide a 
free service with 

no expiration date 100% 
In-person support while 

onboarding 
Telephone/web support 

while onboarding 

50 
Prefer not to 

answer 
Not sure/cannot 

disclose 

Yes, we provide a 
free service with 

no expiration date 0.%  
Telephone/web support 

while onboarding 
51       

52 25k-50k 1 year 

No, we do not 
provide a free 

option  
In-person support while 

onboarding 
Telephone/web support 

while onboarding 

53 50k-100k 6 months 

No, we do not 
provide a free 

option  
In-person support while 

onboarding 
Telephone/web support 

while onboarding 

54 100k-250k 1 year 

No, we do not 
provide a free 

option  
In-person support while 

onboarding 
Telephone/web support 

while onboarding 

55 10k-25k 1 year 

Yes, we provide a 
free service for a 
fixed period, after 
which payment is 

required for 
continued use 100% 

In-person support while 
onboarding 

Telephone/web support 
while onboarding 

56 10k-25k 1 year 

No, we do not 
provide a free 

option  
In-person support while 

onboarding 
Telephone/web support 

while onboarding 

57 10k-25k 1 year 

No, we do not 
provide a free 

option  
In-person support while 

onboarding 
Telephone/web support 

while onboarding 

58 
Prefer not to 

answer 1 year 

No, we do not 
provide a free 

option   
Telephone/web support 

while onboarding 

59 250k-500k 1 year 

No, we do not 
provide a free 

option  
In-person support while 

onboarding 
Telephone/web support 

while onboarding 

60 100k-250k 1 year 

No, we do not 
provide a free 

option  
In-person support while 

onboarding 
Telephone/web support 

while onboarding 

61 0-10k 
Not sure/cannot 

disclose 

Yes, we provide a 
free service with 

no expiration date 5%  
Telephone/web support 

while onboarding 



62 
Prefer not to 

answer 
Not sure/cannot 

disclose 

No, we do not 
provide a free 

option  
In-person support while 

onboarding 
Telephone/web support 

while onboarding 

63 
Prefer not to 

answer 
Not sure/cannot 

disclose 

No, we do not 
provide a free 

option  
In-person support while 

onboarding 
Telephone/web support 

while onboarding 

65 10k-25k 2 years 

No, we do not 
provide a free 

option   
Telephone/web support 

while onboarding 

66 10k-25k 1 year 

No, we do not 
provide a free 

option  
In-person support while 

onboarding 
Telephone/web support 

while onboarding 

67 
Prefer not to 

answer 
Not sure/cannot 

disclose 

No, we do not 
provide a free 

option  
In-person support while 

onboarding 
Telephone/web support 

while onboarding 

68 0-10k 1 year 

Yes, we provide a 
free service with 

no expiration date 3%   
 

  



Part 13 

Response 
ID 

Ongoing in-person 
support for extra fee: 
SUPPORT: What 
types of support do 
you offer to 
customers? (Check 
all that apply and feel 
free to explain if you 
have more to share) 

Ongoing in-
person support at 
no extra fee: 
SUPPORT: What 
types of support 
do you offer to 
customers? 
(Check all that 
apply and feel 
free to explain if 
you have more to 
share) 

Ongoing 
telephone/web support 
at no extra fee: 
SUPPORT: What 
types of support do 
you offer to 
customers? (Check all 
that apply and feel 
free to explain if you 
have more to share) 

Ongoing content 
resources users 
can access 
anytime: 
SUPPORT: What 
types of support 
do you offer to 
customers? 
(Check all that 
apply and feel 
free to explain if 
you have more to 
share) 

Peer-to-peer 
online support 
community: 
SUPPORT: 
What types of 
support do you 
offer to 
customers? 
(Check all that 
apply and feel 
free to explain if 
you have more 
to share) 

SUPPORT: What 
types of support do 
you offer to 
customers? (Check all 
that apply and feel 
free to explain if you 
have more to share): 
Comments 

9   

Ongoing 
telephone/web support 

at no extra fee    

13  

Ongoing in-
person support at 

no extra fee 

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime   

15       

16 
Ongoing in-person 

support for extra fee 

Ongoing in-
person support at 

no extra fee 

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime  

A P2P community is 
being launched in Q2 - 

Client Advisory Panel 
and user groups will 

be the first versions of 
this 

17 
Ongoing in-person 

support for extra fee  

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime 

Peer-to-peer 
online support 

community  

18 
Ongoing in-person 

support for extra fee  

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime   

19       

20  

Ongoing in-
person support at 

no extra fee 

Ongoing 
telephone/web support 

at no extra fee 
Ongoing content 
resources users  

Clients are assigned a 
customer success 

manager to help with 



can access 
anytime 

both initial on-boarding 
and implementation, 

as well as ongoing 
support. 

21 
Ongoing in-person 

support for extra fee  

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime  

We provide both 
standard and premiere 

customer support, as 
well as self-serve 
knowledge base. 

22   

Ongoing 
telephone/web support 

at no extra fee    

23  

Ongoing in-
person support at 

no extra fee 

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime   

25   

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime   

26 
Ongoing in-person 

support for extra fee  

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime   

27   

Ongoing 
telephone/web support 

at no extra fee  

Peer-to-peer 
online support 

community  
28       
29       
30       
31       

32   

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime  

We deliver use of 
OneSpot's award 

winning platform as a 
managed service and 

work consultatively 
with our customers 

from beginning to end. 



33  

Ongoing in-
person support at 

no extra fee     

34   

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime   

35   

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime   

36 
Ongoing in-person 

support for extra fee 

Ongoing in-
person support at 

no extra fee 

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime  

Sprinklr product 
support is available 24 
x 7 x 365. Live support 

is provided from New 
York, San Francisco, 

London, and 
Bangalore in 10 

languages.     Sprinklr 
offers classroom 

training (multi-city), 
web-based, virtual 

training, and on-site 
training. Ongoing 

training and continued 
support is available for 
changes in customers' 

needs, such as 
expansion throughout 

the organization. 
Frequent webinars 

build product and 
industry expertise. 

Additionally, Sprinklr 
University provides an 

on-demand 
certification program 

through a learning 
management system 

(LMS) to ensure 



ongoing training and 
support of new team 

members. 

37 
Ongoing in-person 

support for extra fee  

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime 

Peer-to-peer 
online support 

community  

38 
Ongoing in-person 

support for extra fee 

Ongoing in-
person support at 

no extra fee 

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime   

39 
Ongoing in-person 

support for extra fee  

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime  

In-person support is a 
negotiated custom 

option. 

40   

Ongoing 
telephone/web support 

at no extra fee  

Peer-to-peer 
online support 

community  

41 
Ongoing in-person 

support for extra fee  

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime   

42   

Ongoing 
telephone/web support 

at no extra fee    

43 
Ongoing in-person 

support for extra fee  

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime  

Customers purchase a 
level of ongoing 
support that will 

include telephone 
and/or web support 

and can purchase in-
person support or 

special event support 
for an additional fee. 

All customers have 
access to on-demand 
resources, regardless 

of level of ongoing 
support purchased. 



44   

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime  

In-person support may 
be available for larger 

clients. 
45       

46   

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime  

dedicated Customer 
Success Management 
team for the life of the 

customer. 

47 
Ongoing in-person 

support for extra fee 

Ongoing in-
person support at 

no extra fee 

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime 

Peer-to-peer 
online support 

community  

48 
Ongoing in-person 

support for extra fee  

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime   

49 
Ongoing in-person 

support for extra fee  

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime  

Our team is distributed 
around the world (in 
28 countries) so we 
can offer round the 

clock support and 
onboarding services 

50   

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime   

51       

52 
Ongoing in-person 

support for extra fee  

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime 

Peer-to-peer 
online support 

community 

Customers can add 
additional support and 

services at an 
additional fee 

53  

Ongoing in-
person support at 

no extra fee 

Ongoing 
telephone/web support 

at no extra fee    

54 
Ongoing in-person 

support for extra fee 

Ongoing in-
person support at 

no extra fee 

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime 

Peer-to-peer 
online support 

community 

Dedicated 
implementation 

manager for 
onboarding and 

training, 24/7 global 



support with an 
average of 10 minute 

response time. 

55 
Ongoing in-person 

support for extra fee  

Ongoing 
telephone/web support 

at no extra fee    

56 
Ongoing in-person 

support for extra fee 

Ongoing in-
person support at 

no extra fee 

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime 

Peer-to-peer 
online support 

community  

57  

Ongoing in-
person support at 

no extra fee 

Ongoing 
telephone/web support 

at no extra fee   

In-person support 
while onboarding for a 

fee. Phone/web  
support for onboarding 

and ongoing is free. 

58 
Ongoing in-person 

support for extra fee  

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime 

Peer-to-peer 
online support 

community  

59 
Ongoing in-person 

support for extra fee 

Ongoing in-
person support at 

no extra fee 

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime  

Training videos are 
also available upon 

request. 

60  

Ongoing in-
person support at 

no extra fee 

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime   

61   

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime   

62 
Ongoing in-person 

support for extra fee  

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime 

Peer-to-peer 
online support 

community 

We see that it is an 
important differentiator 

being able to offer 
professional services 

around the 
technology.  This is 

something a lot of 
customer ask for. 



63 
Ongoing in-person 

support for extra fee  

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime 

Peer-to-peer 
online support 

community  

65   

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime 

Peer-to-peer 
online support 

community  

66   

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime 

Peer-to-peer 
online support 

community 

Marketing.AI is known 
for responsive support 
with typically response 

times under 10 
minutes. Marketing.AI 
is an early adopter of 

Intercom.io technology 
and has it tightly 

integrated into its 
software. It also uses 

Zopim chat on its 
website and has 

integrated SSO from 
its app to a Zendesk 

Help Center. Its 
integration with 

Zendesk helps to align 
marketing and support 

content strategically 
and tactically publish 

from the calendar 
directly to the Help 

Center forum. 

67 
Ongoing in-person 

support for extra fee 

Ongoing in-
person support at 

no extra fee 

Ongoing 
telephone/web support 

at no extra fee 

Ongoing content 
resources users 

can access 
anytime 

Peer-to-peer 
online support 

community  

68  

Ongoing in-
person support at 

no extra fee  

Ongoing content 
resources users 

can access 
anytime 

Peer-to-peer 
online support 

community 
in-person support only 

for paying users 
  



Part 14 

Response 
ID 

Implementation: 
SERVICES: 
Which of the 
following 
services do you 
offer 
customers? 
(Please select 
applicable 
services that 
you offer today. 
Feel free to 
share any other 
insights you 
have in the 
comments box 
below.) 

Training: 
SERVICES: 
Which of the 
following 
services do 
you offer 
customers? 
(Please 
select 
applicable 
services that 
you offer 
today. Feel 
free to share 
any other 
insights you 
have in the 
comments 
box below.) 

Consulting: 
SERVICES: 
Which of the 
following services 
do you offer 
customers? 
(Please select 
applicable 
services that you 
offer today. Feel 
free to share any 
other insights you 
have in the 
comments box 
below.) 

Customization/
Development: 
SERVICES: 
Which of the 
following 
services do you 
offer 
customers? 
(Please select 
applicable 
services that 
you offer today. 
Feel free to 
share any other 
insights you 
have in the 
comments box 
below.) 

Crisis 
Management: 
SERVICES: 
Which of the 
following services 
do you offer 
customers? 
(Please select 
applicable 
services that you 
offer today. Feel 
free to share any 
other insights you 
have in the 
comments box 
below.) 

Other: 
SERVICES: 
Which of the 
following 
services do 
you offer 
customers? 
(Please 
select 
applicable 
services that 
you offer 
today. Feel 
free to share 
any other 
insights you 
have in the 
comments 
box below.) 

None of the 
above: 
SERVICES: 
Which of the 
following services 
do you offer 
customers? 
(Please select 
applicable 
services that you 
offer today. Feel 
free to share any 
other insights you 
have in the 
comments box 
below.) 

9  Training      

13  Training  
Customization/

Development    
15        

16 Implementation Training Consulting 
Customization/

Development  other  
17 Implementation Training Consulting     

18 Implementation Training Consulting 
Customization/

Development 
Crisis 

Management   
19        

20 Implementation Training Consulting 
Customization/

Development    

21 Implementation Training Consulting 
Customization/

Development  other  

22 Implementation  Consulting 
Customization/

Development    

23 Implementation Training Consulting 
Customization/

Development    

25 Implementation   
Customization/

Development    



26 Implementation Training      

27 Implementation Training Consulting 
Customization/

Development    
28        
29        
30        
31        

32 Implementation Training Consulting 
Customization/

Development  other  

33 Implementation Training Consulting 
Customization/

Development 
Crisis 

Management   

34 Implementation  Consulting 
Customization/

Development    

35 Implementation Training Consulting 
Customization/

Development    

36 Implementation Training Consulting 
Customization/

Development 
Crisis 

Management other  

37 Implementation Training Consulting 
Customization/

Development 
Crisis 

Management   

38 Implementation Training Consulting 
Customization/

Development    

39 Implementation Training Consulting 
Customization/

Development 
Crisis 

Management   

40 Implementation Training Consulting 
Customization/

Development    

41 Implementation Training Consulting 
Customization/

Development    
42 Implementation Training      

43 Implementation Training  
Customization/

Development    

44 Implementation Training Consulting 
Customization/

Development  other  
45        
46  Training Consulting   other  

47 Implementation Training Consulting 
Customization/

Development 
Crisis 

Management   

48 Implementation Training Consulting 
Customization/

Development  other  

49 Implementation Training Consulting 
Customization/

Development 
Crisis 

Management other  



50 Implementation Training Consulting     
51        

52 Implementation Training Consulting 
Customization/

Development    
53 Implementation Training Consulting     

54 Implementation Training Consulting 
Customization/

Development 
Crisis 

Management   

55  Training Consulting 
Customization/

Development    

56 Implementation Training Consulting 
Customization/

Development 
Crisis 

Management   

57 Implementation Training Consulting 
Customization/

Development    
58 Implementation Training Consulting     

59 Implementation Training Consulting 
Customization/

Development  other  

60 Implementation Training Consulting 
Customization/

Development 
Crisis 

Management   
61 Implementation Training Consulting     

62 Implementation Training Consulting 
Customization/

Development    

63 Implementation Training Consulting 
Customization/

Development 
Crisis 

Management   

65 Implementation Training Consulting 
Customization/

Development  other  

66 Implementation Training  
Customization/

Development 
Crisis 

Management   

67 Implementation Training  
Customization/

Development  other  

68 

Implementation: 
SERVICES: 
Which of the 

following 
services do you 

offer 
customers? 

(Please select 
applicable 

services that 
you offer today. 

Training: 
SERVICES: 
Which of the 

following 
services do 

you offer 
customers? 

(Please 
select 

applicable 
services that 

Consulting: 
SERVICES: 
Which of the 

following services 
do you offer 
customers? 

(Please select 
applicable 

services that you 
offer today. Feel 

free to share any 

Customization/
Development: 

SERVICES: 
Which of the 

following 
services do you 

offer 
customers? 

(Please select 
applicable 

services that 

Crisis 
Management: 

SERVICES: 
Which of the 

following services 
do you offer 
customers? 

(Please select 
applicable 

services that you 
offer today. Feel 

Other: 
SERVICES: 
Which of the 

following 
services do 

you offer 
customers? 

(Please 
select 

applicable 
services that 

None of the 
above: 

SERVICES: 
Which of the 

following services 
do you offer 
customers? 

(Please select 
applicable 

services that you 
offer today. Feel 



Feel free to 
share any other 

insights you 
have in the 

comments box 
below.) 

you offer 
today. Feel 

free to share 
any other 

insights you 
have in the 
comments 

box below.) 

other insights you 
have in the 

comments box 
below.) 

you offer today. 
Feel free to 

share any other 
insights you 
have in the 

comments box 
below.) 

free to share any 
other insights you 

have in the 
comments box 

below.) 

you offer 
today. Feel 

free to share 
any other 

insights you 
have in the 
comments 

box below.) 

free to share any 
other insights you 

have in the 
comments box 

below.) 

 

  



Part 15 

Response 
ID 

Other: SERVICES: 
Which of the 
following services 
do you offer 
customers? 
(Please select 
applicable services 
that you offer 
today. Feel free to 
share any other 
insights you have 
in the comments 
box below.) 

SERVICES: Which of the 
following services do you 
offer customers? (Please 
select applicable services that 
you offer today. Feel free to 
share any other insights you 
have in the comments box 
below.): Comments 

Phone: 
SUPPORT 
CHANNELS: 
What 
support 
channels do 
you offer 
customers? 
(Check all 
that apply) 

Chat: 
SUPPORT 
CHANNELS: 
What 
support 
channels do 
you offer 
customers? 
(Check all 
that apply) 

Email: 
SUPPORT 
CHANNELS: 
What 
support 
channels do 
you offer 
customers? 
(Check all 
that apply) 

Support Ticketing 
System: 
SUPPORT 
CHANNELS: 
What support 
channels do you 
offer customers? 
(Check all that 
apply) 

9    Chat   

13   Phone Chat Email 
Support Ticketing 

System 
15       

16 

Content Strategy 
Analysis, 

Freelance Talent 
Management, 

Managing Editor 
Services, and Paid 

Distribution 
Services 

Contently believes that in 
order for content marketers to 

be successful in both the 
short-term and the long-term, 
they need be able to manage 

three content components 
well - technology, talent, and 

strategy.  Content technology 
should allow for the 

development of a 
collaborative infrastructure to 

create, distribute, and 
optimize content that gets 
better over time.  Content 

talent should enable a 
diverse network of subject 

matter experts (best practice 
is a hybrid team of internal 

contributors and external 
contributors) who really 

understand the company's 
target audience and works Phone  Email 

Support Ticketing 
System 



towards growing and 
engaging these audiences, 

with the end goal of earning 
their loyalty.  To achieve this 
level of loyalty, the company 

should own their own 
"publication" that brings 

consumers back regularly, 
instead of overspending on 

campaigns to "rent" 
audiences on external 

publications.  Though renting 
does create short-term brand 

awareness, we have seen 
that owning a content domain 

creates much higher long-
term value for our clients. 
Lastly is content strategy 

expertise, which is leveraging 
a separate network (typically 

external) of specialized 
content strategists, analysts, 
project managers, and other 

content experts who can help 
"quarterback" the level of 

complex coordination needed 
for a company to scale up 

their overall marketing efforts 
in a way that is truly 

differentiated and impactful in 
the marketplace.  We believe 

this content expertise is 
unmatched by what content 
technologies and algorithms 

can provide in terms of 
recommendations, SEO, or 

overall strategy. Additionally, 
we provide free content 

strategy (and a meta case 
study of the abilities of our 



own talent, technology, and 
strategy offerings) for the 

industry via our popular 
magazine, The Content 
Strategist, which boasts 

200,000 monthly readers and 
an average attention time of 
over 3 minutes per reader—
far more popular than any of 
the content marketing of our 

competitors. 

17   Phone  Email 
Support Ticketing 

System 

18   Phone Chat Email 
Support Ticketing 

System 
19       

20  

Varying levels of services 
with different packages 

and/or a la carte service 
purchases. Phone Chat Email  

21 

Strategy, 
Influencer Program 

Management  Phone Chat Email 
Support Ticketing 

System 
22   Phone  Email  

23   Phone  Email 
Support Ticketing 

System 
25   Phone  Email  

26   Phone Chat Email 
Support Ticketing 

System 
27   Phone Chat Email  
28       
29       
30       
31       

32 

Content Strategy, 
program insights 

reporting based on 
analytics  Phone Chat Email  

33   Phone  Email  



34   Phone  Email 
Support Ticketing 

System 

35  

Our consultation revolves 
around social media best 

practices for the customer- 
implementation, compliance, 
advocacy, measurement and 

optimization. Phone  Email  

36 

Sprinklr Managed 
Services and a 
global team of 
subject matter 

experts support 
clients' custom 

needs with 
targeted social 
strategy, data 
analysis, and 

moderation 
services. Sprinklr 

Creative Lab 
provides art 

direction, content 
strategy, content 

creation, video 
production, design, 
technical build, and 

more to keep 
content relevant 

and on brand.  Phone  Email 
Support Ticketing 

System 

37   Phone Chat Email 
Support Ticketing 

System 

38   Phone  Email 
Support Ticketing 

System 

39  

Our license includes on-
boarding, training, 

consultation for content 
strategy as needed, 

customization support (and 
work at additional cost), and Phone Chat Email 

Support Ticketing 
System 



our support team handles any 
crisis management related to 

PublishThis content 
deployment within the license 

costs. 

40   Phone  Email 
Support Ticketing 

System 

41   Phone Chat Email 
Support Ticketing 

System 

42   Phone  Email 
Support Ticketing 

System 

43   Phone  Email 
Support Ticketing 

System 

44 API Integration  Phone Chat Email 
Support Ticketing 

System 
45       
46 Content assembly  Phone Chat Email  

47   Phone Chat Email 
Support Ticketing 

System 

48 

Editorial, Program 
Management, Paid 

Amplification, 
Content Strategy, 
Video Production 

Strategy  Phone Chat Email 
Support Ticketing 

System 

49 

Data, Content 
Optimization and 
Viral Mechanics 

Data and Analytics, as well as 
Viral Content mechanics Phone Chat Email 

Support Ticketing 
System 

50  

Silk is primarily self-service. 
But we do assist larger 

customers with onboarding 
and project development / 

management.   Email 
Support Ticketing 

System 
51       

52   Phone  Email 
Support Ticketing 

System 
53   Phone  Email  

54  
Editorial curation, design, 

build and hosting of landing Phone Chat Email 
Support Ticketing 

System 



pages, microsites, website 
and blogs 

55   Phone  Email 
Support Ticketing 

System 

56   Phone Chat Email 
Support Ticketing 

System 

57  

We offer project-based 
consulting for content 
marketing planning to 

recommend how to 
personalize content 

marketing to improve 
marketing campaign 

performance.     We offer 
implementation campaign 

planning and execution 
services for a monthly 

retainer.     We offer 
customization work for data 

integration, marketing 
automation, analytics, and 

content tagging.      Product 
training is currently included 

with our software license. Phone  Email  

58   Phone  Email 
Support Ticketing 

System 

59 

Custom reporting; 
software 

integrations  Phone Chat Email 
Support Ticketing 

System 

60   Phone  Email 
Support Ticketing 

System 

61   Phone Chat Email 
Support Ticketing 

System 

62  

We also support with curation 
services around live events 

and campaigns Phone Chat Email 
Support Ticketing 

System 

63   Phone Chat Email 
Support Ticketing 

System 

65 
Commercial app 

store 
We have a commercial app 

store Phone  Email 
Support Ticketing 

System 



(http://store.dnnsoftware.com) 
that sells commercial 

modules from third party 
vendors. The DNN Store 

sees 25,000 app transactions 
per year. 

66  

Marketing.AI is a product-only 
company that doesn’t charge 

anything for the above 
services, it is all part of 

delivering a product that is 
simple to work with and 

onboard users for. Phone Chat Email 
Support Ticketing 

System 

67 Reporting, strategy  Phone  Email 
Support Ticketing 

System 

68      
Support Ticketing 

System 
 

  



Part 16 

Response 
ID 

Social (e.g. Twitter, 
Facebook): 
SUPPORT 
CHANNELS: What 
support channels do 
you offer customers? 
(Check all that apply) 

Online 
Community: 
SUPPORT 
CHANNELS: 
What 
support 
channels do 
you offer 
customers? 
(Check all 
that apply) 

Mobile App: 
SUPPORT 
CHANNELS: 
What 
support 
channels do 
you offer 
customers? 
(Check all 
that apply) 

Text: 
SUPPORT 
CHANNELS: 
What 
support 
channels do 
you offer 
customers? 
(Check all 
that apply) 

Other: 
SUPPORT 
CHANNELS: 
What 
support 
channels do 
you offer 
customers? 
(Check all 
that apply) 

Other: 
SUPPORT 
CHANNELS: 
What support 
channels do 
you offer 
customers? 
(Check all 
that apply) 

Social (e.g. Twitter, 
Facebook):SUPPORT 
CHANNELS: What 
support channels do 
you offer customers? 
(Check all that apply) 

9        

13 
Social (e.g. Twitter, 

Facebook)   Text   
Social (e.g. Twitter, 

Facebook) 
15        

16 
Social (e.g. Twitter, 

Facebook)    other 

Online 
Community 

will be 
launched in 

Q2 
Social (e.g. Twitter, 

Facebook) 

17 
Social (e.g. Twitter, 

Facebook) 
Online 

Community     
Social (e.g. Twitter, 

Facebook) 

18 
Social (e.g. Twitter, 

Facebook)      
Social (e.g. Twitter, 

Facebook) 
19        
20        

21 
Social (e.g. Twitter, 

Facebook) 
Online 

Community  Text   
Social (e.g. Twitter, 

Facebook) 

22     other 
web-

meetings  
23        

25 
Social (e.g. Twitter, 

Facebook)      
Social (e.g. Twitter, 

Facebook) 

26 
Social (e.g. Twitter, 

Facebook)      
Social (e.g. Twitter, 

Facebook) 

27 
Social (e.g. Twitter, 

Facebook) 
Online 

Community     
Social (e.g. Twitter, 

Facebook) 
28        



29        
30        
31        

32 
Social (e.g. Twitter, 

Facebook)   Text   
Social (e.g. Twitter, 

Facebook) 
33        
34        

35   Mobile App  other 
Knowledge 

Base  

36 
Social (e.g. Twitter, 

Facebook)    other 

In person: 
Success 

Managers 
help brands 

make the 
most of their 

investment in 
Sprinklr, 

providing 
ongoing 

training and 
continued 

support for 
changes in 
customers' 

needs (such 
as expansion 

throughout 
the 

organization). 
Social (e.g. Twitter, 

Facebook) 

37  
Online 

Community Mobile App     

38 
Social (e.g. Twitter, 

Facebook) 
Online 

Community     
Social (e.g. Twitter, 

Facebook) 

39 
Social (e.g. Twitter, 

Facebook)      
Social (e.g. Twitter, 

Facebook) 

40 
Social (e.g. Twitter, 

Facebook)      
Social (e.g. Twitter, 

Facebook) 

41 
Social (e.g. Twitter, 

Facebook)      
Social (e.g. Twitter, 

Facebook) 
42        



43     other 

Dedicated 
Customer 
Success 

Manager as 
first contact  

44 
Social (e.g. Twitter, 

Facebook)      
Social (e.g. Twitter, 

Facebook) 
45        

46 
Social (e.g. Twitter, 

Facebook)      
Social (e.g. Twitter, 

Facebook) 

47 
Social (e.g. Twitter, 

Facebook) 
Online 

Community Mobile App Text   
Social (e.g. Twitter, 

Facebook) 

48 
Social (e.g. Twitter, 

Facebook)   Text   
Social (e.g. Twitter, 

Facebook) 

49 
Social (e.g. Twitter, 

Facebook)      
Social (e.g. Twitter, 

Facebook) 

50 
Social (e.g. Twitter, 

Facebook)      
Social (e.g. Twitter, 

Facebook) 
51        

52 
Social (e.g. Twitter, 

Facebook) 
Online 

Community     
Social (e.g. Twitter, 

Facebook) 
53        

54 
Social (e.g. Twitter, 

Facebook) 
Online 

Community Mobile App Text   
Social (e.g. Twitter, 

Facebook) 
55        

56 
Social (e.g. Twitter, 

Facebook) 
Online 

Community     
Social (e.g. Twitter, 

Facebook) 

57 
Social (e.g. Twitter, 

Facebook)      
Social (e.g. Twitter, 

Facebook) 

58 
Social (e.g. Twitter, 

Facebook) 
Online 

Community     
Social (e.g. Twitter, 

Facebook) 

59 
Social (e.g. Twitter, 

Facebook)      
Social (e.g. Twitter, 

Facebook) 

60 
Social (e.g. Twitter, 

Facebook)      
Social (e.g. Twitter, 

Facebook) 
61        

62 
Social (e.g. Twitter, 

Facebook)      
Social (e.g. Twitter, 

Facebook) 

63 
Social (e.g. Twitter, 

Facebook) 
Online 

Community Mobile App Text   
Social (e.g. Twitter, 

Facebook) 



65  
Online 

Community      

66 
Social (e.g. Twitter, 

Facebook) 
Online 

Community     
Social (e.g. Twitter, 

Facebook) 

67 
Social (e.g. Twitter, 

Facebook)    other 

Supporting 
and training 

portal 
Social (e.g. Twitter, 

Facebook) 

68 
Social (e.g. Twitter, 

Facebook) 
Online 

Community     
Social (e.g. Twitter, 

Facebook) 
 

  



Part 17 

Response 
ID 

WORKFLOW: Tool that aids 
in processes associated with 
content strategy including 
creating governance 
documentation (style, editing 
and brand guidelines), 
content audits, production, 
review, approval and 
publishing processes, etc.: 
Altimeter has identified 8 
core USE CASES across 
content marketing 
applications. In some cases, 
these are parent categories 
for specific features. Please 
select which of the following 
use cases your software 
supports: 

CURATION/AGGREGATION: 
Tool or processes that aid in 
the discovery, compiling, 
organizing, presenting, and 
publishing of existing content 
in a meaningful way that is 
on-brand and relevant to 
campaign goal: Altimeter has 
identified 8 core USE CASES 
across content marketing 
applications. In some cases, 
these are parent categories 
for specific features. Please 
select which of the following 
use cases your software 
supports: 

CREATION: Tool that 
aids in developing, 
building, and deploying 
consistent content: 
Altimeter has identified 
8 core USE CASES 
across content 
marketing applications. 
In some cases, these 
are parent categories 
for specific features. 
Please select which of 
the following use cases 
your software supports: 

DISTRIBUTION: Tool that helps 
content publishers find audiences 
via, for example, suggested 
headlines or stories across publisher 
sites or social networks: Altimeter 
has identified 8 core USE CASES 
across content marketing 
applications. In some cases, these 
are parent categories for specific 
features. Please select which of the 
following use cases your software 
supports: 

9 
We have full capabilities of 

this use case today 

We don't have this today, but 
will deploy these capabilities 

in <12 months 

We have full 
capabilities of this use 

case today 
We have full capabilities of this use 

case today 

13 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We don't have 
capabilities to meet this 
use case and don't plan 

to 
We don't have capabilities to meet 

this use case and don't plan to 
15     

16 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 
We have full capabilities of this use 

case today 

17 
We have full capabilities of 

this use case today 

We don't have this today, but 
will deploy these capabilities 

in <12 months 

We have full 
capabilities of this use 

case today 

We don't have this today, but will 
deploy these capabilities in <12 

months 

18 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 
We have full capabilities of this use 

case today 
19     

20 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 
We don't have capabilities to meet 

this use case and don't plan to 



21 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We don't have this 
today, but will deploy 

these capabilities in <12 
months 

We don't have this today, but will 
deploy these capabilities in <12 

months 

22 

We don't have capabilities to 
meet this use case and don't 

plan to 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 
We have full capabilities of this use 

case today 

23 

We don't have this today, but 
will deploy these capabilities 

in <12 months 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 

We don't have this today, but will 
deploy these capabilities in <12 

months 

25 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 
We have full capabilities of this use 

case today 

26 
We have full capabilities of 

this use case today 

We don't have capabilities to 
meet this use case and don't 

plan to 

We have full 
capabilities of this use 

case today 
We don't have capabilities to meet 

this use case and don't plan to 

27 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 
We have full capabilities of this use 

case today 
28     
29     
30     
31     

32 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We don't have 
capabilities to meet this 
use case and don't plan 

to 
We have full capabilities of this use 

case today 

33 

We don't have capabilities to 
meet this use case and don't 

plan to 

We don't have capabilities to 
meet this use case and don't 

plan to 

We have full 
capabilities of this use 

case today 
We have full capabilities of this use 

case today 

34 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We don't have 
capabilities to meet this 
use case and don't plan 

to 

We don't have this today, but will 
deploy these capabilities in <12 

months 

35 

We don't have capabilities to 
meet this use case and don't 

plan to 
We have full capabilities of 

this use case today 

We don't have this 
today, but will deploy 

these capabilities in <12 
months 

We have full capabilities of this use 
case today 



36 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 
We have full capabilities of this use 

case today 

37 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 
We have full capabilities of this use 

case today 

38 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 
We don't have capabilities to meet 

this use case and don't plan to 

39 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 
We don't have capabilities to meet 

this use case and don't plan to 

40 

We don't have capabilities to 
meet this use case and don't 

plan to 

We don't have capabilities to 
meet this use case and don't 

plan to 

We don't have 
capabilities to meet this 
use case and don't plan 

to 
We don't have capabilities to meet 

this use case and don't plan to 

41 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 

We don't have this today, but will 
deploy these capabilities in <12 

months 

42 

We don't have capabilities to 
meet this use case and don't 

plan to 

We don't have this today, but 
will deploy these capabilities 

in <12 months 

We have full 
capabilities of this use 

case today 

We don't have this today, but will 
deploy these capabilities in <12 

months 

43 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 
We have full capabilities of this use 

case today 

44 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 
We have full capabilities of this use 

case today 
45     

46 
We have full capabilities of 

this use case today 

We don't have capabilities to 
meet this use case and don't 

plan to 

We have full 
capabilities of this use 

case today 

We don't have this today, but will 
deploy these capabilities in <12 

months 

47 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 
We have full capabilities of this use 

case today 

48 
We have full capabilities of 

this use case today 

We don't have capabilities to 
meet this use case and don't 

plan to 

We have full 
capabilities of this use 

case today 
We have full capabilities of this use 

case today 



49 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 
We have full capabilities of this use 

case today 

50 

We don't have capabilities to 
meet this use case and don't 

plan to 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 
We have full capabilities of this use 

case today 
51     

52 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 
We don't have capabilities to meet 

this use case and don't plan to 

53 
We have full capabilities of 

this use case today 

We don't have this today, but 
will deploy these capabilities 

in <12 months 

We have full 
capabilities of this use 

case today 
We don't have capabilities to meet 

this use case and don't plan to 

54 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 
We have full capabilities of this use 

case today 

55 
We have full capabilities of 

this use case today 

We don't have capabilities to 
meet this use case and don't 

plan to 

We have full 
capabilities of this use 

case today 
We don't have capabilities to meet 

this use case and don't plan to 

56 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 
We have full capabilities of this use 

case today 

57 

We don't have capabilities to 
meet this use case and don't 

plan to 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 
We have full capabilities of this use 

case today 

58 
We have full capabilities of 

this use case today 

We don't have capabilities to 
meet this use case and don't 

plan to 

We don't have 
capabilities to meet this 
use case and don't plan 

to 
We don't have capabilities to meet 

this use case and don't plan to 

59 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 
We have full capabilities of this use 

case today 

60 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 
We have full capabilities of this use 

case today 

61 

We don't have capabilities to 
meet this use case and don't 

plan to 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 
We have full capabilities of this use 

case today 



62 

We don't have this today, but 
will deploy these capabilities 

in <12 months 
We have full capabilities of 

this use case today 

We don't have this 
today, but will deploy 

these capabilities in <12 
months 

We don't have this today, but will 
deploy these capabilities in <12 

months 

63 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 
We have full capabilities of this use 

case today 

65 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 
We have full capabilities of this use 

case today 

66 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 
We have full capabilities of this use 

case today 

67 
We have full capabilities of 

this use case today 
We have full capabilities of 

this use case today 

We have full 
capabilities of this use 

case today 
We have full capabilities of this use 

case today 

68 

We don't have capabilities to 
meet this use case and don't 

plan to 
We have full capabilities of 

this use case today 

We don't have 
capabilities to meet this 
use case and don't plan 

to 

We don't have this today, but will 
deploy these capabilities in <12 

months 
 

  



Part 18 

Response 
ID 

AUDIENCE & 
TARGETING: Tool to help 
identify who the target 
audience(s) is/are, where 
there are online, and the 
types of content that 
would attract them.: 
Altimeter has identified 8 
core USE CASES across 
content marketing 
applications. In some 
cases, these are parent 
categories for specific 
features. Please select 
which of the following use 
cases your software 
supports: 

ANALYTICS: Independent of 
basic web analytics 
packages, content tools 
often contain their own 
specific analytics and 
dashboards. These can be 
wide ranging and are, of 
course, closely aligned with 
tool functionality.: Altimeter 
has identified 8 core USE 
CASES across content 
marketing applications. In 
some cases, these are 
parent categories for specific 
features. Please select 
which of the following use 
cases your software 
supports: 

OPTIMIZATION: Tool 
designed for ongoing 
optimization of content 
marketing results over 
time.: Altimeter has 
identified 8 core USE 
CASES across content 
marketing applications. In 
some cases, these are 
parent categories for 
specific features. Please 
select which of the 
following use cases your 
software supports: 

LEGAL & 
COMPLIANCE: Tool 
designed to identify and 
meet industry-specific 
regulations and legal 
review requirements.: 
Altimeter has identified 8 
core USE CASES 
across content 
marketing applications. 
In some cases, these 
are parent categories for 
specific features. Please 
select which of the 
following use cases your 
software supports: 

9 

We don't have capabilities 
to meet this use case and 

don't plan to 

We don't have capabilities to 
meet this use case and don't 

plan to 

We don't have 
capabilities to meet this 
use case and don't plan 

to 

We don't have 
capabilities to meet this 
use case and don't plan 

to 

13 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 

We don't have 
capabilities to meet this 
use case and don't plan 

to 
15     

16 

We don't have this today, 
but will deploy these 

capabilities in <12 months 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 
We have full capabilities 

of this use case today 

17 

We don't have this today, 
but will deploy these 

capabilities in <12 months 

We don't have this today, but 
will deploy these capabilities 

in <12 months 

We don't have this today, 
but will deploy these 

capabilities in <12 
months 

We have full capabilities 
of this use case today 

18 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 

We don't have 
capabilities to meet this 
use case and don't plan 

to 
19     



20 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 
We have full capabilities 

of this use case today 

21 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 
We have full capabilities 

of this use case today 

22 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 

We don't have 
capabilities to meet this 
use case and don't plan 

to 

23 

We don't have capabilities 
to meet this use case and 

don't plan to 
We have full capabilities of 

this use case today 

We don't have 
capabilities to meet this 
use case and don't plan 

to 

We don't have 
capabilities to meet this 
use case and don't plan 

to 

25 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 

We don't have 
capabilities to meet this 
use case and don't plan 

to 

26 

We don't have capabilities 
to meet this use case and 

don't plan to 

We don't have capabilities to 
meet this use case and don't 

plan to 

We don't have 
capabilities to meet this 
use case and don't plan 

to 

We don't have this 
today, but will deploy 

these capabilities in <12 
months 

27 

We don't have this today, 
but will deploy these 

capabilities in <12 months 
We have full capabilities of 

this use case today 

We don't have this today, 
but will deploy these 

capabilities in <12 
months 

We have full capabilities 
of this use case today 

28     
29     
30     
31     

32 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 
We have full capabilities 

of this use case today 

33 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 

We don't have 
capabilities to meet this 
use case and don't plan 

to 

We don't have 
capabilities to meet this 
use case and don't plan 

to 

34 
We have full capabilities 

of this use case today 

We don't have this today, but 
will deploy these capabilities 

in <12 months 

We don't have this today, 
but will deploy these 

capabilities in <12 
months 

We have full capabilities 
of this use case today 

35 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 
We don't have this 

today, but will deploy 



these capabilities in <12 
months 

36 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 
We have full capabilities 

of this use case today 

37 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 
We have full capabilities 

of this use case today 

38 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 

We don't have 
capabilities to meet this 
use case and don't plan 

to 

39 

We don't have capabilities 
to meet this use case and 

don't plan to 

We don't have this today, but 
will deploy these capabilities 

in <12 months 

We don't have this today, 
but will deploy these 

capabilities in <12 
months 

We have full capabilities 
of this use case today 

40 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 

We don't have 
capabilities to meet this 
use case and don't plan 

to 

41 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 
We have full capabilities 

of this use case today 

42 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 

We don't have 
capabilities to meet this 
use case and don't plan 

to 

43 

We don't have this today, 
but will deploy these 

capabilities in <12 months 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 

We don't have 
capabilities to meet this 
use case and don't plan 

to 

44 

We don't have capabilities 
to meet this use case and 

don't plan to 
We have full capabilities of 

this use case today 

We don't have 
capabilities to meet this 
use case and don't plan 

to 
We have full capabilities 

of this use case today 
45     

46 

We don't have capabilities 
to meet this use case and 

don't plan to 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 

We don't have 
capabilities to meet this 
use case and don't plan 

to 

47 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 
We have full capabilities 

of this use case today 



48 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 
We have full capabilities 

of this use case today 

49 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 
We have full capabilities 

of this use case today 

50 

We don't have capabilities 
to meet this use case and 

don't plan to 
We have full capabilities of 

this use case today 

We don't have 
capabilities to meet this 
use case and don't plan 

to 

We don't have 
capabilities to meet this 
use case and don't plan 

to 
51     

52 

We don't have capabilities 
to meet this use case and 

don't plan to 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 
We have full capabilities 

of this use case today 

53 
We have full capabilities 

of this use case today 

We don't have this today, but 
will deploy these capabilities 

in <12 months 

We don't have this today, 
but will deploy these 

capabilities in <12 
months 

We don't have 
capabilities to meet this 
use case and don't plan 

to 

54 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 
We have full capabilities 

of this use case today 

55 

We don't have this today, 
but will deploy these 

capabilities in <12 months 

We don't have this today, but 
will deploy these capabilities 

in <12 months 

We don't have this today, 
but will deploy these 

capabilities in <12 
months 

We don't have 
capabilities to meet this 
use case and don't plan 

to 

56 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 
We have full capabilities 

of this use case today 

57 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 

We don't have this today, 
but will deploy these 

capabilities in <12 
months 

We don't have 
capabilities to meet this 
use case and don't plan 

to 

58 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 

We don't have 
capabilities to meet this 
use case and don't plan 

to 
We have full capabilities 

of this use case today 

59 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 
We have full capabilities 

of this use case today 

60 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 
We have full capabilities 

of this use case today 

61 
We have full capabilities 

of this use case today 

We don't have this today, but 
will deploy these capabilities 

in <12 months 

We don't have this today, 
but will deploy these 

capabilities in <12 
months 

We don't have 
capabilities to meet this 
use case and don't plan 

to 



62  
We have full capabilities of 

this use case today 

We don't have this today, 
but will deploy these 

capabilities in <12 
months 

We don't have this 
today, but will deploy 

these capabilities in <12 
months 

63 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 
We have full capabilities 

of this use case today 

65 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 

We don't have this 
today, but will deploy 

these capabilities in <12 
months 

66 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 
We have full capabilities 

of this use case today 

67 
We have full capabilities 

of this use case today 
We have full capabilities of 

this use case today 
We have full capabilities 

of this use case today 
We have full capabilities 

of this use case today 

68 
We have full capabilities 

of this use case today 

We don't have this today, but 
will deploy these capabilities 

in <12 months 

We don't have this today, 
but will deploy these 

capabilities in <12 
months 

We don't have 
capabilities to meet this 
use case and don't plan 

to 
 

  



Part 19 

Response 
ID 

Workflow: 
Please 
RANK your 
company's 
ability to 
support each 
of the nine 
use cases, 
in order 
STARTING 
WITH THE 
USE CASE 
you are 
BEST able 
to support 
TO THE 
USE CASE 
you are 
LEAST able 
to support. 

Curation/Aggregation: 
Please RANK your 
company's ability to 
support each of the 
nine use cases, in 
order STARTING 
WITH THE USE 
CASE you are BEST 
able to support TO 
THE USE CASE you 
are LEAST able to 
support. 

Creation: 
Please 
RANK your 
company's 
ability to 
support 
each of the 
nine use 
cases, in 
order 
STARTING 
WITH THE 
USE CASE 
you are 
BEST able 
to support 
TO THE 
USE CASE 
you are 
LEAST able 
to support. 

Distribution: 
Please RANK 
your 
company's 
ability to 
support each 
of the nine 
use cases, in 
order 
STARTING 
WITH THE 
USE CASE 
you are BEST 
able to 
support TO 
THE USE 
CASE you are 
LEAST able 
to support. 

Audience & 
Targeting: 
Please 
RANK your 
company's 
ability to 
support 
each of the 
nine use 
cases, in 
order 
STARTING 
WITH THE 
USE CASE 
you are 
BEST able 
to support 
TO THE 
USE CASE 
you are 
LEAST able 
to support. 

Analytics: 
Please 
RANK your 
company's 
ability to 
support 
each of the 
nine use 
cases, in 
order 
STARTING 
WITH THE 
USE CASE 
you are 
BEST able 
to support 
TO THE 
USE CASE 
you are 
LEAST 
able to 
support. 

Optimization: 
Please 
RANK your 
company's 
ability to 
support each 
of the nine 
use cases, in 
order 
STARTING 
WITH THE 
USE CASE 
you are 
BEST able 
to support 
TO THE 
USE CASE 
you are 
LEAST able 
to support. 

Legal & 
Compliance: 
Please 
RANK your 
company's 
ability to 
support 
each of the 
nine use 
cases, in 
order 
STARTING 
WITH THE 
USE CASE 
you are 
BEST able 
to support 
TO THE 
USE CASE 
you are 
LEAST able 
to support. 

9 1 3 4 2 8 5 6 7 
13 3 4 6 7 5 1 2 8 
15         
16 1 8 2 4 7 6 5 3 
17 1 8 2 4 6 5 7 3 
18 7 4 6 5 3 1 2 8 
19         
20 8 1 2 6 7 5 3 4 
21 5 1 8 7 3 2 6 4 
22 7 5 6 2 1 4 3 8 
23 7 4 1 2 6 3 5 8 
25 2 1 5 3 6 4 7 8 
26 2 5 1 3 6 7 8 4 
27 1 7 3 2 4 5 6 8 
28         
29         



30         
31         
32 5 7 8 1 2 4 3 6 
33 5 6 1 3 2 4 7 8 
34 5 2 8 1 3 7 4 6 
35 8 1 6 2 3 4 5 7 
36 3 6 1 5 4 2 8 7 
37 2 1 4 7 8 3 6 5 
38 6 5 3 8 4 2 1 7 
39 3 1 2 7 8 6 4 5 
40 5 6 7 4 2 1 3 8 
41 3 2 4 7 8 5 6 1 
42 7 6 1 5 2 3 4 8 
43 5 2 1 6 7 3 4 8 
44 5 1 2 3 8 4 7 6 
45         
46 3 7 1 5 6 2 4 8 
47 1 8 2 4 3 5 6 7 
48 2 8 1 3 6 5 4 7 
49 6 4 3 2 7 5 1 8 
50 7 4 1 2 5 3 8 6 
51         
52 1 4 2 7 8 3 5 6 
53 2 6 1 7 3 4 5 8 
54 1 3 2 4 5 6 7 8 
55 2 3 1 4 6 5 7 8 
56 4 5 3 6 8 1 2 7 
57 7 5 4 2 1 3 6 8 
58 2 5 7 8 4 1 6 3 
59 1 8 2 7 6 5 4 3 
60 1 3 2 4 8 7 5 6 
61 7 3 4 2 1 5 6 8 
62 4 1 3 2 7 5 6 8 
63 7 5 1 6 4 2 3 8 
65 2 7 1 5 3 4 6 8 
66 1 6 4 5 2 3 8 7 
67 3 8 1 4 2 5 7 6 
68 7 1 3 2 4 6 5 8 



Part 20 

Response 
ID 

Web: On 
which of the 
following 
CHANNELS 
does your 
tool support 
content? 

Mobile: On 
which of the 
following 
CHANNELS 
does your 
tool support 
content? 

TV: On 
which of the 
following 
CHANNELS 
does your 
tool support 
content? 

Wearables: 
On which of 
the 
following 
CHANNELS 
does your 
tool support 
content? 

Email: On 
which of the 
following 
CHANNELS 
does your 
tool support 
content? 

SMS: On 
which of the 
following 
CHANNELS 
does your 
tool support 
content? 

Billboard: 
On which of 
the 
following 
CHANNELS 
does your 
tool support 
content? 

Kiosks: On 
which of the 
following 
CHANNELS 
does your 
tool support 
content? 

9  Mobile TV      
13         
15         
16 Web Mobile   Email    
17 Web Mobile TV  Email  Billboard  
18 Web Mobile TV Wearables Email SMS   
19         
20 Web Mobile TV Wearables Email  Billboard Kiosks 
21 Web Mobile TV Wearables Email SMS Billboard Kiosks 
22 Web Mobile       
23 Web Mobile  Wearables Email SMS   
25 Web Mobile   Email    
26 Web Mobile TV Wearables   Billboard Kiosks 
27 Web Mobile       
28         
29         
30         
31         
32 Web Mobile       
33 Web Mobile   Email    
34 Web Mobile TV      
35 Web Mobile       
36 Web Mobile   Email   Kiosks 
37 Web Mobile TV Wearables  SMS Billboard Kiosks 
38 Web Mobile   Email    
39 Web Mobile  Wearables Email SMS  Kiosks 
40 Web Mobile TV Wearables Email SMS Billboard Kiosks 
41 Web Mobile TV    Billboard Kiosks 
42 Web        



43 Web Mobile TV   SMS Billboard Kiosks 
44 Web Mobile TV Wearables Email SMS Billboard Kiosks 
45         
46 Web Mobile   Email    
47 Web Mobile   Email SMS   
48 Web Mobile   Email    
49 Web Mobile TV Wearables Email SMS Billboard Kiosks 
50 Web Mobile       
51         
52 Web Mobile   Email    
53 Web Mobile       
54 Web Mobile   Email    
55 Web    Email    
56 Web Mobile TV Wearables Email SMS Billboard Kiosks 
57 Web Mobile   Email    
58 Web        
59 Web Mobile TV  Email  Billboard  
60 Web Mobile  Wearables Email SMS Billboard Kiosks 
61 Web Mobile       
62 Web Mobile TV  Email  Billboard Kiosks 
63 Web Mobile TV Wearables Email SMS Billboard Kiosks 
65 Web Mobile   Email SMS   
66 Web Mobile TV  Email  Billboard  
67 Web Mobile  Wearables Email SMS  Kiosks 
68 Web Mobile   Email SMS  Kiosks 

 

  



Part 21 

Response 
ID 

Sensors (e.g. 
Smart 
Appliances):On 
which of the 
following 
CHANNELS does 
your tool support 
content? 

Other: On 
which of the 
following 
CHANNELS 
does your 
tool support 
content? 

Other: On 
which of the 
following 
CHANNELS 
does your 
tool support 
content? 

Email Marketing: 
What types of 
marketing 
programs does 
your tool support 
for content 
marketing 
purposes? (Select 
all applicable 
programs 
supported today) 

Company 
Blog: What 
types of 
marketing 
programs 
does your tool 
support for 
content 
marketing 
purposes? 
(Select all 
applicable 
programs 
supported 
today) 

Publish new collateral 
(e.g. brochures, spec 
papers):What types of 
marketing programs does 
your tool support for 
content marketing 
purposes? (Select all 
applicable programs 
supported today) 

9    Email Marketing   

13  other 
Social 
Media    

15       

16  other Print, Event Email Marketing Company Blog 

Publish new collateral 
(e.g. brochures, spec 

papers) 

17    Email Marketing Company Blog 

Publish new collateral 
(e.g. brochures, spec 

papers) 

18 
Sensors (e.g. 

Smart Appliances)   Email Marketing Company Blog 

Publish new collateral 
(e.g. brochures, spec 

papers) 
19       
20    Email Marketing Company Blog  
21    Email Marketing Company Blog  
22     Company Blog  

23    Email Marketing Company Blog 

Publish new collateral 
(e.g. brochures, spec 

papers) 
25     Company Blog  



26  other 

Our API can 
deliver 

content 
anywhere 
using any 

technology Email Marketing Company Blog 

Publish new collateral 
(e.g. brochures, spec 

papers) 
27    Email Marketing Company Blog  
28       
29       
30       
31       

32     Company Blog 

Publish new collateral 
(e.g. brochures, spec 

papers) 

33    Email Marketing Company Blog 

Publish new collateral 
(e.g. brochures, spec 

papers) 
34     Company Blog  

35  other 
Social 
Media Email Marketing Company Blog  

36    Email Marketing Company Blog 

Publish new collateral 
(e.g. brochures, spec 

papers) 

37 
Sensors (e.g. 

Smart Appliances)      

38    Email Marketing Company Blog 

Publish new collateral 
(e.g. brochures, spec 

papers) 

39 
Sensors (e.g. 

Smart Appliances)   Email Marketing Company Blog 

Publish new collateral 
(e.g. brochures, spec 

papers) 

40 
Sensors (e.g. 

Smart Appliances)   Email Marketing Company Blog 

Publish new collateral 
(e.g. brochures, spec 

papers) 

41     Company Blog 

Publish new collateral 
(e.g. brochures, spec 

papers) 

42     Company Blog 

Publish new collateral 
(e.g. brochures, spec 

papers) 



43     Company Blog  

44 
Sensors (e.g. 

Smart Appliances)   Email Marketing Company Blog  
45       

46    Email Marketing Company Blog 

Publish new collateral 
(e.g. brochures, spec 

papers) 

47  other 

You can 
push 

content 
anywhere 

through the 
use of 

AppCloud 
and various 
integrations Email Marketing Company Blog 

Publish new collateral 
(e.g. brochures, spec 

papers) 
48    Email Marketing Company Blog  
49    Email Marketing Company Blog  
50     Company Blog  
51       

52    Email Marketing Company Blog 

Publish new collateral 
(e.g. brochures, spec 

papers) 
53  other In-App  Company Blog  

54    Email Marketing Company Blog 

Publish new collateral 
(e.g. brochures, spec 

papers) 
55    Email Marketing Company Blog  

56    Email Marketing Company Blog 

Publish new collateral 
(e.g. brochures, spec 

papers) 
57  other Sales Email Marketing Company Blog  
58     Company Blog  

59    Email Marketing Company Blog 

Publish new collateral 
(e.g. brochures, spec 

papers) 

60      

Publish new collateral 
(e.g. brochures, spec 

papers) 



61     Company Blog 

Publish new collateral 
(e.g. brochures, spec 

papers) 

62  other 
Projection 

Mapping  Company Blog 

Publish new collateral 
(e.g. brochures, spec 

papers) 

63 
Sensors (e.g. 

Smart Appliances)   Email Marketing Company Blog 

Publish new collateral 
(e.g. brochures, spec 

papers) 

65  other 

Mobile apps 
(in case the 

"Mobile" 
above 

refers to 
web-based 

mobile 
readiness)  Company Blog 

Publish new collateral 
(e.g. brochures, spec 

papers) 

66    Email Marketing Company Blog 

Publish new collateral 
(e.g. brochures, spec 

papers) 

67    Email Marketing Company Blog 

Publish new collateral 
(e.g. brochures, spec 

papers) 
68    Email Marketing Company Blog  

 

  



Part 22 

Response 
ID 

Influencer 
Outreach: 
What 
types of 
marketing 
programs 
does your 
tool 
support for 
content 
marketing 
purposes? 
(Select all 
applicable 
programs 
supported 
today) 

Publish Reports, 
Whitepapers, 
Infographics, etc.: 
What types of 
marketing 
programs does 
your tool support 
for content 
marketing 
purposes? 
(Select all 
applicable 
programs 
supported today) 

Website 
Marketing: What 
types of 
marketing 
programs does 
your tool support 
for content 
marketing 
purposes? 
(Select all 
applicable 
programs 
supported 
today) 

Microsite 
Marketing: What 
types of 
marketing 
programs does 
your tool support 
for content 
marketing 
purposes? 
(Select all 
applicable 
programs 
supported 
today) 

Sponsor 
Conferences: 
What types of 
marketing 
programs does 
your tool support 
for content 
marketing 
purposes? (Select 
all applicable 
programs 
supported today) 

Company 
Speakers at 
Conferences: 
What types 
of marketing 
programs 
does your 
tool support 
for content 
marketing 
purposes? 
(Select all 
applicable 
programs 
supported 
today) 

Advertising: 
What types 
of marketing 
programs 
does your 
tool support 
for content 
marketing 
purposes? 
(Select all 
applicable 
programs 
supported 
today) 

9        
13       Advertising 
15        

16 
Influencer 
Outreach 

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing 
Sponsor 

Conferences 

Company 
Speakers at 

Conferences Advertising 

17  

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing 
Sponsor 

Conferences  Advertising 

18 
Influencer 
Outreach 

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing 
Sponsor 

Conferences 

Company 
Speakers at 

Conferences Advertising 
19        

20 
Influencer 
Outreach  

Website 
Marketing 

Microsite 
Marketing 

Sponsor 
Conferences  Advertising 

21 
Influencer 
Outreach  

Website 
Marketing 

Microsite 
Marketing   Advertising 

22  

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing    Advertising 



23 
Influencer 
Outreach 

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing   Advertising 

25 
Influencer 
Outreach  

Website 
Marketing 

Microsite 
Marketing   Advertising 

26   
Website 

Marketing     

27 
Influencer 
Outreach  

Website 
Marketing    Advertising 

28        
29        
30        
31        

32  

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing   Advertising 

33 
Influencer 
Outreach 

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing    

34 
Influencer 
Outreach 

Publish Reports, 
Whitepapers, 

Infographics, etc.   
Sponsor 

Conferences 

Company 
Speakers at 

Conferences  

35 
Influencer 
Outreach 

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing   Advertising 

36 
Influencer 
Outreach 

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing 
Sponsor 

Conferences 

Company 
Speakers at 

Conferences Advertising 

37 
Influencer 
Outreach  

Website 
Marketing 

Microsite 
Marketing 

Sponsor 
Conferences  Advertising 

38 
Influencer 
Outreach 

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing    

39 
Influencer 
Outreach 

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing 
Sponsor 

Conferences 

Company 
Speakers at 

Conferences Advertising 

40 
Influencer 
Outreach 

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing 
Sponsor 

Conferences 

Company 
Speakers at 

Conferences Advertising 



41 
Influencer 
Outreach 

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing 
Sponsor 

Conferences  Advertising 

42  

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing     

43 
Influencer 
Outreach  

Website 
Marketing 

Microsite 
Marketing 

Sponsor 
Conferences 

Company 
Speakers at 

Conferences Advertising 

44 
Influencer 
Outreach  

Website 
Marketing 

Microsite 
Marketing    

45        

46  

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing 
Sponsor 

Conferences 

Company 
Speakers at 

Conferences Advertising 

47 
Influencer 
Outreach 

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing 
Sponsor 

Conferences 

Company 
Speakers at 

Conferences Advertising 

48 
Influencer 
Outreach 

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing 
Sponsor 

Conferences   

49 
Influencer 
Outreach 

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing 
Sponsor 

Conferences  Advertising 

50  

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing 
Sponsor 

Conferences   
51        

52 
Influencer 
Outreach 

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing 
Sponsor 

Conferences 

Company 
Speakers at 

Conferences Advertising 

53 
Influencer 
Outreach  

Website 
Marketing 

Microsite 
Marketing   Advertising 

54 
Influencer 
Outreach 

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing   Advertising 

55 
Influencer 
Outreach 

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing    



56 
Influencer 
Outreach 

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing    

57  

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing 
Sponsor 

Conferences 

Company 
Speakers at 

Conferences Advertising 

58   
Website 

Marketing 
Microsite 

Marketing    

59  

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing   Advertising 

60  

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing  

Company 
Speakers at 

Conferences Advertising 

61 
Influencer 
Outreach 

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing 
Sponsor 

Conferences 

Company 
Speakers at 

Conferences Advertising 

62   
Website 

Marketing 
Microsite 

Marketing 
Sponsor 

Conferences 

Company 
Speakers at 

Conferences Advertising 

63 
Influencer 
Outreach 

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing   Advertising 

65 
Influencer 
Outreach 

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing    

66 
Influencer 
Outreach 

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing   Advertising 

67 
Influencer 
Outreach 

Publish Reports, 
Whitepapers, 

Infographics, etc. 
Website 

Marketing 
Microsite 

Marketing   Advertising 

68 
Influencer 
Outreach  

Website 
Marketing 

Microsite 
Marketing 

Sponsor 
Conferences 

Company 
Speakers at 

Conferences  
 

  



Part 23 

Response 
ID 

Promotional 
Webinars: 
What types 
of 
marketing 
programs 
does your 
tool support 
for content 
marketing 
purposes? 
(Select all 
applicable 
programs 
supported 
today) 

Promotional 
Virtual Events: 
What types of 
marketing 
programs does 
your tool 
support for 
content 
marketing 
purposes? 
(Select all 
applicable 
programs 
supported 
today) 

Host 
Corporate 
Parties: 
What types 
of 
marketing 
programs 
does your 
tool support 
for content 
marketing 
purposes? 
(Select all 
applicable 
programs 
supported 
today) 

Host Corporate 
Conferences: 
What types of 
marketing 
programs does 
your tool support 
for content 
marketing 
purposes? 
(Select all 
applicable 
programs 
supported today) 

Native 
Advertising: What 
types of 
marketing 
programs does 
your tool support 
for content 
marketing 
purposes? 
(Select all 
applicable 
programs 
supported today) 

Second-screen/ 
Social TV 
integration: 
What types of 
marketing 
programs does 
your tool support 
for content 
marketing 
purposes? 
(Select all 
applicable 
programs 
supported 
today) 

Integrating Social 
Content to other 
Digital Platforms: 
What types of 
marketing 
programs does 
your tool support 
for content 
marketing 
purposes? (Select 
all applicable 
programs 
supported today) 

9        
13        
15        

16 
Promotional 

Webinars 
Promotional 

Virtual Events  
Host Corporate 

Conferences 
Native 

Advertising   

17 
Promotional 

Webinars    
Native 

Advertising   

18 
Promotional 

Webinars 
Promotional 

Virtual Events   
Native 

Advertising 

Second-screen/ 
Social TV 

integration 

Integrating Social 
Content to other 
Digital Platforms 

19        

20     
Native 

Advertising 

Second-screen/ 
Social TV 

integration 

Integrating Social 
Content to other 
Digital Platforms 

21     
Native 

Advertising 

Second-screen/ 
Social TV 

integration 

Integrating Social 
Content to other 
Digital Platforms 

22 
Promotional 

Webinars    
Native 

Advertising   

23     
Native 

Advertising  

Integrating Social 
Content to other 
Digital Platforms 



25     
Native 

Advertising  

Integrating Social 
Content to other 
Digital Platforms 

26        

27     
Native 

Advertising  

Integrating Social 
Content to other 
Digital Platforms 

28        
29        
30        
31        

32 
Promotional 

Webinars    
Native 

Advertising  

Integrating Social 
Content to other 
Digital Platforms 

33     
Native 

Advertising   
34        

35 
Promotional 

Webinars 
Promotional 

Virtual Events     

Integrating Social 
Content to other 
Digital Platforms 

36 
Promotional 

Webinars 
Promotional 

Virtual Events 

Host 
Corporate 

Parties 
Host Corporate 

Conferences 
Native 

Advertising 

Second-screen/ 
Social TV 

integration 

Integrating Social 
Content to other 
Digital Platforms 

37 
Promotional 

Webinars 
Promotional 

Virtual Events   
Native 

Advertising 

Second-screen/ 
Social TV 

integration 

Integrating Social 
Content to other 
Digital Platforms 

38       

Integrating Social 
Content to other 
Digital Platforms 

39 
Promotional 

Webinars 
Promotional 

Virtual Events   
Native 

Advertising 

Second-screen/ 
Social TV 

integration 

Integrating Social 
Content to other 
Digital Platforms 

40 
Promotional 

Webinars 
Promotional 

Virtual Events 

Host 
Corporate 

Parties 
Host Corporate 

Conferences 
Native 

Advertising 

Second-screen/ 
Social TV 

integration 

Integrating Social 
Content to other 
Digital Platforms 

41     
Native 

Advertising 

Second-screen/ 
Social TV 

integration 

Integrating Social 
Content to other 
Digital Platforms 

42        



43  
Promotional 

Virtual Events   
Native 

Advertising 

Second-screen/ 
Social TV 

integration 

Integrating Social 
Content to other 
Digital Platforms 

44     
Native 

Advertising  

Integrating Social 
Content to other 
Digital Platforms 

45        

46 
Promotional 

Webinars 
Promotional 

Virtual Events   
Native 

Advertising 

Second-screen/ 
Social TV 

integration 

Integrating Social 
Content to other 
Digital Platforms 

47 
Promotional 

Webinars 
Promotional 

Virtual Events 

Host 
Corporate 

Parties 
Host Corporate 

Conferences 
Native 

Advertising 

Second-screen/ 
Social TV 

integration 

Integrating Social 
Content to other 
Digital Platforms 

48    
Host Corporate 

Conferences 
Native 

Advertising   

49     
Native 

Advertising 

Second-screen/ 
Social TV 

integration 

Integrating Social 
Content to other 
Digital Platforms 

50       

Integrating Social 
Content to other 
Digital Platforms 

51        

52 
Promotional 

Webinars 
Promotional 

Virtual Events 

Host 
Corporate 

Parties 
Host Corporate 

Conferences 
Native 

Advertising  

Integrating Social 
Content to other 
Digital Platforms 

53     
Native 

Advertising  

Integrating Social 
Content to other 
Digital Platforms 

54     
Native 

Advertising  

Integrating Social 
Content to other 
Digital Platforms 

55     
Native 

Advertising   

56       

Integrating Social 
Content to other 
Digital Platforms 

57 
Promotional 

Webinars 
Promotional 

Virtual Events   
Native 

Advertising  

Integrating Social 
Content to other 
Digital Platforms 

58        



59 
Promotional 

Webinars 
Promotional 

Virtual Events   
Native 

Advertising   

60 
Promotional 

Webinars 
Promotional 

Virtual Events     

Integrating Social 
Content to other 
Digital Platforms 

61 
Promotional 

Webinars  

Host 
Corporate 

Parties 
Host Corporate 

Conferences 
Native 

Advertising   

62      

Second-screen/ 
Social TV 

integration 

Integrating Social 
Content to other 
Digital Platforms 

63     
Native 

Advertising 

Second-screen/ 
Social TV 

integration 

Integrating Social 
Content to other 
Digital Platforms 

65        

66 
Promotional 

Webinars 
Promotional 

Virtual Events     

Integrating Social 
Content to other 
Digital Platforms 

67       

Integrating Social 
Content to other 
Digital Platforms 

68 
Promotional 

Webinars 
Promotional 

Virtual Events     

Integrating Social 
Content to other 
Digital Platforms 

 

  



Part 24 

Response 
ID 

Publishing 
on Social 
Platforms: 
What 
types of 
marketing 
programs 
does your 
tool 
support 
for 
content 
marketing 
purposes? 
(Select all 
applicable 
programs 
supported 
today) 

Other: 
What 
types of 
marketing 
programs 
does your 
tool 
support 
for 
content 
marketing 
purposes? 
(Select all 
applicable 
programs 
supported 
today) 

Other: What 
types of 
marketing 
programs 
does your 
tool support 
for content 
marketing 
purposes? 
(Select all 
applicable 
programs 
supported 
today) 

Concept/Creative 
Submissions: 
Please indicate 
which of the 
following 
capabilities you 
offer in your tool's 
content 
CREATION 
functionality: 
(Select all 
applicable 
capabilities 
offered today) 

Template/Layout/
Design 
Capabilities: 
Please indicate 
which of the 
following 
capabilities you 
offer in your tool's 
content 
CREATION 
functionality: 
(Select all 
applicable 
capabilities offered 
today) 

Content 
Generation: 
Please indicate 
which of the 
following 
capabilities you 
offer in your 
tool's content 
CREATION 
functionality: 
(Select all 
applicable 
capabilities 
offered today) 

(Custom) Branded 
Content Creation: 
Please indicate which 
of the following 
capabilities you offer in 
your tool's content 
CREATION 
functionality: (Select all 
applicable capabilities 
offered today) 

9      

Content 
Generation 

(DEFINE)  

13 

Publishing 
on Social 
Platforms       

15        

16  other 

Rich media 
types - 

Infographics, 
Animation, 

Photography, 
and Videos 

Concept/Creative 
Submissions 

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE) 
(Custom) Branded 

Content Creation 

17 

Publishing 
on Social 
Platforms   

Concept/Creative 
Submissions 

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE) 
(Custom) Branded 

Content Creation 

18 

Publishing 
on Social 
Platforms    

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE) 
(Custom) Branded 

Content Creation 
19        



20 

Publishing 
on Social 
Platforms other 

eCommerce 
Integrations 

Concept/Creative 
Submissions 

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE)  

21 

Publishing 
on Social 
Platforms other E-Commerce   

Content 
Generation 

(DEFINE) 
(Custom) Branded 

Content Creation 

22      

Content 
Generation 

(DEFINE)  

23 

Publishing 
on Social 
Platforms    

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE) 
(Custom) Branded 

Content Creation 

25 

Publishing 
on Social 
Platforms    

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE) 
(Custom) Branded 

Content Creation 

26    
Concept/Creative 

Submissions  

Content 
Generation 

(DEFINE)  

27 

Publishing 
on Social 
Platforms     

Content 
Generation 

(DEFINE)  
28        
29        
30        
31        

32 

Publishing 
on Social 
Platforms       

33 

Publishing 
on Social 
Platforms     

Content 
Generation 

(DEFINE) 
(Custom) Branded 

Content Creation 

34 

Publishing 
on Social 
Platforms       

35 

Publishing 
on Social 
Platforms     

Content 
Generation 

(DEFINE)  

36 

Publishing 
on Social 
Platforms other 

Sprinklr 
enables 

brands to 
Concept/Creative 

Submissions 

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE) 
(Custom) Branded 

Content Creation 



grow their 
audiences by 

seamlessly 
integrating 

content, 
community, 

and social 
media 

technologies 
directly into 

their existing 
web 

properties 
with product 

ratings, 
customer 
reviews, 

social log-
ins, and 

more. 

37 

Publishing 
on Social 
Platforms   

Concept/Creative 
Submissions 

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE) 
(Custom) Branded 

Content Creation 

38 

Publishing 
on Social 
Platforms   

Concept/Creative 
Submissions    

39 

Publishing 
on Social 
Platforms   

Concept/Creative 
Submissions 

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE) 
(Custom) Branded 

Content Creation 

40 

Publishing 
on Social 
Platforms       

41 

Publishing 
on Social 
Platforms   

Concept/Creative 
Submissions 

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE) 
(Custom) Branded 

Content Creation 

42    
Concept/Creative 

Submissions  

Content 
Generation 

(DEFINE)  



43 

Publishing 
on Social 
Platforms    

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE) 
(Custom) Branded 

Content Creation 

44 

Publishing 
on Social 
Platforms    

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE)  
45        

46 

Publishing 
on Social 
Platforms   

Concept/Creative 
Submissions 

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE) 
(Custom) Branded 

Content Creation 

47 

Publishing 
on Social 
Platforms   

Concept/Creative 
Submissions 

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE) 
(Custom) Branded 

Content Creation 

48 

Publishing 
on Social 
Platforms   

Concept/Creative 
Submissions 

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE) 
(Custom) Branded 

Content Creation 

49 

Publishing 
on Social 
Platforms   

Concept/Creative 
Submissions 

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE) 
(Custom) Branded 

Content Creation 

50 

Publishing 
on Social 
Platforms   

Concept/Creative 
Submissions 

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE) 
(Custom) Branded 

Content Creation 
51        

52 

Publishing 
on Social 
Platforms    

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE)  

53     

Template/Layout/
Design 

Capabilities   

54 

Publishing 
on Social 
Platforms   

Concept/Creative 
Submissions 

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE) 
(Custom) Branded 

Content Creation 

55 

Publishing 
on Social 
Platforms     

Content 
Generation 

(DEFINE)  

56 

Publishing 
on Social 
Platforms    

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE) 
(Custom) Branded 

Content Creation 



57 

Publishing 
on Social 
Platforms other Sales  

Template/Layout/
Design 

Capabilities   

58 

Publishing 
on Social 
Platforms       

59 

Publishing 
on Social 
Platforms   

Concept/Creative 
Submissions 

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE) 
(Custom) Branded 

Content Creation 

60 

Publishing 
on Social 
Platforms    

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE) 
(Custom) Branded 

Content Creation 

61 

Publishing 
on Social 
Platforms other 

Integration 
with 

Hootsuite 
Concept/Creative 

Submissions    

62     

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE) 
(Custom) Branded 

Content Creation 

63 

Publishing 
on Social 
Platforms   

Concept/Creative 
Submissions 

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE) 
(Custom) Branded 

Content Creation 

65 

Publishing 
on Social 
Platforms    

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE)  

66 

Publishing 
on Social 
Platforms   

Concept/Creative 
Submissions 

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE) 
(Custom) Branded 

Content Creation 

67 

Publishing 
on Social 
Platforms   

Concept/Creative 
Submissions 

Template/Layout/
Design 

Capabilities 

Content 
Generation 

(DEFINE) 
(Custom) Branded 

Content Creation 

68 

Publishing 
on Social 
Platforms       

 

  



Part 25 

Response 
ID 

Image Editing: 
Please 
indicate which 
of the 
following 
capabilities 
you offer in 
your tool's 
content 
CREATION 
functionality: 
(Select all 
applicable 
capabilities 
offered today) 

Video Editing: 
Please 
indicate which 
of the 
following 
capabilities 
you offer in 
your tool's 
content 
CREATION 
functionality: 
(Select all 
applicable 
capabilities 
offered today) 

Non-CMS Publishing 
Platform: Please 
indicate which of the 
following capabilities 
you offer in your tool's 
content CREATION 
functionality: (Select 
all applicable 
capabilities offered 
today) 

Publishing 
Platform: Please 
indicate which of 
the following 
capabilities you 
offer in your tool's 
content CREATION 
functionality: 
(Select all 
applicable 
capabilities offered 
today) 

Other: Please 
indicate which of 
the following 
capabilities you 
offer in your tool's 
content 
CREATION 
functionality: 
(Select all 
applicable 
capabilities 
offered today) 

Other: Please 
indicate which of the 
following capabilities 
you offer in your 
tool's content 
CREATION 
functionality: (Select 
all applicable 
capabilities offered 
today) 

9       
13       
15       

16   
Non-CMS Publishing 

Platform Publishing Platform other 

Plagiarism Checker, 
Integrated Brief & 
Style Guidelines, 

Auditable Content 
Approval Flows, 

Freelance Talent 
Search, Freelance 

Talent Payment, 
Pitches/Ideas, 

Tagging/Taxonomy, 
User to User 

messaging, User 
Management 

(teams) 

17   
Non-CMS Publishing 

Platform Publishing Platform   

18 Image Editing  
Non-CMS Publishing 

Platform Publishing Platform other 
Data-driven topic 

recommendations 
19       

20   
Non-CMS Publishing 

Platform Publishing Platform   



21   
Non-CMS Publishing 

Platform  other 
Content Upload and 

Social Sharing 
22    Publishing Platform   
23 Image Editing   Publishing Platform   

25   
Non-CMS Publishing 

Platform Publishing Platform other 

Recommendation & 
Inspiration of 

Trending Topics and 
Ideas 

26   
Non-CMS Publishing 

Platform Publishing Platform other Structured Content 
27       
28       
29       
30       
31       
32       
33       
34       

35   
Non-CMS Publishing 

Platform    

36 Image Editing  
Non-CMS Publishing 

Platform Publishing Platform other 

Sprinklr helps users 
identify top 

performing content 
in the Social Asset 

Manager. Teams 
can repurpose this 

content, using it as a 
springboard to 

create new assets, 
promote it across 

other channels, or 
republish as is to 
different targeted 

audiences. For 
example, if a photo 

does particularly well 
on a brand's US 

Facebook page, this 
can be promoted for 
greater visibility. The 



US team can also 
suggest it to the UK 

team right within 
Sprinklr, who may 

be running a similar 
campaign, speeding 

up the process to 
create on-brand 

content that's 
already proven to 

drive engagement. 

37 Image Editing   Publishing Platform other 

COMMENT: I am 
unsure of what you 
mean by Non-CMS 

Publishing Platform. 
With clarification, I 

may be able to more 
accurately submit 
whether or not we 

offer that capability. 

38     other 
Optimization in 

search and social 

39 Image Editing  
Non-CMS Publishing 

Platform Publishing Platform   
40       

41   
Non-CMS Publishing 

Platform Publishing Platform   
42       

43   
Non-CMS Publishing 

Platform Publishing Platform   

44 Image Editing  
Non-CMS Publishing 

Platform Publishing Platform   
45       

46   
Non-CMS Publishing 

Platform Publishing Platform   

47 Image Editing  
Non-CMS Publishing 

Platform Publishing Platform   

48 Image Editing Video Editing 
Non-CMS Publishing 

Platform Publishing Platform other 

third party images, 
semantic tagging, 

payment 



management and 
customization 

49 Image Editing   Publishing Platform   

50   
Non-CMS Publishing 

Platform Publishing Platform   
51       

52   
Non-CMS Publishing 

Platform Publishing Platform   
53 Image Editing Video Editing     

54 Image Editing  
Non-CMS Publishing 

Platform Publishing Platform   
55       

56   
Non-CMS Publishing 

Platform Publishing Platform   

57 Image Editing  
Non-CMS Publishing 

Platform Publishing Platform   
58       

59 Image Editing   Publishing Platform other 

Any kind of content 
production (including 

video editing is 
available through 
outside vendors. 

The workflow can be 
managed through 

Percolate. 
60 Image Editing   Publishing Platform   
61       

62   
Non-CMS Publishing 

Platform Publishing Platform   

63 Image Editing Video Editing 
Non-CMS Publishing 

Platform Publishing Platform   
65 Image Editing   Publishing Platform   

66 Image Editing  
Non-CMS Publishing 

Platform Publishing Platform   

67 Image Editing  
Non-CMS Publishing 

Platform Publishing Platform   

68 

Image Editing: 
Please 

indicate which 
of the 

Video Editing: 
Please 

indicate which 
of the 

Non-CMS Publishing 
Platform: Please 

indicate which of the 
following capabilities 

Publishing 
Platform: Please 
indicate which of 

the following 

Other: Please 
indicate which of 

the following 
capabilities you 

Other: Please 
indicate which of the 
following capabilities 

you offer in your 



following 
capabilities 
you offer in 
your tool's 

content 
CREATION 

functionality: 
(Select all 
applicable 

capabilities 
offered today) 

following 
capabilities 
you offer in 
your tool's 

content 
CREATION 

functionality: 
(Select all 
applicable 

capabilities 
offered today) 

you offer in your tool's 
content CREATION 
functionality: (Select 

all applicable 
capabilities offered 

today) 

capabilities you 
offer in your tool's 

content CREATION 
functionality: 

(Select all 
applicable 

capabilities offered 
today) 

offer in your tool's 
content 

CREATION 
functionality: 

(Select all 
applicable 

capabilities 
offered today) 

tool's content 
CREATION 

functionality: (Select 
all applicable 

capabilities offered 
today) 

 

  



Part 26 

Response 
ID 

Photos: 
Which of the 
following 
MEDIA 
TYPES can 
your platform 
publish? 
(Select all 
applicable 
types 
available 
today) 

Video: 
Which of the 
following 
MEDIA 
TYPES can 
your 
platform 
publish? 
(Select all 
applicable 
types 
available 
today) 

Documents: 
Which of the 
following MEDIA 
TYPES can your 
platform publish? 
(Select all 
applicable types 
available today) 

Presentations: 
Which of the 
following MEDIA 
TYPES can your 
platform publish? 
(Select all applicable 
types available 
today) 

PDFs: 
Which of the 
following 
MEDIA 
TYPES can 
your 
platform 
publish? 
(Select all 
applicable 
types 
available 
today) 

Infographics: 
Which of the 
following 
MEDIA TYPES 
can your 
platform 
publish? (Select 
all applicable 
types available 
today) 

Micromedia 
(Vines, Instagram 
Videos, etc.): 
Which of the 
following MEDIA 
TYPES can your 
platform publish? 
(Select all 
applicable types 
available today) 

9 Photos       
13        
15        

16 Photos Video Documents Presentations PDFs Infographics 

Micromedia 
(Vines, Instagram 

Videos, etc.) 
17 Photos  Documents Presentations PDFs Infographics  

18 Photos Video Documents Presentations PDFs Infographics 

Micromedia 
(Vines, Instagram 

Videos, etc.) 
19        
20 Photos Video      

21 Photos Video     

Micromedia 
(Vines, Instagram 

Videos, etc.) 
22        

23 Photos Video Documents Presentations  Infographics 

Micromedia 
(Vines, Instagram 

Videos, etc.) 
25 Photos Video Documents Presentations PDFs Infographics  
26 Photos Video Documents  PDFs   

27 Photos Video Documents Presentations PDFs Infographics 

Micromedia 
(Vines, Instagram 

Videos, etc.) 
28        



29        
30        
31        
32        

33 Photos Video Documents Presentations PDFs Infographics 

Micromedia 
(Vines, Instagram 

Videos, etc.) 
34        
35 Photos Video Documents Presentations PDFs Infographics  

36 Photos Video Documents Presentations PDFs Infographics 

Micromedia 
(Vines, Instagram 

Videos, etc.) 

37 Photos Video     

Micromedia 
(Vines, Instagram 

Videos, etc.) 
38        
39 Photos Video Documents Presentations PDFs Infographics  
40        

41 Photos Video    Infographics 

Micromedia 
(Vines, Instagram 

Videos, etc.) 
42  Video Documents     

43 Photos Video   PDFs Infographics 

Micromedia 
(Vines, Instagram 

Videos, etc.) 

44 Photos Video    Infographics 

Micromedia 
(Vines, Instagram 

Videos, etc.) 
45        

46 Photos Video Documents Presentations PDFs Infographics 

Micromedia 
(Vines, Instagram 

Videos, etc.) 

47 Photos Video Documents Presentations PDFs Infographics 

Micromedia 
(Vines, Instagram 

Videos, etc.) 

48 Photos Video Documents Presentations PDFs Infographics 

Micromedia 
(Vines, Instagram 

Videos, etc.) 



49 Photos Video Documents Presentations PDFs Infographics 

Micromedia 
(Vines, Instagram 

Videos, etc.) 

50 Photos Video Documents Presentations PDFs  

Micromedia 
(Vines, Instagram 

Videos, etc.) 
51        

52 Photos Video Documents Presentations PDFs Infographics 

Micromedia 
(Vines, Instagram 

Videos, etc.) 
53 Photos Video      

54 Photos Video Documents  PDFs Infographics 

Micromedia 
(Vines, Instagram 

Videos, etc.) 
55        
56 Photos Video Documents  PDFs Infographics  
57 Photos Video Documents  PDFs Infographics  
58        

59 Photos Video Documents Presentations PDFs Infographics 

Micromedia 
(Vines, Instagram 

Videos, etc.) 

60 Photos Video Documents Presentations PDFs Infographics 

Micromedia 
(Vines, Instagram 

Videos, etc.) 
61   Documents Presentations PDFs   

62 Photos Video Documents Presentations PDFs Infographics 

Micromedia 
(Vines, Instagram 

Videos, etc.) 

63 Photos Video Documents Presentations PDFs Infographics 

Micromedia 
(Vines, Instagram 

Videos, etc.) 

65 Photos Video Documents Presentations PDFs Infographics 

Micromedia 
(Vines, Instagram 

Videos, etc.) 

66 Photos Video Documents Presentations PDFs Infographics 

Micromedia 
(Vines, Instagram 

Videos, etc.) 
67 Photos Video Documents Presentations PDFs Infographics  

68 
Photos: 

Which of the 
Video: 

Which of the 
Documents: 
Which of the 

Presentations: 
Which of the 

PDFs: 
Which of the 

Infographics: 
Which of the 

Micromedia 
(Vines, Instagram 



following 
MEDIA 

TYPES can 
your platform 

publish? 
(Select all 
applicable 

types 
available 

today) 

following 
MEDIA 

TYPES can 
your 

platform 
publish? 

(Select all 
applicable 

types 
available 

today) 

following MEDIA 
TYPES can your 
platform publish? 

(Select all 
applicable types 
available today) 

following MEDIA 
TYPES can your 
platform publish? 

(Select all applicable 
types available 

today) 

following 
MEDIA 

TYPES can 
your 

platform 
publish? 

(Select all 
applicable 

types 
available 

today) 

following 
MEDIA TYPES 

can your 
platform 

publish? (Select 
all applicable 

types available 
today) 

Videos, 
etc.):Which of the 
following MEDIA 
TYPES can your 
platform publish? 

(Select all 
applicable types 
available today) 

 

  



Part 27 

Response 
ID 

Audio/Podcasts: 
Which of the 
following 
MEDIA TYPES 
can your 
platform 
publish? (Select 
all applicable 
types available 
today) 

Other: 
Which of the 
following 
MEDIA 
TYPES can 
your 
platform 
publish? 
(Select all 
applicable 
types 
available 
today) 

Other: Which of 
the following 
MEDIA TYPES 
can your 
platform 
publish? (Select 
all applicable 
types available 
today) 

What platforms or 
data sets do you 
integrate with or 
monitor to serve this 
use case, 
CREATION? (e.g. 
content management 
system, Flickr, etc.) 

Aggregation of 
content (e.g. 
compiling syndicated 
web content via 
press, media, blogs, 
keywords, 
etc.):Please indicate 
which of the 
following features 
you offer in your 
tool's CURATION 
functionality: (Select 
all applicable 
features available 
today) 

Curation (i.e. 
collecting, organizing 
and displaying 
information relevant 
to a particular topic or 
area of 
interest):Please 
indicate which of the 
following features you 
offer in your tool's 
CURATION 
functionality: (Select 
all applicable features 
available today) 

9       

13      

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 

15       

16 Audio/Podcasts   

WordPress, HubSpot, 
Tumblr and any other 

CMS via API   

17  other 

social 
posts/status 

updates 
CMS integration is 

available via our API.  

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 

18 Audio/Podcasts   

Content management 
system, marketing 

asset management, 
marketing resource 

management, digital 
asset management, 

any repository with an 

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 



API, all social 
platforms with APIs 

19       

20    

Facebook  Instagram  
Twitter   Pinterest   

Vine   CMS Platforms   
Demandware   

Magento  Shopify  
Teallium  Analytics 

Platforms   
Spongecell Ads   

Narvar Post Purchase 

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 

21  other text 

Facebook, Instagram, 
Twitter, YouTube, 

Vine, Flickr, Review 
Platforms 

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 

22  other 

please note that 
we promote 

content 
Marketing automation 

systems, CMS  

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 

23 Audio/Podcasts   

Have APIs available 
for integration into 3rd 

party platforms. 

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 

25    

Twitter Firehose, 
Customers Owned 

Assets (blogs, videos, 
images, pdfs, 
infographics), 

YouTube, Tumblr, 
Instagram, CMS, 
Vimeo, LinkedIn, 

Facebook 

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 



26    

WordPress  Drupal  
ExpressionEngine  

JSON API   
27 Audio/Podcasts   Proprietary CMS   
28       
29       
30       
31       

32     

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 

33 Audio/Podcasts other Webinars    

34      

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 

35     

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 

36  other 

Sprinklr 
provides 

customizable 
native URL 

shorteners in 
addition to 

Awe.sm, Bit.ly, 
GeoRiot, 

Goo.gl, and 
Po.st. 

Flickr, Getty, Giphy, 
Opal, Shutterstock, 

Thismoment 

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 

37  other 

COMMENT: I 
am assuming 

that Micromedia 

Opal, Brandwatch, 
Synthesio, Sysomos, 

Crimson Hexagon, 
Aggregation of 

content (e.g. via 

Curation (i.e. 
collecting, organizing 

and displaying 



includes all 
social. 

BazaarVoice, VizRT, 
ChyronHego, Ross, 

Miranda, ClassX. 

press, media, blogs, 
keywords, etc.) 

information relevant 
to a particular topic or 

area of interest) 

38  other 

We do not 
publish, but we 
track published 

content for 
performance. 

We offer the platform 
that monitors and 

reports on the 
content. 

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 

39    

PublishThis has direct 
plugins for 

WordPress and 
Drupal plus RSS, 
HTML, and other 

formats that can work 
well with email, 

social, and marketing 
automation platforms. 

We also have a 
flexible API for app 

and other custom tool 
(CMS, email, social, 

etc.) use. 

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 

40       

41    

Instagram, Facebook, 
Twitter, Flickr, 

Google+, Dropbox 

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 

42    

We can integrate with 
any content 

publishing or CMS-
related systems. We 
have integration with 

Google Analytics.   

43 Audio/Podcasts other 

Any 
embeddable 

content 

- Hosted microsites  - 
One-click publish to 

Wordpress.org  - 
Embed codes for any 

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 



other content 
management system  

- Customizable out-
of-the-box templates  

- REST API for 
flexible front-end 

experiences 

to a particular topic or 
area of interest) 

44    
Getty images, Flickr, 

YouTube, 

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 

45       

46 Audio/Podcasts   

All major photo and 
video storage 

platforms.   

47 Audio/Podcasts   

Anything with an 
open API and/or an 

extensible platform / 
AppCloud partners - 

platform openness 

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 

48 Audio/Podcasts   

Bigstock photos, 
SEMRush, Traackr, 
WordPress, Kaltura, 
Facebook, LinkedIn, 

Twitter, Drupal, 
Adobe, Copyscape, 

Calais   

49 Audio/Podcasts   All social networks 

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 

50 Audio/Podcasts   Google Sheets  

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 



to a particular topic or 
area of interest) 

51       

52 Audio/Podcasts   eByline, Scripted 

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 

53    
Proprietary computer 

vision platform   

54    

We integrate licensed 
content from over 

5,000 leading 
publishers. We ingest 

over 60 million 
articles a month and 
have over 40 million 

editorial and stock 
images covering over 
170,000 niche topics. 

All of our content is 
ingested, tagged, and 
indexed so it’s easily 

searchable for use by 
our customers. Our 

recommendation 
engine surfaces the 

most relevant content 
for a brand based on 

topic analysis and 
social trends.    We 

offer original content 
from The NewsRoom, 
our exclusive network 

of high-quality 
journalists, 

photographers and 
designers. In addition, 

we provide rights-

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 



cleared user-
generated content for 

brands to leverage 
across their real-time 

content marketing 
activations.    

NewsCred allows any 
brand to upload or 

integrate content from 
social feeds including 

Instagram and 
YouTube in order to 
have all of a brand’s 
content in one place 
for use at any time. 

55  other  

Content management 
systems  Getty 

Images  YouTube   
Social Networks   

56 Audio/Podcasts   

WordPress, Drupal, 
Joomla, Expression 

Engine, Moveable 
Type, Flipboard, 

HubSpot, Marketo, 
Google+, Buffer, 

LinkedIn,    
Facebook, Twitter, 

Curata's CMS, others 

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 

57    

1) All CMS,   2) major 
social networks,   3) 

major marketing 
automation vendors 

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 

58       

59     

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 



to a particular topic or 
area of interest) 

60 Audio/Podcasts   

The publishing 
functionality of 

Velocity supports 
many-to-many 

content creation 
across thousands of 
business locations. 

The tool in itself is a 
content management 
system that supports 

the creation of 
content at both the 

corporate/brand and 
local/location levels. 

Custom location 
pages, featuring a 

combination of 
corporate and 

location-specific 
content fueled by the 
CMS, are optimized 

for search and utilize 
responsive design to 
provide a seamless 

user experience 
across all devices.   

Velocity can integrate 
with -- and monitor -- 
any third-party API to 

support content 
creation.  Current 

integrations include 
Twitter, Facebook, 

and LinkedIn among 
others. In addition, 

this integration allows 
for A/B testing tools, 

review tools, web 

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 



analytics, client data 
and other data sets to 

share the platform. 

61    Hootsuite 

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 

62 Audio/Podcasts other 
Live Stream 

embeds 

Can integrate with 
existing Brand digital 

asset management 
systems.    Link to all 

major social networks 
to source existing 

content.    Allow 
created content to be 
easily shared across 

multi territory for easy 
language translation 

etc. 

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 

63 Audio/Podcasts   

Monitor all social 
channels (e.g. 

Facebook, LinkedIn, 
Twitter, etc.).  Adobe 

Creative Cloud 
integrates with Adobe 

Marketing Cloud 
through Adobe 

Experience Manager. 

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 

65 Audio/Podcasts other 

We assume you 
mean "publish," 

rather than 
"create" 

We integrate with 
cloud-based content 

repositories: Box, 
Dropbox, Amazon S3 

and Microsoft 
SharePoint.    We 
also integrate with 

Google Analytics and 
Marketo. 

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 



66 Audio/Podcasts   

WordPress, Zendesk, 
Expression Engine, 

Kentico, Canva, 
oEmbed, Facebook, 

LinkedIn, Twitter, 
YouTube, WebDAV 

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 

67  other URL links 

DataLogix, Getty 
Images, Shutterstock, 

Kontera, Pressly, 
Rallyverse, 

ShopIngiter, 
Trendspottr,  
VenueLabs, 
Flashstock 

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 

68     

Aggregation of 
content (e.g. via 

press, media, blogs, 
keywords, etc.) 

Curation (i.e. 
collecting, organizing 

and displaying 
information relevant 

to a particular topic or 
area of interest) 

 

  



Part 28 

Response 
ID 

Discovery (i.e. 
ability to suggest 
appropriate content 
according to stated 
preferences): 
Please indicate 
which of the 
following features 
you offer in your 
tool's CURATION 
functionality: 
(Select all 
applicable features 
available today) 

Recommendation 
engine: Please 
indicate which of 
the following 
features you offer 
in your tool's 
CURATION 
functionality: 
(Select all 
applicable 
features available 
today) 

Syndication (i.e. 
controlled 
placement of 
proprietary 
content): Please 
indicate which of 
the following 
features you offer 
in your tool's 
CURATION 
functionality: 
(Select all 
applicable 
features available 
today) 

Other: Please 
indicate which 
of the 
following 
features you 
offer in your 
tool's 
CURATION 
functionality: 
(Select all 
applicable 
features 
available 
today) 

Other: Please 
indicate which of 
the following 
features you offer 
in your tool's 
CURATION 
functionality: 
(Select all 
applicable 
features available 
today) 

What platforms or 
services do you integrate 
with or monitor to serve 
this use case, 
CURATION? (e.g. media 
outlets, blogs, Twitter, 
etc.) 

9   

Syndication (i.e. 
controlled 

placement of 
proprietary 

content)    

13 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences)     

Facebook, Twitter, 
YouTube, Pinterest, 
Instagram, LinkedIn 

15       

16 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences)   other 

Searchable 
content library of 
internal content 

assets with 
content 

performance data 

We leverage our 
proprietary tracking 

technology via a 
JavaScript snippet and 

integrate 3rd party 
external tools such as 

diffbot, sharedcount, and 
alchemy to analyze 

online performance of 
published content within 

our platform to help 
curate high-performing 

content assets either 



produced or not 
produced by Contently to 

help content marketers 
understand and double 

down on the best 
performing content. 

17 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences)     

We are currently 
evaluating multiple 

curation engines that will 
aggregate content from 
various real-time, online 

sources to aid in 
discovery and inspire 

content ideas. The 
chosen platform will be 

integrated into the Ideas 
area of our application 

for a seamless 
experience. This 

integration is being 
planned for Q4 of 2015. 

18 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences) 
Recommendation 

engine 

Syndication (i.e. 
controlled 

placement of 
proprietary 

content)   

All platforms and 
websites with an RSS or 
XML feed, accessible via 

API 
19       

20 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences) 
Recommendation 

engine    

Facebook  Instagram  
Twitter   Pinterest   Vine   

CMS Platforms   
Demandware   Magento  

Shopify  Teallium  
Analytics Platforms   

Spongecell Ads   Narvar 
Post Purchase 

21 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences) 
Recommendation 

engine 

Syndication (i.e. 
controlled 

placement of 
proprietary 

content) other 

product 
association to 

content 

Facebook, Instagram, 
Twitter, YouTube, Vine, 

Flickr, Photo Uploads 



22 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences) 
Recommendation 

engine    

publisher websites, 
business websites and 

blogs 

23      

Auto-creation tool to port 
over existing web assets 

into our CMS 

25 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences) 
Recommendation 

engine 

Syndication (i.e. 
controlled 

placement of 
proprietary 

content) other 

Content Hub 
(controlled 

placement of 
proprietary 

content 
anywhere); 

Customization of 
Recommendation 
Engine based on 

proprietary 
Customer or 

LinkedIn 
Trending Topics; 

Twitter, Facebook, 
LinkedIn, Customer 

Owned Assets (CMS), 
YouTube, Instagram, 

Tumblr, Any CMS, and 
tens of thousands of 

publishers 
26       

27 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences) 
Recommendation 

engine    

All social channels - 
twitter, Facebook, 

Tumblr, Instagram, 
Pinterest, blogs, LinkedIn 

28       
29       
30       
31       

32  
Recommendation 

engine 

Syndication (i.e. 
controlled 

placement of 
proprietary 

content) other 

Look alike 
analysis based 

on content 
interests 

RSS  Brand properties or 
microsites 

33       

34 

Discovery (i.e. 
ability to suggest 

appropriate content 
Recommendation 

engine    

any publisher first party 
and third party data can 

be aggregated 



according to stated 
preferences) 

35 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences) 
Recommendation 

engine 

Syndication (i.e. 
controlled 

placement of 
proprietary 

content)   

We subscribe to 50,000 
+ publications, blogs, 

and digital properties for 
content. 

36 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences) 
Recommendation 

engine 

Syndication (i.e. 
controlled 

placement of 
proprietary 

content) other 

Sprinklr enables 
brands to 

discover user-
generated 

content, request 
users' permission 

to use their 
content directly 

from the platform, 
and track 

approval status 
of internal 

stakeholders and 
users. Users can 

also choose to 
promote organic 

posts on social 
networks to 

expand visibility 
of content 

already proven to 
drive 

engagement. 

Sprinklr monitors ~20 
social channels, 

including Bazaarvoice, 
Facebook, Flickr, 

Foursquare, Google+, 
Instagram, Jive, 

LinkedIn, Pinterest, 
Renren, Sina Weibo, 
SlideShare, Tencent 

Weibo, Tumblr, Twitter, 
VK, WordPress, 

YouTube, and Zendesk.    
Sprinklr also has a built-

in, fully integrated 
listening solution with 

sites listed above plus 
300+ million professional 
and consumer blogs, 20+ 

million forums, news 
sources, rating and 

review sites, and rich 
media sites like Vimeo 

and Youku (including 
comments). Additionally, 
Sprinklr offers a generic 

listening connector to 
integrate third-party 

listening products like 
Crimson Hexagon.    

Integrations with image 
directories include 

Shutterstock, Getty 
Images, and Giphy. 



Sprinklr offers brands the 
ability to integrate Twitter 
trends, TV programming 

schedules, weather, 
news headlines, sports 

trends and statistics, and 
any RSS feed into their 

data set. 

37 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences) 
Recommendation 

engine 

Syndication (i.e. 
controlled 

placement of 
proprietary 

content)   

Opal, Brandwatch, 
Synthesio, Sysomos, 

Crimson Hexagon, 
BazaarVoice, VizRT, 
ChyronHego, Ross, 

Miranda, ClassX, Twitter, 
Facebook, Google+, 

Pinterest, Tumblr, 
LinkedIn, YouTube, 

WordPress, RSS, 
Instagram, Seina Weibo, 

Flickr. 

38 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences) 
Recommendation 

engine     

39 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences) 
Recommendation 

engine  other 

Enterprise 
curation - 

bookmarklet tool 
to allow for 

extended 
contributor 

curation with 
tools for direct 

publishing, 
annotation, and 

an approval 
queue. 

PublishThis can output to 
basically any digital 
destination through 

plugins, RSS, HTML, or 
our API. 

40       



41 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences) 
Recommendation 

engine    

Instagram, Facebook, 
Twitter, Flickr, Google+, 

Dropbox 
42    other n/a n/a 

43 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences)  

Syndication (i.e. 
controlled 

placement of 
proprietary 

content)   

- Twitter  - Facebook  - 
YouTube  - Instagram  - 

Flickr  - Wikipedia  - 
Getty Images  - Reuters 

Pictures  - RSS  - Embed 
any external iframe into 
ScribbleLive  - Surface 

any content from around 
the web by referencing 

URL.   - Customers use 
proprietary syndication 
tool, ScribbleMarket, to 

syndicate content to 
global network of 

customers. 

44 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences)   other Trend Monitoring 

Opentopic can 
search/discover all 

formats of content across 
the complete web, 

including search engines 
and social media 

platforms. 
45       
46       

47 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences) 
Recommendation 

engine 

Syndication (i.e. 
controlled 

placement of 
proprietary 

content)   

Anything with an open 
API and/or an extensible 

platform / AppCloud 
partners - platform 

openness 
48       

49 

Discovery (i.e. 
ability to suggest 

appropriate content 
Recommendation 

engine 

Syndication (i.e. 
controlled 

placement of   

Related content is 
recommended via twitter, 

blogs, website and 



according to stated 
preferences) 

proprietary 
content) 

companies like Storyful 
(API integration) 

50 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences)   other Granular filtering  
51       

52 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences) 
Recommendation 

engine 

Syndication (i.e. 
controlled 

placement of 
proprietary 

content)   Curata, Hootsuite 

53   

Syndication (i.e. 
controlled 

placement of 
proprietary 

content)   
Integrated direct with 
over 600 publishers 

54 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences) 
Recommendation 

engine 

Syndication (i.e. 
controlled 

placement of 
proprietary 

content) other 

We can also 
ingest, tag, and 

index our 
customer’s 

owned/existing 
content so that all 

their assets are 
stored and 

searchable within 
our platform. 

Within the NewsCred 
platform, we provide the 
following curation tools:   

- Our API ingests, 
normalizes, indexes and 

tags content, enabling 
brands to search across 
any topic or format. This 
enables us to inform our 

customers of trending 
topics and help our 

customers understand 
how articles are 

performing/trending 
across social channels.   

- Customers can 
leverage NewsCred to 
understand the highest 

performing topics 
amongst a specific 
audience segment, 

competitor, influencer or 



topic/event/hashtag.   - 
Customers have the 
ability to search for 

content within our 
platform or leverage our 

Recommendations 
Engine.    Additionally, 

NewsCred offers editorial 
curation services for 

brands who want more 
personal assistance 

choosing the best articles 
to support their brand 

voice. 
55       

56 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences) 
Recommendation 

engine 

Syndication (i.e. 
controlled 

placement of 
proprietary 

content)   

Twitter, g+, feeds, 
YouTube, any site online 
(even if they don't have a 
feed), tens of thousands 

of news publications 

57 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences) 
Recommendation 

engine    Twitter, Instagram 
58       

59 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences) 
Recommendation 

engine    

Feeds (i.e.. RSS) and 
Twitter power Percolate's 
recommendation/curation 

tools 

60 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences) 
Recommendation 

engine 

Syndication (i.e. 
controlled 

placement of 
proprietary 

content)   

Velocity's publishing 
system supports curation 

at both the 
corporate/brand and 

local levels. Velocity's 
Media Library allows 

marketers to centrally 
house a library of 

corporate-approved 



brand content for 
locations to access and 

use on their pages, 
including videos, 

coupons, seasonal 
content blocks, imagery, 
and more. Assets can be 

set to automatically 
publish across location 

pages by regional / 
geography, asset 

performance, 
seasonality, or go 
through workflow 

moderation. 

61 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences) 
Recommendation 

engine  other 

Discovery based 
on representative 

social profiles 
Blogs, news media, 

Twitter, Hootsuite 

62 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences)  

Syndication (i.e. 
controlled 

placement of 
proprietary 

content)   

Facebook, Twitter , 
Instagram, Flickr, Vine, 

Yammer, Sina Weibo 
(China), Google +, 

Pinterest, YouTube, 
Vimeo.  We regularly add 

in new networks as 
required.    RSS, blogs, 

email in, 

63 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences) 
Recommendation 

engine 

Syndication (i.e. 
controlled 

placement of 
proprietary 

content)   

Facebook, Twitter, 
LinkedIn, YouTube, 

SinaNuevo, Bing 

65   

Syndication (i.e. 
controlled 

placement of 
proprietary 

content)   

Our curation capabilities 
are supported native to 
our platform and don't 
rely on any third party 

integrations. 



66 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences) 
Recommendation 

engine 

Syndication (i.e. 
controlled 

placement of 
proprietary 

content)   

Crawlers, indexes, 
graphs, blogs, social 

media networks 

67 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences)  

Syndication (i.e. 
controlled 

placement of 
proprietary 

content)   

Our platform is built on a 
social data layer that 

monitors over 1B 
sources. We also have 

an App SDK for 
extending Social Studio 

(i.e., content apps 
Trendspottr or Getty 

Images; third party; or in-
house systems). 

68 

Discovery (i.e. 
ability to suggest 

appropriate content 
according to stated 

preferences) 
Recommendation 

engine 

Syndication (i.e. 
controlled 

placement of 
proprietary 

content) other 

Recommendation 
engine in mobile 

app : http://juice.li 

media outlets, blogs, 
Twitter, Facebook (public 

posts), G+, YouTube, 
RSS feeds. Note : 

paper.li monitors and 
process 1.4 million 

sources, constantly. 
 

  



Part 29 

Response 
ID 

Simultaneous cross-
channel publication: 
Please indicate 
which of the following 
are capabilities in 
your tool's 
DISTRIBUTION 
functionality: (Select 
all applicable 
capabilities offered 
today) 

Mobile 
deployment + 
auto formatting: 
Please indicate 
which of the 
following are 
capabilities in 
your tool's 
DISTRIBUTION 
functionality: 
(Select all 
applicable 
capabilities 
offered today) 

Ad creation & 
deployment: Please 
indicate which of 
the following are 
capabilities in your 
tool's 
DISTRIBUTION 
functionality: 
(Select all 
applicable 
capabilities offered 
today) 

Other: Please 
indicate which 
of the following 
are capabilities 
in your tool's 
DISTRIBUTION 
functionality: 
(Select all 
applicable 
capabilities 
offered today) 

Other: Please 
indicate which of 
the following are 
capabilities in your 
tool's 
DISTRIBUTION 
functionality: 
(Select all 
applicable 
capabilities offered 
today) 

What platforms or 
services do you 
integrate with or 
monitor to serve this 
use case, 
DISTRIBUTION? 

9  

Mobile 
deployment + 

auto formatting     
13    other None n/a 
15       

16  

Mobile 
deployment + 

auto formatting 
Ad creation & 

deployment other 

All of the above are 
capabilities not 

native to our 
technology 

platform, but are 
service offerings 

leveraging our 
partnership with 

Outbrain and our 
full-time in-house 

distribution 
campaign strategist 

We serve and monitor 
our Distribution 

offering with our in-
house managed 

services team and 
leveraging our 

distribution partners 
that include Outbrain, 

Taboola, LinkedIn, 
Discus, and Onespot. 

17 
Simultaneous cross-
channel publication     

Facebook, Twitter, 
LinkedIn 

18 
Simultaneous cross-
channel publication 

Mobile 
deployment + 

auto formatting    

Distribution into 
integrated channel 

vendors and platforms 
(email, web, social, 

CRM, mobile etc.) via 
API 



19       
20       

21   
Ad creation & 

deployment other 

display on e-
commerce and 

websites 

Amazon Webstore, 
Magento, Ad 

Templates 

22    other 

suggested 
headlines or stories 

across publisher 
sites or social 

networks 
not sure I can answer 

this 

23 
Simultaneous cross-
channel publication 

Mobile 
deployment + 

auto formatting 
Ad creation & 

deployment   

Standard 300x250 ad 
trafficking, 

embeddable widget 

25 
Simultaneous cross-
channel publication 

Mobile 
deployment + 

auto formatting  other 

Redistribution & 
Recirculation for 

maximum ROI 

Facebook, Twitter, 
LinkedIn, Google Plus, 
WordPress, Customer 

CMS (public and 
proprietary) 

26       

27 
Simultaneous cross-
channel publication  

Ad creation & 
deployment   proprietary technology 

28       
29       
30       
31       

32 
Simultaneous cross-
channel publication 

Mobile 
deployment + 

auto formatting 
Ad creation & 

deployment other 

High precision 
targeting and use of 

machine learning 
for placement 

decisioning as well 
as retargeting for 

repeat engagement 

- Top 20 online ad 
exchanges  - Access 

to 36 million 
impressions per 

minute and 94% of US 
internet audience  - 

Facebook News Feed  
- 3rd party data 

sources for further 
targeting precision 

33   
Ad creation & 

deployment other 
Content 

Retargeting Retargeter 

34 
Simultaneous cross-
channel publication 

Mobile 
deployment + 

auto formatting    

Publisher Online 
Video Platform / Video 

Player 



35 
Simultaneous cross-
channel publication 

Mobile 
deployment + 

auto formatting    
Web, mobile, social 

media 

36 
Simultaneous cross-
channel publication 

Mobile 
deployment + 

auto formatting 
Ad creation & 

deployment other 

Sprinklr supports 
distribution through 

branded websites 

Sprinklr integrates with 
over 20 social 

channels for 
distribution, including 

Bazaarvoice, 
Facebook, Flickr, 

Foursquare, Google+, 
Jive, LinkedIn, 

Pinterest, Renren, 
Sina Weibo, 

SlideShare, Tencent 
Weibo, Tumblr, 

Twitter, VK, 
WordPress, YouTube, 

and Zendesk.    
Additionally, Sprinklr 

can publish to owned 
brand properties such 

as websites and online 
communities. 

37  

Mobile 
deployment + 

auto formatting    

Twitter, Facebook, 
Google+, Pinterest, 

Tumblr, LinkedIn, 
YouTube, WordPress, 

RSS, Instagram, 
Seina Weibo, Flickr, 
VizRT, ChyronHego, 

Ross, Kenshoo, Core 
Metrics, Bit.ly, Google 

Analytics, Omniture, 
Captix 44 Doors. 

38       

39 
Simultaneous cross-
channel publication     FIX 

40       

41   
Ad creation & 

deployment   All ad servers 



42    other n/a n/a 

43 
Simultaneous cross-
channel publication 

Mobile 
deployment + 

auto formatting    

- One-click 
Wordpress.org 

publishing within the 
quarter.  - Customers 

use proprietary 
syndication tool, 

ScribbleMarket, to 
syndicate content to 

global network of 
customers.  - Embeds 

can be placed in 
multiple places, and 

autoscale to be 
mobile-responsive.  - 

API allows developers 
to build Scribble into 

mobile applications.  - 
Advertising from 

existing ad servers 
can be incorporated 

into ScribbleLive 
content streams; 

specific streams can 
have 

44 
Simultaneous cross-
channel publication 

Mobile 
deployment + 

auto formatting  other 
Scheduling, auto 

publishing 

Opentopic can publish 
to any social media 

channel; blogs 
including WordPress; 

any email service 
provider, including 
MailChimp; CRMs; 
CMS; Intranets and 

more. 
45       

46 
Simultaneous cross-
channel publication 

Mobile 
deployment + 

auto formatting    

All social platform, 
marketing automation 

platforms and CMS 
vendors. 



47 
Simultaneous cross-
channel publication 

Mobile 
deployment + 

auto formatting 
Ad creation & 

deployment   

Anything with an open 
API and/or an 

extensible platform / 
AppCloud partners - 

platform openness 

48 
Simultaneous cross-
channel publication 

Mobile 
deployment + 

auto formatting    

Facebook, Twitter, 
LinkedIn, Outbrain, 

Brand Networks, 
Google 

49 
Simultaneous cross-
channel publication 

Mobile 
deployment + 

auto formatting 
Ad creation & 

deployment   

all social networks but 
primarily twitter, 

Facebook, LinkedIn, 
Pinterest 

50 
Simultaneous cross-
channel publication 

Mobile 
deployment + 

auto formatting    

Twitter, Facebook, 
Tumblr, LinkedIn, 

Reddit 
51       
52       
53       

54 
Simultaneous cross-
channel publication 

Mobile 
deployment + 

auto formatting 
Ad creation & 

deployment   

Facebook, Twitter, 
LinkedIn, Tumblr, 

Pinterest, YouTube, 
Instagram, WordPress 

and any other CMS, 
RSS, JSON, and XML 

feeds 
55       

56 
Simultaneous cross-
channel publication     

Twitter, LinkedIn, 
Facebook, 

WordPress, Drupal, 
Joomla, HubSpot, 

Buffer, Marketo, 
Eloqua, Google Plus, 

Buffer, Expression 
Engine, Email 

Newsletters, 
Flipboard, RSS Feed 

readers, widgets & 
mobile apps via API. 



57 
Simultaneous cross-
channel publication 

Mobile 
deployment + 

auto formatting    

major marketing 
automation vendors, 

any CMS, major social 
networks 

58       

59 
Simultaneous cross-
channel publication 

Mobile 
deployment + 

auto formatting 
Ad creation & 

deployment   

Percolate can publish 
to Facebook, Twitter, 

Pinterest, Tumblr, 
Instagram, LinkedIn, 

Google+, YouTube 
and Weibo, as well as 

email software like 
Marketo, and website 

CMS software like 
WordPress or Drupal. 

Percolate’s flexible 
API allows users to 

publish to any 
platform. 

60 
Simultaneous cross-
channel publication 

Mobile 
deployment + 

auto formatting  other 

Maps, GPS 
systems, social 

networks 

Velocity distributes 
content to create 

location pages as well 
as to social networks 

(Twitter, Facebook, 
LinkedIn). Via real-

time API connections, 
Velocity distributes 

location data 
(including name, 

address, phone, hours 
of operation, etc.) 

across the entire local 
ecosystem. This 

ensures visibility and 
accuracy across the 

listings universe—from 
search results to maps 
to GPS systems—and 
everything in between. 
We work with over 300 



data partners, 
including:        Top 

data aggregators 
(Axciom, InfoUSA, 
Localeze, Factual)  

Mobile app platforms 
(Twitter, Facebook, 

Foursquare)  
Navigation/GPS 

systems (Garmin, 
TomTom, Google and 

Apple Maps)  
Information Services 

(AT&T, Comcast)  
Search Engines 

(Google, Yahoo!, 
Bing)  Social Networks 

(Twitter, Facebook, 
LinkedIn, etc.)  Review 

Sites (Yelp, 
CitySearch) 

61 
Simultaneous cross-
channel publication   other 

Integration with 
Hootsuite Hootsuite 

62 
Simultaneous cross-
channel publication 

Mobile 
deployment + 

auto formatting    

Existing CMS's  Ad 
unit integration  Scarla 

Screen Management 

63 
Simultaneous cross-
channel publication 

Mobile 
deployment + 

auto formatting 
Ad creation & 

deployment    

65 
Simultaneous cross-
channel publication 

Mobile 
deployment + 

auto formatting    

We provide automated 
publishing (promotion) 

of content to Twitter, 
Facebook and 

LinkedIn 

66 
Simultaneous cross-
channel publication  

Ad creation & 
deployment   

Twitter, Facebook, 
LinkedIn, WordPress, 
Zendesk, Expression 

Engine, Kentico, 
YouTube, Google 

AdWords, Outbrain 



67 
Simultaneous cross-
channel publication 

Mobile 
deployment + 

auto formatting 
Ad creation & 

deployment   

Salesforce's social 
advertising platform, 

Social.com; and Active 
Audiences, which 

allows customers to 
securely create 

audiences, refresh 
audiences, and 

generate lookalike 
audiences on social 

channels. 

68 
Simultaneous cross-
channel publication 

Mobile 
deployment + 

auto formatting    

- any blogs and sites 
via iframes or embed 

codes  - email service 
providers such as 

MailChimp and others  
- Twitter, Facebook, 

LinkedIn  - soon : wix 
platform (and other 

similar) 
 

  



Part 30 

Response 
ID 

Influencer 
identification: 
Please 
indicate 
which of the 
following are 
capabilities 
in your tool's 
AUDIENCE 
& 
TARGETING 
functionality: 
(Select all 
applicable 
capabilities 
offered 
today) 

Strategy 
alignment 
(personas, buying 
cycle, etc.): 
Please indicate 
which of the 
following are 
capabilities in 
your tool's 
AUDIENCE & 
TARGETING 
functionality: 
(Select all 
applicable 
capabilities 
offered today) 

Targeting via 
segmentation: 
Please indicate 
which of the 
following are 
capabilities in 
your tool's 
AUDIENCE & 
TARGETING 
functionality: 
(Select all 
applicable 
capabilities 
offered today) 

Targeting via 
audience ID: 
Please indicate 
which of the 
following are 
capabilities in 
your tool's 
AUDIENCE & 
TARGETING 
functionality: 
(Select all 
applicable 
capabilities 
offered today) 

Targeting via 
CRM 
integration 
(e.g. 
campaigns, 
customer 
profiles):Please 
indicate which 
of the following 
are capabilities 
in your tool's 
AUDIENCE & 
TARGETING 
functionality: 
(Select all 
applicable 
capabilities 
offered today) 

Other: Please 
indicate 
which of the 
following are 
capabilities in 
your tool's 
AUDIENCE & 
TARGETING 
functionality: 
(Select all 
applicable 
capabilities 
offered today) 

Other: Please indicate 
which of the following 
are capabilities in your 
tool's AUDIENCE & 
TARGETING 
functionality: (Select 
all applicable 
capabilities offered 
today) 

9        

13   
Targeting via 
segmentation 

Targeting via 
audience ID    

15        

16 
Influencer 

identification 

Strategy 
alignment 

(personas, buying 
cycle, etc.) 

Targeting via 
segmentation 

Targeting via 
audience ID  other 

To clarify, all of the 
above targeting 

capabilities rely on the 
tagging infrastructure 

in our platform, 
whereby content 

marketers would tag 
each content piece 

with any categorization 
or naming convention 

they wish. Our 
platform does not, 

however, automatically 
create segments, 

personas, campaigns 
for the marketer. 



17  

Strategy 
alignment 

(personas, buying 
cycle, etc.)      

18  

Strategy 
alignment 

(personas, buying 
cycle, etc.) 

Targeting via 
segmentation 

Targeting via 
audience ID 

Targeting via 
CRM 

integration 
(e.g. 

campaigns, 
customer 
profiles) other 

Targeting via interest 
data 

19        

20 
Influencer 

identification       

21 
Influencer 

identification 

Strategy 
alignment 

(personas, buying 
cycle, etc.) 

Targeting via 
segmentation 

Targeting via 
audience ID  other 

Influencer 
Recruitment, on-

boarding, and legal 
training 

22  

Strategy 
alignment 

(personas, buying 
cycle, etc.) 

Targeting via 
segmentation 

Targeting via 
audience ID 

Targeting via 
CRM 

integration 
(e.g. 

campaigns, 
customer 
profiles) other 

we offer real-time 
personalization 

23        

25 
Influencer 

identification 

Strategy 
alignment 

(personas, buying 
cycle, etc.)      

26        

27 
Influencer 

identification  
Targeting via 
segmentation   other contextual 

28        
29        
30        
31        

32  
Strategy 

alignment 
Targeting via 
segmentation 

Targeting via 
audience ID 

Targeting via 
CRM 

integration other 
Targeting via 

demonstrated content 



(personas, buying 
cycle, etc.) 

(e.g. 
campaigns, 

customer 
profiles) 

interests and historical 
behavior 

33 
Influencer 

identification 

Strategy 
alignment 

(personas, buying 
cycle, etc.)      

34  

Strategy 
alignment 

(personas, buying 
cycle, etc.) 

Targeting via 
segmentation  

Targeting via 
CRM 

integration 
(e.g. 

campaigns, 
customer 
profiles)   

35 
Influencer 

identification  
Targeting via 
segmentation     

36 
Influencer 

identification 

Strategy 
alignment 

(personas, buying 
cycle, etc.) 

Targeting via 
segmentation 

Targeting via 
audience ID 

Targeting via 
CRM 

integration 
(e.g. 

campaigns, 
customer 
profiles) other 

Sprinklr helps brands 
understand their 

audiences down to the 
individual user. Unified 

profiles offer each 
customer's 

conversation history, 
profile information, 

internal comments and 
tags, and CRM data 

(Salesforce, Marketo, 
etc.) to facilitate 

personalized brand 
experiences. Sprinklr 
will constantly update 

each customer's 
profile to support 

targeting with 
engagement data (for 

example, users with 
over 1,000 followers 

are automatically 
added into an 



"Influencers" 
category). 

37 
Influencer 

identification  
Targeting via 
segmentation  

Targeting via 
CRM 

integration 
(e.g. 

campaigns, 
customer 
profiles)   

38 
Influencer 

identification  
Targeting via 
segmentation  

Targeting via 
CRM 

integration 
(e.g. 

campaigns, 
customer 
profiles)   

39        

40 
Influencer 

identification 

Strategy 
alignment 

(personas, buying 
cycle, etc.) 

Targeting via 
segmentation 

Targeting via 
audience ID 

Targeting via 
CRM 

integration 
(e.g. 

campaigns, 
customer 
profiles)   

41 
Influencer 

identification  
Targeting via 
segmentation     

42      other 
Content fit to target 

audience 

43   
Targeting via 
segmentation     

44        
45        
46        

47 
Influencer 

identification 

Strategy 
alignment 

(personas, buying 
cycle, etc.) 

Targeting via 
segmentation 

Targeting via 
audience ID 

Targeting via 
CRM 

integration 
(e.g. 

campaigns, 
customer 
profiles)   



48 
Influencer 

identification 

Strategy 
alignment 

(personas, buying 
cycle, etc.) 

Targeting via 
segmentation  

Targeting via 
CRM 

integration 
(e.g. 

campaigns, 
customer 
profiles)   

49 
Influencer 

identification  
Targeting via 
segmentation  

Targeting via 
CRM 

integration 
(e.g. 

campaigns, 
customer 
profiles)   

50        
51        
52        

53   
Targeting via 
segmentation 

Targeting via 
audience ID    

54 
Influencer 

identification 

Strategy 
alignment 

(personas, buying 
cycle, etc.) 

Targeting via 
segmentation 

Targeting via 
audience ID 

Targeting via 
CRM 

integration 
(e.g. 

campaigns, 
customer 
profiles)   

55      other N/A 

56   
Targeting via 
segmentation     

57  

Strategy 
alignment 

(personas, buying 
cycle, etc.) 

Targeting via 
segmentation 

Targeting via 
audience ID 

Targeting via 
CRM 

integration 
(e.g. 

campaigns, 
customer 
profiles) other 

Form data, campaign 
codes in URL, URLs 

visited, content history, 
any parameter 

accessible in major 
marketing automation 

platforms, content 
classification tagging, 

distribution channel 
source 



58      other 

Brandle discovers the 
associations with 

brand/identity names 
within the profile 

description, name, or 
URL. 

59 
Influencer 

identification 

Strategy 
alignment 

(personas, buying 
cycle, etc.) 

Targeting via 
segmentation     

60   
Targeting via 
segmentation  

Targeting via 
CRM 

integration 
(e.g. 

campaigns, 
customer 
profiles) other Geo-targeting 

61 
Influencer 

identification     other 

Targeting using 
artificial intelligence 

trained to identify who 
is likely to find a piece 
of content interesting 

62        

63 
Influencer 

identification 

Strategy 
alignment 

(personas, buying 
cycle, etc.) 

Targeting via 
segmentation 

Targeting via 
audience ID 

Targeting via 
CRM 

integration 
(e.g. 

campaigns, 
customer 
profiles)   

65      other 

We support real-time 
personalization. More 

details here: 
http://www.dnnsoftwar
e.com/products/evoq-

content/content-
personalization 

66 
Influencer 

identification 
Strategy 

alignment 
Targeting via 
segmentation 

Targeting via 
audience ID 

Targeting via 
CRM 

integration other 

Theme-Cycle Grid for 
creating customer 

journey vision of how 



(personas, buying 
cycle, etc.) 

(e.g. 
campaigns, 

customer 
profiles) 

content links together, 
identifying what 

existing and planned 
content fills out that 

journey and what the 
gaps are 

67 
Influencer 

identification 

Strategy 
alignment 

(personas, buying 
cycle, etc.) 

Targeting via 
segmentation 

Targeting via 
audience ID 

Targeting via 
CRM 

integration 
(e.g. 

campaigns, 
customer 
profiles) other Social.com targeting 

68 
Influencer 

identification  
Targeting via 
segmentation     

 

  



Part 31 

Response 
ID 

Geography: 
Which of the 
following does 
your platform 
offer message 
targeting by? 
(Select all that 
apply) 

Social Network: 
Which of the 
following does 
your platform 
offer message 
targeting by? 
(Select all that 
apply) 

Custom 
Groups/Segments: 
Which of the 
following does 
your platform offer 
message targeting 
by? (Select all that 
apply) 

Timing: 
Which of 
the 
following 
does your 
platform 
offer 
message 
targeting 
by? 
(Select all 
that apply) 

Product Line: 
Which of the 
following does 
your platform 
offer message 
targeting by? 
(Select all that 
apply) 

Other: 
Which of 
the 
following 
does your 
platform 
offer 
message 
targeting 
by? 
(Select all 
that apply) 

Other: Which of 
the following 
does your 
platform offer 
message 
targeting by? 
(Select all that 
apply) 

9        
13  Social Network      
15        

16 Geography Social Network 
Custom 

Groups/Segments Timing Product Line other 

To clarify, any 
custom tagging 
is supported via 

our native 
tagging/attributes 

functionality 

17      other 
None at this 

time. 

18 Geography Social Network 
Custom 

Groups/Segments Timing Product Line other Interest data 
19        
20 Geography Social Network  Timing Product Line   

21 Geography Social Network 
Custom 

Groups/Segments Timing  other 

Activity/Interests, 
Brand 

Engagement 

22 Geography   Timing Product Line other 

we are a 
personalization 

technology 
23        

25 Geography Social Network 
Custom 

Groups/Segments Timing    
26        
27 Geography Social Network  Timing Product Line   



28        
29        
30        
31        

32 Geography Social Network 
Custom 

Groups/Segments Timing Product Line   

33   
Custom 

Groups/Segments     

34 Geography Social Network 
Custom 

Groups/Segments Timing Product Line   

35  Social Network 
Custom 

Groups/Segments     

36 Geography Social Network 
Custom 

Groups/Segments Timing Product Line other 

Sprinklr supports 
all targeting 
capabilities 

available via API 
for organic 

publishing, as 
well as all paid 

targeting 
capabilities 

available with 
API, including 

gender, age, zip 
code, custom 

audiences, 
lookalike 

audiences, etc. 

37 Geography Social Network 
Custom 

Groups/Segments Timing  other 

COMMENT: I am 
unsure what you 
mean by Product 

Line. With 
clarification, I 

may be able to 
more accurately 

determine 
whether or not 

we offer that 
capability. 



38  Social Network 
Custom 

Groups/Segments   other Keywords 
39        

40 Geography Social Network 
Custom 

Groups/Segments Timing Product Line other taxonomy 

41 Geography Social Network 
Custom 

Groups/Segments Timing Product Line   
42      other content type 

43      other 
No message 

targeting 
44        
45        
46        

47 Geography Social Network 
Custom 

Groups/Segments Timing Product Line   

48 Geography Social Network 
Custom 

Groups/Segments     

49   
Custom 

Groups/Segments     
50        
51        
52        

53 Geography  
Custom 

Groups/Segments Timing    

54 Geography Social Network 
Custom 

Groups/Segments Timing Product Line   
55      other N/A 

56   
Custom 

Groups/Segments Timing    

57 Geography Social Network 
Custom 

Groups/Segments Timing Product Line other 

External 
firmagraphic 

data, Form 
Completes,  

URLs visited, 
content history, 
any parameter 

accessible in 
major marketing 

automation 
platforms, 



content 
classification 

tagging, 
campaign codes 

in URL 

58  Social Network   Product Line other 

By seeking 
brand/identity 

mentions in the 
URL, name, or 

profile 
descriptions. 

59 Geography Social Network 
Custom 

Groups/Segments  Product Line   

60 Geography Social Network 
Custom 

Groups/Segments Timing Product Line   
61 Geography Social Network  Timing    
62        

63 Geography Social Network 
Custom 

Groups/Segments Timing Product Line other 

all major 
biddable display 

sources, all 
major search 

engines, device 
type 

65 Geography   Timing Product Line other 

Product line 
targeting is 

implemented by 
personalization 

rules for 
customer 
segments 

66 Geography Social Network  Timing Product Line   

67 Geography Social Network 
Custom 

Groups/Segments Timing Product Line   

68  Social Network 
Custom 

Groups/Segments Timing    
 



Part 32 

Response 
ID 

What platforms or services 
do you integrate with or 
monitor to serve this use 
case, AUDIENCE & 
TARGETING? (e.g. 
demographics/census data, 
etc.) 

Editorial Calendar: 
Please indicate 
which of the 
following 
capabilities you 
offer in your tool's 
WORKFLOW 
functionality: 
(Select all 
applicable 
features that are in 
place today) 

Editorial 
Management: Please 
indicate which of the 
following capabilities 
you offer in your 
tool's WORKFLOW 
functionality: (Select 
all applicable features 
that are in place 
today) 

Automatic 
Notifications: Please 
indicate which of the 
following capabilities 
you offer in your 
tool's WORKFLOW 
functionality: (Select 
all applicable 
features that are in 
place today) 

Cross-
collaboration/Employee-
sharing: Please indicate 
which of the following 
capabilities you offer in 
your tool's 
WORKFLOW 
functionality: (Select all 
applicable features that 
are in place today) 

9     

Cross-
collaboration/Employee-

sharing 

13 

Facebook, Twitter, YouTube, 
LinkedIn, Instagram, 

Pinterest  
Editorial 

Management 
Automatic 

Notifications  
15      

16 

Our in-house strategists 
leverage tools such as 

Trackmaven, Demandbase, 
Leadforensics, BuzzSumo, 

Outbrain, LinkedIn and URL 
profiler to help define target 

audiences and content gaps 
for our clients. Editorial Calendar 

Editorial 
Management 

Automatic 
Notifications 

Cross-
collaboration/Employee-

sharing 

17 

We will utilize 
partnerships/integrations in 

the future. Editorial Calendar 
Editorial 

Management 
Automatic 

Notifications 

Cross-
collaboration/Employee-

sharing 

18 

Salesforce CRM via native 
app, other CRMs via API, 

segmentation data, 3rd party 
audience data etc.  

Editorial 
Management  

Cross-
collaboration/Employee-

sharing 
19      

20 

Facebook  Instagram  Twitter   
Pinterest   Vine   CMS 

Platforms   Demandware   
Magento  Shopify  Teallium    

Automatic 
Notifications 

Cross-
collaboration/Employee-

sharing 



Analytics Platforms   
Spongecell Ads   Narvar Post 

Purchase 

21 
Twitter, Facebook, 

Instagram, YouTube  
Editorial 

Management 
Automatic 

Notifications 

Cross-
collaboration/Employee-

sharing 

22 
geo locations, marketing 

automation     

23   
Editorial 

Management   

25 Facebook, Twitter, LinkedIn Editorial Calendar 
Editorial 

Management 
Automatic 

Notifications 

Cross-
collaboration/Employee-

sharing 

26  Editorial Calendar 
Editorial 

Management 
Automatic 

Notifications 

Cross-
collaboration/Employee-

sharing 

27 Proprietary technology   
Automatic 

Notifications 

Cross-
collaboration/Employee-

sharing 
28      
29      
30      
31      

32 
3rd party data sources  

DMPs     

33 

Group High, Little Bird, 
BuzzSumo, Custom 

Database,     

34   
Editorial 

Management 
Automatic 

Notifications  

35 Social media  
Editorial 

Management 
Automatic 

Notifications 

Cross-
collaboration/Employee-

sharing 

36 

Sprinklr integrates with 
traditional CRM solutions like 

Salesforce, marketing 
automation solutions like 

Marketo, identity matching 
solutions like FullContact, 

tracking solutions like Editorial Calendar 
Editorial 

Management 
Automatic 

Notifications 

Cross-
collaboration/Employee-

sharing 



RadiumOne (Po.st), etc.    
Sprinklr's native functionality 

supports audience and 
targeting needs a number of 

ways. Custom reporting 
metrics and dashboards with 

infinite drill-down enable 
brands to identify actionable 

segments to help fine-tune 
targeting strategy. Analyze 

assets, campaigns, or other 
metrics from multiple angles 

in custom reports to get a 
deep, cross-channel 

understanding of why content 
performed well (or didn't) with 

particular audiences. 
Automatically tag incoming 

content based on profile 
data, keywords, or other 

variables -- like populating 
custom segments with every 

piece of social content 
associated with a brand or 

topic. Clients may also 
automatically update 

audience profiles based on 
data from Sprinklr's Listening 

module or use Listening 
insights to inform Paid ad 

targeting strategy. 

37 

Kenshoo, Core Metrics, 
Bit.ly, Google Analytics, 

Omniture, Captix 44Doors. Editorial Calendar 
Editorial 

Management 
Automatic 

Notifications 

Cross-
collaboration/Employee-

sharing 

38    
Automatic 

Notifications 

Cross-
collaboration/Employee-

sharing 

39   
Editorial 

Management 
Automatic 

Notifications 

Cross-
collaboration/Employee-

sharing 



40 
Bizo   Adobe Analytics  

Twitter  Bit.ly     

41 Ditto Labs  
Editorial 

Management  

Cross-
collaboration/Employee-

sharing 

42 

A variety of proprietary and 
3rd party real-time data 

services     

43   
Editorial 

Management  

Cross-
collaboration/Employee-

sharing 

44   
Editorial 

Management 
Automatic 

Notifications 

Cross-
collaboration/Employee-

sharing 
45      

46   
Editorial 

Management 
Automatic 

Notifications 

Cross-
collaboration/Employee-

sharing 

47 

Anything with an open API 
and/or an extensible platform 

/ AppCloud partners - 
platform openness Editorial Calendar 

Editorial 
Management 

Automatic 
Notifications 

Cross-
collaboration/Employee-

sharing 

48 
BrandNetworks, Outbrain, 

Traackr, Sysomos, Editorial Calendar 
Editorial 

Management 
Automatic 

Notifications 

Cross-
collaboration/Employee-

sharing 

49 bluekai Editorial Calendar 
Editorial 

Management 
Automatic 

Notifications 

Cross-
collaboration/Employee-

sharing 
50      
51      

52  Editorial Calendar 
Editorial 

Management 
Automatic 

Notifications 

Cross-
collaboration/Employee-

sharing 
53 Bluekai     

54 

Twitter, Facebook, and 
brand’s owned websites   

LinkedIn, Tumblr, Pinterest, 
YouTube, Instagram will be 

rolling out in 2015 Editorial Calendar 
Editorial 

Management 
Automatic 

Notifications 

Cross-
collaboration/Employee-

sharing 



55   
Editorial 

Management 
Automatic 

Notifications 

Cross-
collaboration/Employee-

sharing 

56 see Q.34 Editorial Calendar  
Automatic 

Notifications 

Cross-
collaboration/Employee-

sharing 

57 

Marketing automation 
platforms; search engines; 

Google analytics; any CMS     

58 

Facebook, Twitter, Google 
Plus, YouTube, Vine, 

Instagram, Vimeo, Linked In, 
Flickr, Tumblr, Pinterest, 

SlideShare, Yelp, and now 
an Other Category where 
customers can place any 

other POP from social 
networks we do not currently 

highlight.   
Automatic 

Notifications 

Cross-
collaboration/Employee-

sharing 

59 

Brandwatch and Sysomos 
integrations are available for 

our clients. Our partners in 
SocialCode and Brand 

Networks integrations offer 
an additional degree of 
targeting and audience 

management. Additionally, 
we are able to pull in any 

targeting data provided by a 
platform's API.  

Editorial 
Management 

Automatic 
Notifications 

Cross-
collaboration/Employee-

sharing 

60 

Through social publishing, 
Velocity can segment 

audiences based on follower 
demographics (gender, age, 

educational status, etc.). 
Because the Velocity 
publishing platform is 

location-based, it is also able 
to segment by location to 

support geo-targeting efforts. Editorial Calendar 
Editorial 

Management 
Automatic 

Notifications 

Cross-
collaboration/Employee-

sharing 



The roadmap includes 
targeting using third-party 
audience data, as well as 

census data, which will be 
included in 2015 reporting. 

Velocity allows brands to 
group locations into a single 

optimized page to target 
specific geographical areas 
and dominate broad search 

queries. These pages 
increase visibility for the 

brand and enable key 
locations to capture 

additional clicks, calls, and 
leads. 

61 
Social networks (for artificial 

intelligence training)     

62   
Editorial 

Management  

Cross-
collaboration/Employee-

sharing 

63 

Adobe can integrate any data 
source that can be formatted 
with a identifier and used for 
targeting purposes via most 
content delivery  systems - 
we have API's which allow 
partners to connect to our 

Audience Management 
capability Editorial Calendar 

Editorial 
Management 

Automatic 
Notifications 

Cross-
collaboration/Employee-

sharing 

65 

Our audience and targeting 
capabilities are native to our 

platform and don't rely on 
integrations with third party 

systems.  
Editorial 

Management 
Automatic 

Notifications  

66 graphs Editorial Calendar 
Editorial 

Management 
Automatic 

Notifications 

Cross-
collaboration/Employee-

sharing 



67 

All social data is analyzed in 
Social Studio and metadata 

is applied to provide insights 
on audience demographics 

directly in our platform. Social 
profiles are also integrated 

with our Active Audience 
platform for ad targeting. Editorial Calendar 

Editorial 
Management 

Automatic 
Notifications 

Cross-
collaboration/Employee-

sharing 
68 own     

 

  



Part 33 

Response 
ID 

Real-time 
updates: Please 
indicate which of 
the following 
capabilities you 
offer in your 
tool's 
WORKFLOW 
functionality: 
(Select all 
applicable 
features that are 
in place today) 

Talent-
sourcing/Management: 
Please indicate which of the 
following capabilities you 
offer in your tool's 
WORKFLOW functionality: 
(Select all applicable 
features that are in place 
today) 

Journalist/Freelancer 
Content Engine or 
Network: Please 
indicate which of the 
following capabilities 
you offer in your tool's 
WORKFLOW 
functionality: (Select 
all applicable features 
that are in place 
today) 

Other: Please 
indicate 
which of the 
following 
capabilities 
you offer in 
your tool's 
WORKFLOW 
functionality: 
(Select all 
applicable 
features that 
are in place 
today) 

Other: Please 
indicate which of the 
following capabilities 
you offer in your 
tool's WORKFLOW 
functionality: (Select 
all applicable features 
that are in place 
today) 

Do you offer 
cascading 
permissions for 
different end 
users? 

9      No 

13 
Real-time 

updates     Yes 
15       

16 
Real-time 

updates 
Talent-

sourcing/Management 

Journalist/Freelancer 
Content Engine or 

Network other 

Ideation and 
Planning, In-line 

Commenting, 
Plagiarism Checking,  
Freelancer Payment 

Processing Yes 

17 
Real-time 

updates     Yes 

18 
Real-time 

updates     Yes 
19       

20 
Real-time 

updates     No 

21 
Real-time 

updates   other 
Content Curation 

Approvals No 
22       
23      Yes 

25 
Real-time 

updates     Yes 



26 
Real-time 

updates     Yes 

27 
Real-time 

updates   other 

influencer discovery, 
outreach, verification, 

activation Yes 
28       
29       
30       
31       

32 
Real-time 

updates   other 

Ad creative 
generation, approval 

workflow, digital 
asset management Yes 

33       

34 
Real-time 

updates     No 

35 
Real-time 

updates     Yes 

36 
Real-time 

updates   other 

Sprinklr offers 
powerful workflow 

functionality to 
support efficient, on-

brand content 
publishing. Users, 
groups, and third 

party users like 
agencies can 

collaboratively plan, 
create tasks, and 

execute social 
initiatives end to end.   
Sharable interactive 

dashboards and 
planners facilitate 

collaboration on 
ideas, content 

inspiration, listening, 
monitoring, 
budgeting, 

campaigns, and Yes 



analytics, helping 
them align to 

branding guidelines 
and overall social 

strategy. Other 
collaboration features 

include 
commenting/notes, 

assignments, routing 
queues, profile 

workflows, reminder 
notifications, approval 

workflows, 
suggestion queues, 

asset approval 
queues, and internal 
chat. Dynamic user 
groups also make it 

easy to 
connect/route/escalat

e/share content 
based on role, brand, 
geography, language, 

etc.  Users can build 
fully customized, 

multitiered review 
and approval paths to 
streamline publishing 

processes. Content 
can be reviewed and 

approved from 
desktop or mobile 

devices, where 
reviewers have the 

option to edit, 
comment, and tag 

other users for input. 
Content can enter 

approval paths 
manually (by 



assigning content to 
a specific user or 

group) or 
automatically based 
on customer-defined 

triggers. Trigger 
criteria includes posts 

from certain users, 
accounts being 

published to, tags or 
campaigns 

associated with the 
content, or keywords 

in the body of the 
message. Rules can 

override the approval 
path if conditions are 

met. For example, 
any post containing 

the word "contest" 
should be 

automatically 
assigned to a 

separate legal 
approval path rather 

than the path it would 
otherwise follow.  

Sprinklr’s Content 
Lifecycle 

Management module 
allows brands to 

achieve strategic, 
efficient content 

marketing in one 
shared space. 

Flexible brief 
templates provide a 

structured, 
centralized starting 

point. Inspiration 



boards and an 
integrated Social 

Asset Manager make 
it easy to create, edit, 

or suggest content 
with other teams or 
agencies. Approval 
workflows and rules 
govern content, and 

fine-grained 
governance lets 
brands manage 

distinct participation 
at the level of 

individual proposed 
posts. Before content 
goes out, Sprinklr can 

verify that content 
meets brand and 

campaign guidelines. 

37 
Real-time 

updates 
Talent-

sourcing/Management 

Journalist/Freelancer 
Content Engine or 

Network   Yes 

38 
Real-time 

updates     Yes 

39 
Real-time 

updates   other 

We have significant 
multi-channel 

workflow capabilities. Yes 
40       

41 
Real-time 

updates 
Talent-

sourcing/Management 

Journalist/Freelancer 
Content Engine or 

Network   Yes 
42       

43 
Real-time 

updates  

Journalist/Freelancer 
Content Engine or 

Network   Yes 
44      Yes 
45       

46 
Real-time 

updates     Yes 



47 
Real-time 

updates     Yes 

48 
Real-time 

updates 
Talent-

sourcing/Management 

Journalist/Freelancer 
Content Engine or 

Network other 
Video Production 

Management Yes 

49 
Real-time 

updates  

Journalist/Freelancer 
Content Engine or 

Network   Yes 
50       
51       

52 
Real-time 

updates 
Talent-

sourcing/Management    Yes 

53 
Real-time 

updates     No 

54 
Real-time 

updates 
Talent-

sourcing/Management 

Journalist/Freelancer 
Content Engine or 

Network other 

Brand 
guidelines/checklists, 

SEO 
guidelines/checklists, 

Custom Workflows, 
User or Team-based 
permissioning, Asset 
sharing, Mobile-app 

functionality, Content 
recommendations, 
Long form content 

creation and image 
editing tools, 

Approvals and track 
changes, Global 

social governance Yes 

55  
Talent-

sourcing/Management 

Journalist/Freelancer 
Content Engine or 

Network   Yes 

56 
Real-time 

updates     Yes 
57       

58 
Real-time 

updates   other 

Workflow within the 
system with Team 

members and 
workflow via email to Yes 



anyone about any 
specific POP. 

59 
Real-time 

updates 
Talent-

sourcing/Management 

Journalist/Freelancer 
Content Engine or 

Network   Yes 

60 
Real-time 

updates     Yes 
61       

62 
Real-time 

updates     Yes 

63 
Real-time 

updates 
Talent-

sourcing/Management 

Journalist/Freelancer 
Content Engine or 

Network   Yes 

65 
Real-time 

updates     Yes 

66 
Real-time 

updates     Yes 

67 
Real-time 

updates     Yes 

68 

Real-time 
updates: Please 
indicate which of 

the following 
capabilities you 

offer in your 
tool's 

WORKFLOW 
functionality: 

(Select all 
applicable 

features that are 
in place today) 

Talent-
sourcing/Management: 

Please indicate which of the 
following capabilities you 

offer in your tool's 
WORKFLOW functionality: 

(Select all applicable 
features that are in place 

today) 

Journalist/Freelancer 
Content Engine or 

Network: Please 
indicate which of the 
following capabilities 

you offer in your tool's 
WORKFLOW 

functionality: (Select 
all applicable features 

that are in place 
today) 

Other: Please 
indicate 

which of the 
following 

capabilities 
you offer in 
your tool's 

WORKFLOW 
functionality: 

(Select all 
applicable 

features that 
are in place 

today) 

Other: Please 
indicate which of the 
following capabilities 

you offer in your 
tool's WORKFLOW 

functionality: (Select 
all applicable features 

that are in place 
today) 

Do you offer 
cascading 

permissions for 
different end 

users? 
 

  



Part 34 

Response 
ID 

Do you offer 
cascading 
permissions for 
different end 
users?: Comments 

Total max. # 
end 
users::What is 
the maximum 
number of 
end users 
(seats) your 
platform 
supports? 

Current largest 
# seats per 
existing 
customer::What 
is the maximum 
number of end 
users (seats) 
your platform 
supports? 

Do you have a 
content library 
that multiple 
end users can 
use to 
repurpose 
content? 

Do you have a content 
library that multiple end 
users can use to 
repurpose content?: 
Comments 

What platforms or 
services do you 
integrate with to 
serve this use 
case, 
WORKFLOW? 
(e.g. WordPress, 
Chatter, CRM etc.) 

9  24 24 Yes   

13  1,000 40 No  

Facebook, Twitter, 
YouTube, 
LinkedIn, 

Instagram, 
Pinterest 

15       

16 

We offer granular 
default roles plus 

an ability to create 
custom roles and 

permissions, which 
are usually 

leveraged by 
enterprise 

companies or 
companies with 

complicated 
approval steps. 1E+12 250 Yes 

Our content library is 
accessible to any user 

and can be downloaded 
or edited or repurposed 

for additional/further use 
inside or outside of 

Contently’s platform. 

WordPress, 
Tumblr, HubSpot 

and any other 
CMS or platform 
that accepts our 

API with our 
content data (e.g. 

common use 
cases include 

email marketing 
and paid 

distribution) 

17 

Several user roles 
are provided and 
can be assigned 

on a per calendar 
basis. 2000 95 Yes 

As users create content 
within DivvyHQ, the 
platform becomes a 

library/archive that can 
easily be searched or 
filtered to locate past, 

approved content assets. 

In addition to the 
workflow 

capabilities native 
to our platform, we 

are working on 
integrations with 
such third-party 

platforms as 
(WordPress, 

SharePoint and 
Salesforce) to 



address other 
workflow 

requirements. 

18  999 25 Yes  

Stock images, 
WordPress and all 

sites via curation 
tool 

19       

20 In progress 100 20 Yes  

Facebook  
Instagram  Twitter   

Pinterest   Vine   
CMS Platforms   

Demandware   
Magento  Shopify  

Teallium  Analytics 
Platforms   

Spongecell Ads   
Narvar Post 

Purchase 

21  1,000,000 5000 Yes 
System of Record for 

Social Content WordPress 
22       

23  100 5 No  

Building out 
Salesforce and 

WordPress 
integrations 

25  1000000 186 Yes 

1) Categories: We have a 
rich directory of 

Rallyverse Editorially 
selected content. Over 

250 categories available 
to our customers.  2) 

Global Content Library: 
We have a global library 

of content that is growing 
everyday.  All Content is 
index and searchable by 

all our customers.  3) 
Customer Content 

Library:  Customer define 

Customer CMS 
(public or 

proprietary), 
WordPress, 



what content is kept and 
indexed in their library for 

retrieval.    4) Customer 
Image Library:  Customer 

can store and manage 
image assets within their 

image library. 

26  10000 500 Yes 

Users can easily take 
source content, 

duplicate, re-purpose and 
publish to our growing list 

of integrations, and 
through our API. 

None right now, 
but have Zapier 

integration in the 
pipeline which 
opens us up to 
350+ workflow 

integrations 

27  4000 10 No 
We are building out for 

2016 
Proprietary 

platform 
28       
29       
30       
31       
32  1000000  No  In-house 
33       

34  10  No  

Kaltura, 
Brightcove, 

ThePlatform, 
AllDigital 

35 

We have 
permissions for 
administrators, 

curators, 
advocates, and 
business users 1000 200 Yes 

Can easily repost content 
with the click of a button 

and write different 
comments  

36  1,000,000,000 2,000 Yes 

The Social Asset 
Management module 

offers an integrated 
repository for any type of 
content including photos, 

videos, and messaging 
templates. These are 

automatically added from 

Sprinklr integrates 
with Marketo, 

Microsoft 
Dynamics, Opal, 

WordPress, 
Salesforce, 

Zendesk. 



outbound content so that 
performance can be 

tracked and top-
performing assets (by 
channel, market, and 

language) can be quickly 
surfaced.     Assets and 

messages can be shared 
across internal silos 

(facilitating re-use) using 
suggestion queues that 

can offer global/peer 
inspiration, suggestion, 

or mandatory 
dissemination. 

Automation rules can 
trigger suggestions. 

37  10,000 1081 Yes  Opal, Actiance. 
38  1000 300 No   

39 

Admin accounts, 
editor accounts, 
and contributors 

with different levels 
of control and 
approval are 

available. 1,000,000 100 Yes 

PublishThis offers access 
to a library of content 

based on client needs, 
sourced through our 

patent-pending semantic 
search capabilities. Our 
platform pre-organizes 
content dynamically so 

that once a client selects 
the topics and interests 

they need, we deliver the 
best, most relevant 

content to them each 
time they login, allowing 
them to sort by recency, 

social trending, and to 
target certain sources or 

types of sources to make 
sure they get exactly the 

content they are seeking. 
We also tag and organize 

WordPress and 
Drupal plugins are 

available, any 
CMS can work 

with our API, but 
we can also output 

to just about any 
digital destination. 
Our collaboration 
tools work in any 
browser, allowing 
the client's users 
to submit content 

for use in curation, 
ideation, or 

aggregation. 



their own content so it 
can be recirculated to 

increase ROI, allowing 
clients to mix their own 

work with real-time 
updates, social 

conversations, and 
curated work from 

thought leaders into the 
perfect mix to meet their 

goals. 
40       

41  999999999 300 Yes 

Each customer has their 
own content library which 

all their users can 
access. 

Hootsuite, Sprinklr 
(pending) 

42       

43 

There is no limit to 
the number of 

seats that a 
customer could 

have, though most 
do buy packages 

of a set number of 
floating licenses. 999999 9999 Yes 

Any content 
created/curated/uploaded 

to ScribbleLive can be 
repurposed in any other 

piece of ScribbleLive 
content  

44 
for enterprise-level 

customers 1000 10 No   
45       

46  999 65 Yes 

Customers can access 
royalty-free images for 
their own use and can 

load content in our DAM 
that supports SnapApp 

WordPress, 
SalesForce, 

Marketing 
Automation. 

47  1000 1000 Yes  

Anything with an 
open API and/or 

an extensible 
platform / 

AppCloud partners 
- platform 
openness 



48 

Customers are 
given an unlimited 

number of seats for 
the platform. 1,000 120 Yes  

WordPress, 
Drupal, Joomla, 

Teamsite, 
SiteCore, Adobe 

Experience 
Manager, 

Alfresco, Custom 
client CMS, 
Facebook, 

LinkedIn, Twitter, 
Kaltura, YouTube, 

Traackr 

49  1000000 1000000 No  

Fully integrated 
workflow from 

content creation to 
distribution 

50       
51       

52  10000 200 Yes  

Kapost has it's 
own built in 

workflow 
53  10000 10000 No  N/A 

54 

The software has 
two types of 

permissions, user-
level (individuals, 

contributors, 
freelancers, 

editors, etc.) and 
campaign-level 

(teams, agencies, 
brands, markets, 

etc.) 1000 62 Yes  

Marketo, Eloqua, 
and Salesforce 

integrations 
launching in ~3 

months. 

55  10000 250 Yes 

Each customer has 
private content library 

that multiple users within 
the customer can access.  

56  1000000 40 Yes  

WordPress, 
Marketo, Eloqua, 

email 



57       

58  10,000 2,000 No 

This is to clarify #35: 
Current is 10 Account 

Team members (direct 
users of the system) with 

plan to expand to 50 
global team members. 

And the largest number 
of contacts that are part 

of extended workflow 
(employees) is 2,000.  

We are planning to have 
a new customer with a 

5,000 employee 
workforce to monitor 

within Brandle. 

Internal workflow 
currently with 

future plans for 
CRM integration. 

We will also 
interface with 
Socialware's 
compliance 

system. 

59  300,000 2200 Yes 

Percolate offers an 
integrated asset 

management tool for any 
kind of content type. 

The platform 
integrations listed 

on the previous 
page would also 

be relevant to 
include in the 

'workflow' portion 
of this 

assessment. For 
reference:     

Percolate can 
publish to 

Facebook, Twitter, 
Pinterest, 

Instagram, 
Tumblr, LinkedIn, 

Google+, 
YouTube and 

Weibo, as well as 
email software like 

Marketo and 
website CMS 
software like 

WordPress or 



Drupal. 
Percolate’s flexible 

API allows users 
to publish to any 

platform. 

60  1,000,000 12,000 Yes  

Velocity was 
engineered for the 

enterprise from 
the ground-up, 

making workflow 
and moderation a 
key component of 

the platform. 
Moderation 

workflows ensure 
brand standards 

and guidelines are 
adhered to at the 

location level. 
Custom workflows 

and multi-level 
user access 

support brand 
governance 

across the 
enterprise. 
Moderated 
publishing, 

discovery, and 
archiving make 

Velocity a 
compliance-

friendly 
environment. 

Enterprise 
organizations can 

leverage 
enhanced security 

features to 
process and 



secure data with 
Velocity’s 

Elevated Security 
Environment, 
which is fully 

supported by audit 
assistance during 

FINRA, HIPAA, 
and GLBA 
regulatory 

examinations and 
reviews. 

61       

62  1000 200 Yes 

We have an asset 
management system 

built in Yammer 

63  10000 10000 Yes  

MS Dynamics, 
Salesforce 

Chatter, Oracle, 
etc. 

65  100 8000 No  

Within the next 6 
months, we have 
plans to integrate 

with CRM systems 
(Salesforce and 

Microsoft 
Dynamics) 

66  1000000 200 Yes  

WordPress, 
Zendesk, 

Salesforce, 
Marketo, Box, 

Dropbox, 
SharePoint, 

Twitter, Facebook, 
LinkedIn, Bit.ly, 

oEmbed 

67  1 1 Yes  

Salesforce 
automation 

engine; Chatter;  



Sales, Service, 
Marketing Clouds 

68 

Do you offer 
cascading 

permissions for 
different end 

users?: Comments 

Total max. # 
end 

users::What is 
the maximum 

number of 
end users 

(seats) your 
platform 

supports? 

Current largest 
# seats per 

existing 
customer::What 
is the maximum 
number of end 

users (seats) 
your platform 

supports? 

Do you have a 
content library 

that multiple 
end users can 

use to 
repurpose 

content? 

Do you have a content 
library that multiple end 

users can use to 
repurpose content?: 

Comments 

What platforms or 
services do you 
integrate with to 

serve this use 
case, 

WORKFLOW? 
(e.g. WordPress, 

Chatter, CRM etc.) 
 

  



Part 35 

Response 
ID 

Content analytics & 
reporting: Please 
indicate which of 
the following are 
capabilities in your 
tool's ANALYTICS 
functionality: 
(Select all 
applicable 
capabilities offered 
today) 

Predictive 
analytics: Please 
indicate which of 
the following are 
capabilities in 
your tool's 
ANALYTICS 
functionality: 
(Select all 
applicable 
capabilities 
offered today) 

Viewer targeting 
by content 
interaction: Please 
indicate which of 
the following are 
capabilities in your 
tool's ANALYTICS 
functionality: 
(Select all 
applicable 
capabilities offered 
today) 

Analytics by 
individual piece of 
content: Please 
indicate which of 
the following are 
capabilities in your 
tool's ANALYTICS 
functionality: 
(Select all 
applicable 
capabilities offered 
today) 

Analytics by 
platform type: 
Please indicate 
which of the 
following are 
capabilities in your 
tool's ANALYTICS 
functionality: 
(Select all 
applicable 
capabilities offered 
today) 

Analytics accessible 
via mobile: Please 
indicate which of the 
following are 
capabilities in your 
tool's ANALYTICS 
functionality: (Select 
all applicable 
capabilities offered 
today) 

9       

13 
Content analytics & 

reporting 
Predictive 
analytics 

Viewer targeting 
by content 
interaction 

Analytics by 
individual piece of 

content 
Analytics by 

platform type  
15       

16 
Content analytics & 

reporting 
Predictive 
analytics  

Analytics by 
individual piece of 

content 
Analytics by 

platform type 
Analytics accessible 

via mobile 

17 
Content analytics & 

reporting      

18 
Content analytics & 

reporting 
Predictive 
analytics 

Viewer targeting 
by content 
interaction 

Analytics by 
individual piece of 

content 
Analytics by 

platform type 
Analytics accessible 

via mobile 
19       

20 
Content analytics & 

reporting   

Analytics by 
individual piece of 

content 
Analytics by 

platform type 
Analytics accessible 

via mobile 

21 
Content analytics & 

reporting 
Predictive 
analytics 

Viewer targeting 
by content 
interaction 

Analytics by 
individual piece of 

content 
Analytics by 

platform type 
Analytics accessible 

via mobile 

22 
Content analytics & 

reporting  

Viewer targeting 
by content 
interaction 

Analytics by 
individual piece of 

content   

23 
Content analytics & 

reporting   

Analytics by 
individual piece of 

content 
Analytics by 

platform type 
Analytics accessible 

via mobile 



25 
Content analytics & 

reporting 
Predictive 
analytics  

Analytics by 
individual piece of 

content 
Analytics by 

platform type 
Analytics accessible 

via mobile 
26       

27 
Content analytics & 

reporting   

Analytics by 
individual piece of 

content 
Analytics by 

platform type 
Analytics accessible 

via mobile 
28       
29       
30       
31       

32 
Content analytics & 

reporting 
Predictive 
analytics 

Viewer targeting 
by content 
interaction 

Analytics by 
individual piece of 

content 
Analytics by 

platform type  

33 
Content analytics & 

reporting  

Viewer targeting 
by content 
interaction 

Analytics by 
individual piece of 

content   

34 
Content analytics & 

reporting 
Predictive 
analytics 

Viewer targeting 
by content 
interaction 

Analytics by 
individual piece of 

content 
Analytics by 

platform type 
Analytics accessible 

via mobile 

35 
Content analytics & 

reporting   

Analytics by 
individual piece of 

content 
Analytics by 

platform type 
Analytics accessible 

via mobile 

36 
Content analytics & 

reporting  

Viewer targeting 
by content 
interaction 

Analytics by 
individual piece of 

content 
Analytics by 

platform type  

37 
Content analytics & 

reporting 
Predictive 
analytics 

Viewer targeting 
by content 
interaction 

Analytics by 
individual piece of 

content 
Analytics by 

platform type 
Analytics accessible 

via mobile 

38 
Content analytics & 

reporting 
Predictive 
analytics 

Viewer targeting 
by content 
interaction 

Analytics by 
individual piece of 

content 
Analytics by 

platform type 
Analytics accessible 

via mobile 

39 
Content analytics & 

reporting   

Analytics by 
individual piece of 

content 
Analytics by 

platform type  

40 
Content analytics & 

reporting  

Viewer targeting 
by content 
interaction 

Analytics by 
individual piece of 

content 
Analytics by 

platform type 
Analytics accessible 

via mobile 



41 
Content analytics & 

reporting 
Predictive 
analytics  

Analytics by 
individual piece of 

content 
Analytics by 

platform type  

42 
Content analytics & 

reporting 
Predictive 
analytics  

Analytics by 
individual piece of 

content   

43 
Content analytics & 

reporting  

Viewer targeting 
by content 
interaction 

Analytics by 
individual piece of 

content 
Analytics by 

platform type  

44 
Content analytics & 

reporting   

Analytics by 
individual piece of 

content 
Analytics by 

platform type 
Analytics accessible 

via mobile 
45       

46 
Content analytics & 

reporting   

Analytics by 
individual piece of 

content 
Analytics by 

platform type 
Analytics accessible 

via mobile 

47 
Content analytics & 

reporting 
Predictive 
analytics 

Viewer targeting 
by content 
interaction 

Analytics by 
individual piece of 

content 
Analytics by 

platform type 
Analytics accessible 

via mobile 

48 
Content analytics & 

reporting  

Viewer targeting 
by content 
interaction 

Analytics by 
individual piece of 

content 
Analytics by 

platform type  

49 
Content analytics & 

reporting 
Predictive 
analytics 

Viewer targeting 
by content 
interaction 

Analytics by 
individual piece of 

content 
Analytics by 

platform type 
Analytics accessible 

via mobile 

50    

Analytics by 
individual piece of 

content  
Analytics accessible 

via mobile 
51       

52 
Content analytics & 

reporting  

Viewer targeting 
by content 
interaction 

Analytics by 
individual piece of 

content 
Analytics by 

platform type 
Analytics accessible 

via mobile 

53 
Content analytics & 

reporting   

Analytics by 
individual piece of 

content   

54 
Content analytics & 

reporting  

Viewer targeting 
by content 
interaction 

Analytics by 
individual piece of 

content 
Analytics by 

platform type 
Analytics accessible 

via mobile 
55       



56 
Content analytics & 

reporting 
Predictive 
analytics  

Analytics by 
individual piece of 

content 
Analytics by 

platform type  

57 
Content analytics & 

reporting  

Viewer targeting 
by content 
interaction 

Analytics by 
individual piece of 

content 
Analytics by 

platform type 
Analytics accessible 

via mobile 

58 
Content analytics & 

reporting    
Analytics by 

platform type  

59 
Content analytics & 

reporting 
Predictive 
analytics 

Viewer targeting 
by content 
interaction 

Analytics by 
individual piece of 

content 
Analytics by 

platform type  

60 
Content analytics & 

reporting 
Predictive 
analytics  

Analytics by 
individual piece of 

content 
Analytics by 

platform type 
Analytics accessible 

via mobile 

61  
Predictive 
analytics 

Viewer targeting 
by content 
interaction 

Analytics by 
individual piece of 

content   

62 
Content analytics & 

reporting   

Analytics by 
individual piece of 

content 
Analytics by 

platform type  

63 
Content analytics & 

reporting 
Predictive 
analytics 

Viewer targeting 
by content 
interaction 

Analytics by 
individual piece of 

content 
Analytics by 

platform type 
Analytics accessible 

via mobile 

65 
Content analytics & 

reporting  

Viewer targeting 
by content 
interaction 

Analytics by 
individual piece of 

content 
Analytics by 

platform type 
Analytics accessible 

via mobile 

66 
Content analytics & 

reporting   

Analytics by 
individual piece of 

content   

67 
Content analytics & 

reporting 
Predictive 
analytics 

Viewer targeting 
by content 
interaction 

Analytics by 
individual piece of 

content 
Analytics by 

platform type 
Analytics accessible 

via mobile 

68    

Analytics by 
individual piece of 

content 
Analytics by 

platform type  
 

  



Part 36 

Response 
ID 

Real-time 
updates: Please 
indicate which of 
the following are 
capabilities in 
your tool's 
ANALYTICS 
functionality: 
(Select all 
applicable 
capabilities 
offered today) 

Other: Please 
indicate which of 
the following are 
capabilities in your 
tool's ANALYTICS 
functionality: 
(Select all 
applicable 
capabilities 
offered today) 

Other: Please indicate 
which of the following 
are capabilities in your 
tool's ANALYTICS 
functionality: (Select all 
applicable capabilities 
offered today) 

Executive 
Dashboard: 
What kinds of 
analytics 
features are 
available to 
customers? 
(Select all 
applicable 
features that 
are in place 
today) 

Reach by 
individual pieces 
of content: What 
kinds of analytics 
features are 
available to 
customers? 
(Select all 
applicable 
features that are 
in place today) 

Historical 
records: What 
kinds of analytics 
features are 
available to 
customers? 
(Select all 
applicable 
features that are 
in place today) 

9       

13 
Real-time 

updates   
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 
15       

16  other 

custom variable 
reporting capabilities 

based on unlimited  
content tagging and 

taxonomy 
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 

17 
Real-time 

updates   
Executive 

Dashboard  Historical records 

18 
Real-time 

updates other 
Analytics by individual 

visitor 
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 
19       

20 
Real-time 

updates   
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 

21 
Real-time 

updates other 
Near Real Time 

update 
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 

22    
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 



23    
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 

25 
Real-time 

updates other 

Smart Analytics show 
you what content type 
is working and where; 

UTM Variables 
programmatically 

generated; Conversion 
Tracking via 

DoubleClick/Atlas 
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 
26       

27 
Real-time 

updates   
Executive 

Dashboard 

Reach by 
individual pieces 

of content  
28       
29       
30       
31       

32    
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 

33     

Reach by 
individual pieces 

of content  

34 
Real-time 

updates   
Executive 

Dashboard   

35    
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 

36 
Real-time 

updates other 

Sprinklr's unified 
cross-platform 

reporting capabilities 
create a clear line of 

sight on all social 
activity affecting the 

business. Brands have 
the ability to view paid, 

owned, and earned 
analytics all in one 

Executive 
Dashboard 

Reach by 
individual pieces 

of content Historical records 



view, making it easier 
to translate insights 
into action.  To help 
marketers make the 

most of their data, 
Sprinklr users can 
apply an unlimited 
number of tags to 

inbound and outbound 
posts, assets, and 
audience profiles 

either manually or 
automatically. 

Manually assigned 
tags may be either 

optional or mandatory 
to ensure quality and 
consistency of data. 

Tags may even be 
dependent. For 

example, if a user 
selects "Holiday" from 
the "Campaign" drop 

down list, then they 
must also select the 
appropriate holiday 

from another list. 
Sprinklr's automation 

module can 
automatically tag 
content with any 

custom label based on 
user-defined triggers 

such as location, 
sentiment, user profile 

data, influence 
metrics, keywords, 

conversation history, 
response status, and 

more. Beyond 



reporting, these tags 
can then further 

automate processes, 
workflows, and policies 

throughout the entire 
Sprinklr platform. 

Sprinklr also supports 
reporting integrations 

with web analytics 
platforms and 

Forums/Communities 
managed by brands. 

37 
Real-time 

updates other Custom dashboards. 
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 

38 
Real-time 

updates   
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 

39 
Real-time 

updates   
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 

40 
Real-time 

updates   
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 

41    
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 

42    
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 

43 
Real-time 

updates other 

content and audience 
filtering and 

segmentation 
Executive 

Dashboard 

Reach by 
individual pieces 

of content  

44     

Reach by 
individual pieces 

of content Historical records 
45       

46 
Real-time 

updates other 
buyer stage, persona 

and more 
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 



47 
Real-time 

updates   
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 

48 
Real-time 

updates other 
By content creator, by 

asset 
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 

49 
Real-time 

updates   
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 

50  other 

Note: We are more of 
a DIY Analytics tool 
with dashboarding 

capabilities. 
Executive 

Dashboard   
51       

52    
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 

53 
Real-time 

updates   
Executive 

Dashboard 

Reach by 
individual pieces 

of content  

54 
Real-time 

updates   
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 
55  other N/A    

56  other 
Analytics by buyer 

stage & persona 
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 

57    
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 

58  other Nightly Updates 
Executive 

Dashboard  Historical records 

59 
Real-time 

updates   
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 

60 
Real-time 

updates   
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 



61  other 

Content 
Recommendation 

Systems 
Executive 

Dashboard   

62    
Executive 

Dashboard   

63 
Real-time 

updates other attribution 
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 

65 
Real-time 

updates   
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 

66 
Real-time 

updates   
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 

67 
Real-time 

updates   
Executive 

Dashboard 

Reach by 
individual pieces 

of content Historical records 

68  other 

Google analytics 
customer's ID directly 

integrated into his 
paper.li account 

Executive 
Dashboard   

 

  



Part 37 

Response 
ID 

Drill-in capabilities to 
see details of data: 
What kinds of 
analytics features are 
available to 
customers? (Select all 
applicable features 
that are in place 
today) 

Save/pass 
reports to other 
end users: 
What kinds of 
analytics 
features are 
available to 
customers? 
(Select all 
applicable 
features that 
are in place 
today) 

Annotation 
capabilities for end 
users to leave 
notes on digital 
reports and share 
with others: What 
kinds of analytics 
features are 
available to 
customers? (Select 
all applicable 
features that are in 
place today) 

Other: 
What kinds 
of analytics 
features 
are 
available to 
customers? 
(Select all 
applicable 
features 
that are in 
place 
today) 

Other: What kinds of 
analytics features are 
available to 
customers? (Select 
all applicable features 
that are in place 
today) 

Can you 
monitor 
content 
outside 
of social 
assets 
(e.g. 
website)? 

9       

13 
Drill-in capabilities to 

see details of data 

Save/pass 
reports to other 

end users    No 
15       

16 
Drill-in capabilities to 

see details of data 

Save/pass 
reports to other 

end users    Yes 
17      Yes 

18 
Drill-in capabilities to 

see details of data 

Save/pass 
reports to other 

end users 

Annotation 
capabilities for end 

users to leave 
notes on digital 

reports and share 
with others   Yes 

19       

20 
Drill-in capabilities to 

see details of data 

Save/pass 
reports to other 

end users  other Custom Reporting Yes 

21 
Drill-in capabilities to 

see details of data 

Save/pass 
reports to other 

end users 

Annotation 
capabilities for end 

users to leave 
notes on digital 

reports and share 
with others   Yes 



22      No 

23 
Drill-in capabilities to 

see details of data     No 

25 
Drill-in capabilities to 

see details of data 

Save/pass 
reports to other 

end users  other 

Smart Analytics show 
you what content type 
is working and where; 

UTM Variables 
programmatically 

generated; 
Conversion Tracking 
via DoubleClick/Atlas Yes 

26       

27 
Drill-in capabilities to 

see details of data 

Save/pass 
reports to other 

end users    Yes 
28       
29       
30       
31       

32 
Drill-in capabilities to 

see details of data     Yes 

33    other 
Performance by 

Author No 
34      No 
35      Yes 

36 
Drill-in capabilities to 

see details of data 

Save/pass 
reports to other 

end users 

Annotation 
capabilities for end 

users to leave 
notes on digital 

reports and share 
with others other 

Sprinklr offers a 
comprehensive suite 

of custom metric 
capabilities allowing 

clients to create their 
own unique KPI 
calculations. All 

metrics offer ability to 
SUM, AVG, MIN, 
MAX, CHANGE, 
PERCENT, and 

PERCENT CHANGE 
on metrics to provide 

for very unique 
reporting. Paid Yes 



Reporting also 
integrates with Paid 
trigger rules to help 

automate 
optimization based on 

real-time trends. 

37 
Drill-in capabilities to 

see details of data 

Save/pass 
reports to other 

end users 

Annotation 
capabilities for end 

users to leave 
notes on digital 

reports and share 
with others   No 

38 
Drill-in capabilities to 

see details of data 

Save/pass 
reports to other 

end users 

Annotation 
capabilities for end 

users to leave 
notes on digital 

reports and share 
with others   Yes 

39 
Drill-in capabilities to 

see details of data     Yes 

40 
Drill-in capabilities to 

see details of data 

Save/pass 
reports to other 

end users    Yes 

41 
Drill-in capabilities to 

see details of data 

Save/pass 
reports to other 

end users    No 

42 
Drill-in capabilities to 

see details of data     Yes 

43 
Drill-in capabilities to 

see details of data 

Save/pass 
reports to other 

end users    Yes 

44 
Drill-in capabilities to 

see details of data     Yes 
45       

46 
Drill-in capabilities to 

see details of data     No 

47 
Drill-in capabilities to 

see details of data 

Save/pass 
reports to other 

end users 

Annotation 
capabilities for end 

users to leave 
notes on digital   Yes 



reports and share 
with others 

48 
Drill-in capabilities to 

see details of data     Yes 

49 
Drill-in capabilities to 

see details of data 

Save/pass 
reports to other 

end users  other 

Can compare 
performance on the 

site with social 
networks Yes 

50 
Drill-in capabilities to 

see details of data     No 
51       

52 
Drill-in capabilities to 

see details of data 

Save/pass 
reports to other 

end users    Yes 
53      No 

54 
Drill-in capabilities to 

see details of data 

Save/pass 
reports to other 

end users  other 

Analytics XLSX 
export for further 

analysis. Yes 
55    other N/A No 

56 
Drill-in capabilities to 

see details of data     Yes 

57  

Save/pass 
reports to other 

end users  other 
Integration directly 

into Google Analytics Yes 

58 
Drill-in capabilities to 

see details of data  

Annotation 
capabilities for end 

users to leave 
notes on digital 

reports and share 
with others other 

Tag and Brandle 
strategy to organize, 
search and report on 

POP/data groups. No 

59 
Drill-in capabilities to 

see details of data 

Save/pass 
reports to other 

end users 

Annotation 
capabilities for end 

users to leave 
notes on digital 

reports and share 
with others   No 

60 
Drill-in capabilities to 

see details of data 

Save/pass 
reports to other 

end users 

Annotation 
capabilities for end 

users to leave 
notes on digital other 

Data health, 
demographic insights, 

web insights Yes 



reports and share 
with others 

61 
Drill-in capabilities to 

see details of data     No 
62      No 

63 
Drill-in capabilities to 

see details of data 

Save/pass 
reports to other 

end users 

Annotation 
capabilities for end 

users to leave 
notes on digital 

reports and share 
with others   Yes 

65      Yes 

66 
Drill-in capabilities to 

see details of data 

Save/pass 
reports to other 

end users    Yes 

67 
Drill-in capabilities to 

see details of data 

Save/pass 
reports to other 

end users 

Annotation 
capabilities for end 

users to leave 
notes on digital 

reports and share 
with others   Yes 

68      Yes 
 

  



Part 38 

Response 
ID 

What platforms or data 
sets do you integrate with 
or monitor to serve this 
use case, ANALYTICS? 
(web analytics, Business 
intelligence, CRM, etc.) 

Process/targeting/content 
optimization based on 
algorithms and machine 
learning: Please indicate 
which of the following are 
capabilities in your tool's 
OPTIMIZATION 
functionality: (Select all 
applicable capabilities 
offered today) 

Search Engine 
Optimization 
(SEO) 
integration: 
Please indicate 
which of the 
following are 
capabilities in 
your tool's 
OPTIMIZATION 
functionality: 
(Select all 
applicable 
capabilities 
offered today) 

Metadata and 
enhanced 
information 
optimization: 
Please indicate 
which of the 
following are 
capabilities in 
your tool's 
OPTIMIZATION 
functionality: 
(Select all 
applicable 
capabilities 
offered today) 

A/B or Multi-
variate testing: 
Please indicate 
which of the 
following are 
capabilities in 
your tool's 
OPTIMIZATION 
functionality: 
(Select all 
applicable 
capabilities 
offered today) 

Other: Please 
indicate which 
of the following 
are capabilities 
in your tool's 
OPTIMIZATION 
functionality: 
(Select all 
applicable 
capabilities 
offered today) 

9       

13 

Facebook, Twitter, 
YouTube, LinkedIn, 

Instagram, Pinterest 

Process/targeting/content 
optimization based on 

algorithms and machine 
learning     

15       

16 

We currently offer our 
proprietary content 

tracking technology which 
captures more granular 

content performance 
metrics such as scroll 

depth, attention time, and 
finish rate.  We also 

leverage additional 3rd 
party integrations such as 
diffbot, sharedcount, and 

alchemy to track social 
media performance, 

semantic tags, and data 
contextualization for 

broader  content 
performance metrics to 
achieve a more robust 

Process/targeting/content 
optimization based on 

algorithms and machine 
learning  

Metadata and 
enhanced 

information 
optimization   



content score that can be 
applied to a content asset 
or entire campaign.  This 

content score currently 
drives benchmarking and 
recommendations back to 

clients.     In regards to 
our prioritized 

development roadmap 
over the next 12 months, 

we are building additional 
analytics capabilities 

around audience 
segmentation (IP, user 

level) and campaign   & 
channel performance 

(marketo, eloqua, 
salesforce) 

17 

We are working on 
integrations with such 

platforms as Google 
Analytics, Facebook 

Insights, Twitter, LinkedIn, 
and various marketing 

automation platforms to 
pull analytics data back 

into our application.     other 

18 

Web analytics, CRM, BI, 
3rd Party, Product 

holding/Ecommerce, etc. 

Process/targeting/content 
optimization based on 

algorithms and machine 
learning 

Search Engine 
Optimization 

(SEO) 
integration 

Metadata and 
enhanced 

information 
optimization 

A/B or Multi-
variate testing other 

19       

20 

Facebook  Instagram  
Twitter   Pinterest   Vine   

CMS Platforms   
Demandware   Magento  

Shopify  Teallium  
Analytics Platforms   

Spongecell Ads   Narvar 
Post Purchase 

Process/targeting/content 
optimization based on 

algorithms and machine 
learning  

Metadata and 
enhanced 

information 
optimization 

A/B or Multi-
variate testing  



21 

We have our own 
analytics engine, with 

tracking codes and pixels 
to track data from content 

on deployed sites. 

Process/targeting/content 
optimization based on 

algorithms and machine 
learning  

Metadata and 
enhanced 

information 
optimization   

22 
web analytics, marketing 

automation, crm 

Process/targeting/content 
optimization based on 

algorithms and machine 
learning     

23 
Building out SimpleReach 

integration      

25 
Facebook, Twitter, 

LinkedIn 

Process/targeting/content 
optimization based on 

algorithms and machine 
learning 

Search Engine 
Optimization 

(SEO) 
integration 

Metadata and 
enhanced 

information 
optimization  other 

26       

27 
APIs and Proprietary 

technology 

Process/targeting/content 
optimization based on 

algorithms and machine 
learning 

Search Engine 
Optimization 

(SEO) 
integration   other 

28       
29       
30       
31       

32 In-house 

Process/targeting/content 
optimization based on 

algorithms and machine 
learning  

Metadata and 
enhanced 

information 
optimization 

A/B or Multi-
variate testing  

33       

34  

Process/targeting/content 
optimization based on 

algorithms and machine 
learning  

Metadata and 
enhanced 

information 
optimization 

A/B or Multi-
variate testing  

35 Google Analytics 

Process/targeting/content 
optimization based on 

algorithms and machine 
learning     

36 

Sprinklr offers 1,000+ 
metrics and hundreds of 

standard reports to target 
Process/targeting/content 

optimization based on  
Metadata and 

enhanced  other 



each team's unique 
operational, engagement, 
and campaign initiatives, 
such as SLA tracking (% 

of goal met), likes, 
comments, shares, reach, 

clicks per message, 
conversions, etc. Sprinklr 

users can track owned, 
earned, and paid metrics 

in a single dashboard. 
Custom content tags let 

brands uniquely measure 
relevant aspects of their 

social data at the post, 
asset, brand, campaign, 

and account level. 
External data (such as 

sales, Omniture, Google 
Analytics -- see next 

paragraph) can be auto-
imported to create 

meaningful business 
metrics instead of just 

measuring engagement 
metrics.     In addition to 

the social monitoring 
channels listed in question 

37, Sprinklr offers the 
following integrations to 

add depth and coverage 
to clients' analytics: 

FullContact, SAP 
Customer 

Intelligence/Hybris, 
Marketo, Microsoft 
Dynamics, Oracle 

RightNow Technologies, 
Salesforce, Zendesk, 

Google Analytics, 

algorithms and machine 
learning 

information 
optimization 



Coremetrics, 
Omniture/Site Catalyst, as 

well as custom data 
appends for other 

platforms. Sprinklr also 
integrates data from link 

shorteners Awe.sm 
[Unified], Bit.ly, GeoRiot, 

and Po.st [RadiumOne] in 
addition to offering our 
own custom shortener, 

spr.ly. 

37 

Omniture, Google 
Analytics, Brandwatch, 

Sysomos, Synthesio, 
Crimson Hexagon, Klout, 

CoreMetrics. 

Process/targeting/content 
optimization based on 

algorithms and machine 
learning 

Search Engine 
Optimization 

(SEO) 
integration 

Metadata and 
enhanced 

information 
optimization 

A/B or Multi-
variate testing other 

38 

We are the platform for 
content marketing and 

web presence analytics. 

Process/targeting/content 
optimization based on 

algorithms and machine 
learning 

Search Engine 
Optimization 

(SEO) 
integration 

Metadata and 
enhanced 

information 
optimization 

A/B or Multi-
variate testing  

39 

Within 12 months, 
analytics information will 

be able to be viewed from 
a dashboard within the 

platform or exported for 
use with other tools.   

Metadata and 
enhanced 

information 
optimization   

40 

Bit.ly  Adobe Analytics  
Twitter   Salesforce.com  

Bizo   

Metadata and 
enhanced 

information 
optimization 

A/B or Multi-
variate testing other 

41  

Process/targeting/content 
optimization based on 

algorithms and machine 
learning     

42 

We have integration with 
Google Analytics. We also 

access a variety of 
proprietary and 3rd party 

Process/targeting/content 
optimization based on 

algorithms and machine 
learning  

Metadata and 
enhanced 

information 
optimization   



real-time web data 
services. 

43 

All of our analytics have 
been built by our 

engineers. 

Process/targeting/content 
optimization based on 

algorithms and machine 
learning    other 

44 
we can integrate with 

external platforms.      
45       

46 

Our platform integrates 
with all major analytics 
companies as well as 
Marketing Automation 

cookies.  

Search Engine 
Optimization 

(SEO) 
integration 

Metadata and 
enhanced 

information 
optimization 

A/B or Multi-
variate testing  

47 

Anything with an open API 
and/or an extensible 
platform / AppCloud 

partners - platform 
openness 

Process/targeting/content 
optimization based on 

algorithms and machine 
learning 

Search Engine 
Optimization 

(SEO) 
integration 

Metadata and 
enhanced 

information 
optimization 

A/B or Multi-
variate testing  

48 

Facebook, LinkedIn, 
Twitter, BrandNetworks, 

Sysomos, Traackr, 
Google Analytics, 

Marketo, Salesforce, 
Client-side, Outbrain, 

MyMediaInfo, SEMRush, 
Bing 

Process/targeting/content 
optimization based on 

algorithms and machine 
learning 

Search Engine 
Optimization 

(SEO) 
integration 

Metadata and 
enhanced 

information 
optimization  other 

49 
Omniture, Google 

Analytics 

Process/targeting/content 
optimization based on 

algorithms and machine 
learning 

Search Engine 
Optimization 

(SEO) 
integration 

Metadata and 
enhanced 

information 
optimization 

A/B or Multi-
variate testing  

50 Excel, Google Sheets      
51       

52 

Google Analytics, Adobe 
Analytics, Eloqua, 

Marketo, Pardot, 
Salesforce.com, 

YouTube, Twitter, 
Facebook, bit.ly  

Search Engine 
Optimization 

(SEO) 
integration    



53     
A/B or Multi-

variate testing  

54 

Google Analytics   
Marketo, Eloqua and 

Salesforce integrations 
launching in ~3 months. 

Process/targeting/content 
optimization based on 

algorithms and machine 
learning 

Search Engine 
Optimization 

(SEO) 
integration 

Metadata and 
enhanced 

information 
optimization   

55      other 

56 

Web Analytics (such as 
Google Analytics), 

Marketing Automation 
(Eloqua & Marketo), CRM 

(such as Salesforce), 
Social media (for sharing 

data), URL Shorteners 
like bit.ly, Email service 

providers, etc. 

Process/targeting/content 
optimization based on 

algorithms and machine 
learning 

Search Engine 
Optimization 

(SEO) 
integration 

Metadata and 
enhanced 

information 
optimization   

57 Google Analytics     other 
58 None      

59 

Brandwatch and Sysomos 
are both available 

integrations for listening 
and analytics. 

Process/targeting/content 
optimization based on 

algorithms and machine 
learning  

Metadata and 
enhanced 

information 
optimization 

A/B or Multi-
variate testing  

60 

Custom reporting 
dashboards based on 

your KPIs track 
performance, audience, 

and location page insights 
to support optimization, 

and a proprietary 
algorithm for listing health 

takes the mystery out of 
your listing management 

efforts.     Reporting: 
Customized KPI reporting 
to track incremental visits, 
clicks, and leads for local 

marketing programs at the 
corporate, regional, and 

local levels. This includes 
Adobe, Salesforce, and 

Process/targeting/content 
optimization based on 

algorithms and machine 
learning 

Search Engine 
Optimization 

(SEO) 
integration 

Metadata and 
enhanced 

information 
optimization 

A/B or Multi-
variate testing other 



other third party 
integrations.     Listing 

Health: Our proprietary 
algorithm provides data 

health scores to monitor 
and track performance on 

aggregate as well as by 
individual location. API 

connections with key data 
aggregators help pinpoint 

listing inaccuracies by 
location and data source.  

Web Insights: Translate 
page data into narrative-
based insights that help 

drive an increased 
awareness and 

understanding of location-
level performance, 
including referrals, 

actions, and trends.  
Demographic Insights: 

Gain a deeper 
understanding of your 

customers to fuel local, 
regional, and national 
campaign efforts with 

demographic and lifestyle 
data provided by Velocity 

Demographic Insights. 
This valuable information 

can help better target 
content and messaging to 
increase engagement and 

drive customer 
acquisition. 

61 
Hootsuite, Google 

Analytics     other 

62 Google Analytics  
Search Engine 

Optimization 
Metadata and 

enhanced   



(SEO) 
integration 

information 
optimization 

63 

Web analytics, BI, CRM 
systems, Nielsen Content 

Ratings, email, video, 
display advertising, 

mobile,  other forms of 3rd 
party data 

Process/targeting/content 
optimization based on 

algorithms and machine 
learning 

Search Engine 
Optimization 

(SEO) 
integration 

Metadata and 
enhanced 

information 
optimization 

A/B or Multi-
variate testing  

65 

All of our analytics 
capabilities are native to 

our platform and don't rely 
on integration with third 

party systems.  

Search Engine 
Optimization 

(SEO) 
integration    

66 

own tracking code, google 
analytics, marketo, 

salesforce, Facebook, 
twitter, LinkedIn, bit.ly 

Process/targeting/content 
optimization based on 

algorithms and machine 
learning 

Search Engine 
Optimization 

(SEO) 
integration 

Metadata and 
enhanced 

information 
optimization 

A/B or Multi-
variate testing  

67 

Salesforce's Analytics 
Cloud, Wave; within social 
listening we integrate with 

Google Analytics, 
Webtrends, and Omniture 

Process/targeting/content 
optimization based on 

algorithms and machine 
learning  

Metadata and 
enhanced 

information 
optimization 

A/B or Multi-
variate testing  

68 

Google and own analytics 
(incl. around content 

topics and costumers' 
audience interest factor 

(see mobile app : 
http://juice.li) 

Process/targeting/content 
optimization based on 

algorithms and machine 
learning     

 

  



Part 39 

Response 
ID 

Other: Please 
indicate which 
of the following 
are capabilities 
in your tool's 
OPTIMIZATION 
functionality: 
(Select all 
applicable 
capabilities 
offered today) 

What platforms or 
services do you 
integrate with or monitor 
to serve this use case, 
OPTIMIZATION? 

Automatic 
document 
profiling (for 
specified 
keywords):Please 
indicate which of 
the following are 
capabilities in 
your tool's 
LEGAL & 
COMPLIANCE 
functionality: 
(Select all 
applicable 
features that are 
in place today) 

Content logging 
(for 
compliance):Please 
indicate which of 
the following are 
capabilities in your 
tool's LEGAL & 
COMPLIANCE 
functionality: 
(Select all 
applicable features 
that are in place 
today) 

Compliant 
content 
storage: 
Please 
indicate which 
of the 
following are 
capabilities in 
your tool's 
LEGAL & 
COMPLIANCE 
functionality: 
(Select all 
applicable 
features that 
are in place 
today) 

Content 
disposal (after 
designated 
time has 
elapsed): 
Please 
indicate which 
of the 
following are 
capabilities in 
your tool's 
LEGAL & 
COMPLIANCE 
functionality: 
(Select all 
applicable 
features that 
are in place 
today) 

9       

13  

Facebook, Twitter, 
YouTube, LinkedIn, 

Instagram, Pinterest     
15       

16  

We are further 
integrating with Outbrain 

to optimize paid 
distribution campaigns 

which includes 
guaranteed audience 

engagement levels for 
at least 50% of the 

audience that is served 
our content on premium 

publications.  
Content logging 
(for compliance) 

Compliant 
content 
storage  

17 
None offered at 

this time 

Working on integrations 
with InboundWriter and 

Atomic Reach  
Content logging 
(for compliance) 

Compliant 
content 
storage 

Content 
disposal (after 

designated 



time has 
elapsed) 

18 Predicted ROI 

Decisioning done by 
idio, content pushed 

through all channels.     
19       

20  

Monetate  Facebook  
Instagram  Twitter   

Pinterest   Vine   CMS 
Platforms   

Demandware   Magento  
Shopify  Teallium  

Analytics Platforms   
Spongecell Ads   Narvar 

Post Purchase 

Automatic 
document 

profiling (for 
specified 

keywords) 
Content logging 
(for compliance) 

Compliant 
content 
storage  

21  

We use our own 
machine learning 

algorithms. 

Automatic 
document 

profiling (for 
specified 

keywords) 
Content logging 
(for compliance) 

Compliant 
content 
storage 

Content 
disposal (after 

designated 
time has 
elapsed) 

22  

text analytics tools, 
behaviour analysis tools 

- but we have our own 
patent pending tech for 

this     
23       

25 

Optimization 
based upon 1) 

Customer 
Settings/Input, 

2) Content 
Performance; 
3) Customer 

Personalization 

Twitter, LinkedIn, 
Facebook, Customer 

Specific Inputs, 
Customer 

Personalization     

26    
Content logging 
(for compliance)   

27 Humans 
Customer service reps, 
proprietary technology  

Content logging 
(for compliance)   

28       
29       



30       
31       
32  In-house     
33       

34  

agnostic, can integrate 
with any preferred 

analytics platform such 
as Google Analytics,  

Content logging 
(for compliance)  

Content 
disposal (after 

designated 
time has 
elapsed) 

35  NA  
Content logging 
(for compliance)   

36 

While Sprinklr 
does not 
currently 

support full 
MVT 

capabilities on 
digital assets 

such as 
images, users 

can optimize 
paid and 

promoted 
content with 

automated 
rules and 
triggers. 

Sprinklr helps marketers 
optimize engagement 

rates to drive data-
based content 

marketing strategy. The 
platform can identify the 
best time to post content 
based on real-time data, 

competitive/industry 
trending/performance 

data, and historical 
performance of brand 

content using tags and 
keywords. Sprinklr can 

also automatically check 
for compliance with 

brand and campaign 
guidelines for all 

outbound content. 

Automatic 
document 

profiling (for 
specified 

keywords) 
Content logging 
(for compliance) 

Compliant 
content 
storage 

Content 
disposal (after 

designated 
time has 
elapsed) 

37 
Language 

optimization. 
Twitter, Facebook, 

Google+. 

Automatic 
document 

profiling (for 
specified 

keywords) 
Content logging 
(for compliance) 

Compliant 
content 
storage 

Content 
disposal (after 

designated 
time has 
elapsed) 

38  

We are the platform that 
offers optimization plus 

we integrate with 
Google Analytics and 

Webmaster Tools.     



39  

Tags available in our 
API for 

targeting/personalization 
alignment. 

Automatic 
document 

profiling (for 
specified 

keywords) 
Content logging 
(for compliance)   

40 taxonomy 
bit.ly  twitter  adobe 

analytics     

41  None  
Content logging 
(for compliance) 

Compliant 
content 
storage 

Content 
disposal (after 

designated 
time has 
elapsed) 

42  

We have integration 
with Google Analytics. 

We also access a 
variety of proprietary 

and 3rd party real-time 
web data services.     

43 

Segmentation 
to optimize 

content 
performance 

Appinions: patented 
data-driven analytics 
identifies influencers, 

keywords, and content 
relevant to particular 

topics from 6 million+ 
sources per day.     

44       
45       

46  
pixel based services can 

be integrated     

47  

Anything with an open 
API and/or an extensible 

platform / AppCloud 
partners - platform 

openness 

Automatic 
document 

profiling (for 
specified 

keywords) 
Content logging 
(for compliance) 

Compliant 
content 
storage 

Content 
disposal (after 

designated 
time has 
elapsed) 

48 by influencer, 
Google AdWords, 

Traackr, SEMRush, 

Automatic 
document 

profiling (for 
specified 

keywords) 
Content logging 
(for compliance) 

Compliant 
content 
storage 

Content 
disposal (after 

designated 
time has 
elapsed) 



49  Google, Omniture 

Automatic 
document 

profiling (for 
specified 

keywords)    
50       
51       

52  
Scribe (SEO), Atomic 

Reach     
53  Internal     

54  

Audience identification 
through our analytics on 

people. We tell our 
customers who is 

engaging with their 
content, as well as their 

competitors’ content. 
From this information on 

their audience, brands 
can learn who their 

audience is and what 
content interests them, 
allowing each brand to 

make more informed 
marketing decisions. For 
example, customers can 

export Facebook and 
Twitter IDs from 

Audience Insights to 
execute more effective 
paid media and social 

advertising campaigns. 
Using the Facebook and 

Twitter IDs of people 
who have already 

engaged with your 
brand allows you to 

promote targeted ads to 
the individuals or to 

look-alike audiences.  
Content logging 
(for compliance) 

Compliant 
content 
storage  



55 N/A N/A     

56  

Our curation engine 
dynamically adapts to 

the users preferences, 
the more content that 

they curate. Other 
components also self-

learn such as our 
intelligent categorization 

engine. WordPress & 
other CMSs.     

57 

We do not offer 
any above 

capabilities 
today. See note 

below for 12 
month 

roadmap. 

None, currently. in next 
12 months, Triblio plans 

to integrate or develop 
our own testing 

capabilities, and plans 
to develop predictive, 

machine learning based 
content optimization 

capabilities.     
Currently, demand from 

customers is to 
personalize content 

across channels using 
content used in existing 

campaigns.     

58   

Automatic 
document 

profiling (for 
specified 

keywords)    

59  

Percolate partners with 
SocialCode and Brand 

Networks to offer 
optimization services.  

Content logging 
(for compliance) 

Compliant 
content 
storage 

Content 
disposal (after 

designated 
time has 
elapsed) 

60 
Mobile 

optimization 

A local SEO platform, 
Velocity drives location-

based customer 
acquisition across 

Automatic 
document 

profiling (for 
Content logging 
(for compliance) 

Compliant 
content 
storage 

Content 
disposal (after 

designated 



search, social, and 
mobile for enterprise 

brands. Velocity creates 
visibility, relevance, and 

engagement at scale 
through local data 

management to drive 
listing visibility, a 

powerful CMS that 
automates the creation 

of location pages, and a 
robust insights platform 
to inform your strategy. 

Velocity can integrate 
with any third party A/B 

multi-variant testing 
tools.  Listing 

Management: The most 
comprehensive listing 
management solution 

on the market, Velocity 
Listing Management 

ensures your local data 
is cleansed, claimed, 

and accurately 
distributed across over 

300 data partners to 
increase your organic 

search presence.  
Location Publishing: A 
multi-location content 
management system, 

Velocity Publishing 
enables “many-to-many” 

publishing across 
hundreds to thousands 
of locations to optimize 
your brand’s visibility at 
a location level across 

specified 
keywords) 

time has 
elapsed) 



search, social, and 
mobile. 

61 

Pre-testing of 
content based 

on artificial 
intelligence None     

62  Custom SEO tools 

Automatic 
document 

profiling (for 
specified 

keywords) 
Content logging 
(for compliance)   

63  

All major search 
engines, all major 
display inventory 

sources, Facebook, 
Twitter, Linked-In - all 
aligned with site side 
content optimization     

65  
No integration with any 

applicable services.  
Content logging 
(for compliance)   

66  
Optimizely, gshiftlabs, 

majestic seo 

Automatic 
document 

profiling (for 
specified 

keywords) 
Content logging 
(for compliance) 

Compliant 
content 
storage  

67  n/a  
Content logging 
(for compliance)  

Content 
disposal (after 

designated 
time has 
elapsed) 

68  own     
 

  



Part 40 

Response 
ID 

Notification 
system for 
legal: Please 
indicate 
which of the 
following are 
capabilities 
in your tool's 
LEGAL & 
COMPLIANC
E 
functionality: 
(Select all 
applicable 
features that 
are in place 
today) 

Sign-offs & 
Approvals (internal 
and 
departmental):Plea
se indicate which 
of the following are 
capabilities in your 
tool's LEGAL & 
COMPLIANCE 
functionality: 
(Select all 
applicable features 
that are in place 
today) 

Other: 
Please 
indicate 
which of the 
following are 
capabilities 
in your tool's 
LEGAL & 
COMPLIANC
E 
functionality: 
(Select all 
applicable 
features that 
are in place 
today) 

Other: Please indicate 
which of the following are 
capabilities in your tool's 
LEGAL & COMPLIANCE 
functionality: (Select all 
applicable features that 
are in place today) 

1:What are the top 3 needs 
of your clients in highly 
regulated industries (e.g. 
Financial Services, 
Pharmaceuticals, etc.) as 
related to content? (Please 
share an overview in no 
more than a sentence or 
two, and be sure to write the 
name of the industry in the 
respective text box.) 

2:What are the 
top 3 needs of 
your clients in 
highly regulated 
industries (e.g. 
Financial 
Services, 
Pharmaceuticals
, etc.) as related 
to content? 
(Please share 
an overview in 
no more than a 
sentence or two, 
and be sure to 
write the name 
of the industry in 
the respective 
text box.) 

9       
13       
15       

16 

Notification 
system for 

legal 

Sign-offs & 
Approvals (internal 
and departmental) other 

recorded in-line 
comments, plagiarism 

checker, granular  user 
approval and access 

controls 

Linear approval flows to 
ensure that all key internal 
and external stakeholders 
are involved in the content 

approval process (e.g. 
financial services and 

insurance) 

Audit trails to 
ensure that 
there is full 

accountability 
and 

transparency for 
every single 

edit, which is a 
very important 
factor in highly 

regulated 
industries such 
as finance and 

healthcare 

17 

Notification 
system for 

legal 

Sign-offs & 
Approvals (internal 
and departmental)   

Compliance review of 
content assets - Financial 

services, Healthcare 
Storage of 

approved assets 



- None offered 
at this time 

18       
19       

20     
Explicit Rights to use 

Content from the End User 

Age/Entry 
Parameters for 

contests 

21 

Notification 
system for 

legal 

Sign-offs & 
Approvals (internal 
and departmental) other 

Users can dispose after 
campaign if they so 

choose 

Media and Entertainment - 
Using content from minors in 

digital marketing 

Action Sports - 
Leveraging 

sponsored talent 
content in 
marketing 

22       
23       
25       

26 

Notification 
system for 

legal 

Sign-offs & 
Approvals (internal 
and departmental)   

Audit logs of changes to 
content over time, by 

specific user. 

Ability for legal 
to use the 

system without 
friction to push 

content along a 
workflow 

27 

Notification 
system for 

legal  other 
automated disclosure 

capabilities   
28       
29       
30       
31       

32  

Sign-offs & 
Approvals (internal 
and departmental) other 

Inclusion of 
legal/regulatory 

disclosures (ISI) 
Legal language for pharma 

customers (ISI) 

Secure systems 
for managing 

user information 
33       

34 

Notification 
system for 

legal 

Sign-offs & 
Approvals (internal 
and departmental)   Inventory Brand Safety 

35     

Access to Social media 
content, trends and 

influencers  



36 

Notification 
system for 

legal 

Sign-offs & 
Approvals (internal 
and departmental) other 

Sprinklr supports the 
ability for 3rd parties 

(such as Partner brands 
and agencies) to approve 

content for 
tracking/compliance 

purposes. Additionally, 
clients can utilize 

automated rules to 
enforce specific policies, 
processes, and approval 
flows. Data and records 
are archived for 7 years 

by default and can be 
extended to 11 years on 

request. Sprinkr currently 
supports secure 

automated export of data 
that can be imported into 
other archiving solutions: 
Sprinklr's audit APIs are 
available for integration 

with external compliance 
and archiving systems.  

Sprinklr also offers 
extremely fine-grained 

permissioning 
capabilities. For example, 

clients can control each 
users' ability to view, edit, 
or publish content. Clients 

can mimic hierarchical 
enterprise 

unit/market/department/te
am structures for security 

and governance, and 
administer them 

independently. Sprinklr 
supports standard 

(admin, user, approver, 

Financial, Pharma, 
Healthcare, Utilities, Food & 
Bev: The ability to manage 

audit trails, tracking reviews, 
approvals, and other key 

user activity for risk 
mitigation and compliance 

purposes. 

Financial, 
Pharma, 

Healthcare, 
Utilities, Food & 
Bev: Integrated 

campaign 
process from 

planning through 
publishing that 

facilitate 
collaboration 

across complex 
global teams, 

including 
agencies and 

partners. 



etc.) and fully 
customizable roles that 

can be granularly defined 
(hide, read-only, edit, 

etc.) for platform features, 
social accounts, and 
assets. Roles can be 

assigned to users and/or 
user groups (both static 

and dynamic) for 
maximum flexibility. 

Users can be assigned 
multiple roles. And to 

further streamline user 
management, Sprinklr 
can be integrated into 

clients' SAML-enabled 
employee identity 

providers like Active 
Directory for single sign-

on and automated 
permissioning. 

37 

Notification 
system for 

legal 

Sign-offs & 
Approvals (internal 
and departmental)   Brand Guidelines 

Data archiving 
with the ability to 

integrate with 
third-party 

systems such as 
Actiance, 

Symantec 
Enterprise Vault 

as well as 
secure SFTP 

export and email 
for compliance 
and archiving 

38       

39 

Notification 
system for 

legal 

Sign-offs & 
Approvals (internal 
and departmental)   

Opportunity to exclude 
content from unapproved 

sources or referencing 

A single system 
of record for all 

content the 
company 



unapproved names, 
companies, and subjects. 

produces that 
allows for output 

to all of their 
digital 

destinations. 
40       

41 

Notification 
system for 

legal 

Sign-offs & 
Approvals (internal 
and departmental)   

Age and contact restrictions 
for alcohol companies 

Data, privacy 
and security for 

financial 
services 

companies 
42       
43       

44  

Sign-offs & 
Approvals (internal 
and departmental)   

Compliant content sampling 
and repurposing 

Compliant 
image curation 

45       
46       

47 

Notification 
system for 

legal 

Sign-offs & 
Approvals (internal 
and departmental)   

http://www.eloqua.com/indus
try-solutions/life-

sciences.html. Life sciences, 
pharma, biotech, medical 

devices: compliance 

Life sciences, 
pharma, biotech, 
medical devices: 

data security 
and governance 

48 

Notification 
system for 

legal 

Sign-offs & 
Approvals (internal 
and departmental) other 

external approval 
notification 

Creating unique, quality 
content while adhering to 

regulatory constraints. 

Building an 
efficient 

approval 
process to 
ensure all 

internal and 
external 

stakeholders 
review content 
and confirm its 

compliance. 

49  

Sign-offs & 
Approvals (internal 
and departmental) other Permissions for UGC 

Pharmaceuticals - 
Compliance of marketing 

materials, ability to control 
distribution 

Finance/Pharma 
- Regulation of 
user generated 

content - getting 
rights to use 

content 



50       
51       

52  

Sign-offs & 
Approvals (internal 
and departmental)   

Approval process and the 
breadcrumbs for the 

approval 

Easily being 
able to be 

included in 
workflow 

53       

54 

Notification 
system for 

legal 

Sign-offs & 
Approvals (internal 
and departmental) other 

NewsCred has already 
done the due-diligence to 

secure the licensing 
rights for all the licensed 
content that exists within 

our platform. Additionally, 
we offer extensive image 

licensing rights for our 
editorial, stock, and UGC 

images. 

Simple and collaborative 
approval process to meet 

legal and compliance. 
(Financial Services and 

Pharmaceuticals) 

Speed and scale 
to meet their 

needs around 
having a volume 

of content from 
reputable 

sources. Writing 
original content 

then getting it 
approved can 

take a great deal 
of time and 
resources. 

Brands use our 
reputable 

sources like the 
Cleveland Clinic 

to be able to 
publish more on 

a given topic. 
(Pharmaceutical

s Industry) 
55       

56  

Sign-offs & 
Approvals (internal 
and departmental) other 

fair use compliance, 
security Security 

Fair Use 
Compliance 

57       

58 

Notification 
system for 

legal 

Sign-offs & 
Approvals (internal 
and departmental) other 

Report function showing 
process and status of 

compliance per state, or 
region. 

To conduct a Social Media 
Audit to be aware of where 
content is being published 

under a corporate brand 
name, which can present 

Manage 
Employees to be 

compliant. 
Brandle helps 

with defining 
and monitoring 



compliance issues to 
consumers. 

requirements for 
Profile 

descriptions. 

59 

Notification 
system for 

legal 

Sign-offs & 
Approvals (internal 
and departmental)   

Customizable approval 
processes 

User action 
documentation 

60 

Notification 
system for 

legal 

Sign-offs & 
Approvals (internal 
and departmental)   

All industries -- historic 
archiving of all content 

All industries -- 
ability to scale 
approval and 

moderation 
61       

62     
Alcohol - Needs to offer age 

gating 

Pharma - Needs 
to private/ 

secure access 

63 

Notification 
system for 

legal 

Sign-offs & 
Approvals (internal 
and departmental)   Compliance 

Document 
Security 

65  

Sign-offs & 
Approvals (internal 
and departmental)   

Federal Government: highly 
secure access to the content 
publishing system. The U.S. 

Department of Defense 
services 8,000 content 
managers across 133 

countries in a secure fashion 
(using Evoq) 

Finance 
Services 

requires an 
editorial 

workflow/approv
al, along with 

version 
management, to 

track each 
change made to 
a content asset 

66 

Notification 
system for 

legal 

Sign-offs & 
Approvals (internal 
and departmental)   

Healthcare – Locked 
workflows 

Financial 
Services – One 
Source of Truth 

67  

Sign-offs & 
Approvals (internal 
and departmental)   Approvals Audit trail 

68 

Notification 
system for 

legal: Please 
indicate 

which of the 
following are 

Sign-offs & 
Approvals (internal 

and 
departmental):Plea

se indicate which 
of the following are 

Other: 
Please 

indicate 
which of the 
following are 

capabilities 

Other: Please indicate 
which of the following are 
capabilities in your tool's 
LEGAL & COMPLIANCE 

functionality: (Select all 

1:What are the top 3 needs 
of your clients in highly 

regulated industries (e.g. 
Financial Services, 

Pharmaceuticals, etc.) as 
related to content? (Please 

2:What are the 
top 3 needs of 
your clients in 

highly regulated 
industries (e.g. 

Financial 



capabilities 
in your tool's 

LEGAL & 
COMPLIANC

E 
functionality: 

(Select all 
applicable 

features that 
are in place 

today) 

capabilities in your 
tool's LEGAL & 
COMPLIANCE 

functionality: 
(Select all 

applicable features 
that are in place 

today) 

in your tool's 
LEGAL & 

COMPLIANC
E 

functionality: 
(Select all 
applicable 

features that 
are in place 

today) 

applicable features that 
are in place today) 

share an overview in no 
more than a sentence or 

two, and be sure to write the 
name of the industry in the 

respective text box.) 

Services, 
Pharmaceuticals
, etc.) as related 

to content? 
(Please share 
an overview in 

no more than a 
sentence or two, 

and be sure to 
write the name 

of the industry in 
the respective 

text box.) 
 

  



Part 41 

Response 
ID 

3:What are the top 3 needs of your 
clients in highly regulated industries 
(e.g. Financial Services, 
Pharmaceuticals, etc.) as related to 
content? (Please share an overview 
in no more than a sentence or two, 
and be sure to write the name of the 
industry in the respective text box.) 

E-Commerce 
integration: 
With which of 
the following 
PLATFORMS 
does your 
software 
integrate? 
(e.g. content) 
(Select all 
that apply) 

Community 
platform 
integration: With 
which of the 
following 
PLATFORMS 
does your 
software 
integrate? (e.g. 
content) (Select all 
that apply) 

Brand 
monitoring 
integration: 
With which of 
the following 
PLATFORMS 
does your 
software 
integrate? 
(e.g. content) 
(Select all 
that apply) 

CRM 
integration: 
With which of 
the following 
PLATFORMS 
does your 
software 
integrate? 
(e.g. content) 
(Select all that 
apply) 

Web 
analytics 
integration: 
With which of 
the following 
PLATFORMS 
does your 
software 
integrate? 
(e.g. content) 
(Select all 
that apply) 

9   

Community 
platform 

integration    

13    

Brand 
monitoring 
integration   

15       

16 

A copy of a brief with all of the 
regulatory, brand, and style 

guidelines to adhere to attached to 
each story being produced on the 

platform by creatives and 
stakeholders to ensure compliance 
and brand consistency in the entire 
process, which is currently used by 

all industry types  

Community 
platform 

integration    

17 
Automated notifications for content 

governance/maintenance  

Community 
platform 

integration  
CRM 

integration  

18   

Community 
platform 

integration 

Brand 
monitoring 
integration 

CRM 
integration 

Web 
analytics 

integration 
19       

20 
Compliance with Social Networks 

for repurposing content 
E-Commerce 

integration   
CRM 

integration 

Web 
analytics 

integration 



21 

Fashion - Using Content from 
Campaigns/Incentives requiring 

disclosures 
E-Commerce 

integration 

Community 
platform 

integration 

Brand 
monitoring 
integration 

CRM 
integration 

Web 
analytics 

integration 

22     
CRM 

integration 

Web 
analytics 

integration 
23       

25  
E-Commerce 

integration 

Community 
platform 

integration   

Web 
analytics 

integration 

26 
Ability to collaborate on specific 

pieces of text for discussion 
E-Commerce 

integration     

27   

Community 
platform 

integration   

Web 
analytics 

integration 
28       
29       
30       
31       

32 Ability to disclose content source     

Web 
analytics 

integration 

33      

Web 
analytics 

integration 

34 Privacy     

Web 
analytics 

integration 

35      

Web 
analytics 

integration 

36 

Financial, Pharma, Healthcare, 
Utilities, Food & Bev: The ability to 

scale and automate policies and 
processes through custom rules to 

ensure compliance with industry- 
and niche-specific regulations. 

E-Commerce 
integration 

Community 
platform 

integration 

Brand 
monitoring 
integration 

CRM 
integration 

Web 
analytics 

integration 

37 Targeting customer segments 
E-Commerce 

integration 

Community 
platform 

integration 

Brand 
monitoring 
integration 

CRM 
integration 

Web 
analytics 

integration 



38    

Brand 
monitoring 
integration  

Web 
analytics 

integration 

39 

Collaborative tools for submission 
from a large group of Subject Matter 

Experts with an approval process 
handled at a higher level.      

40     
CRM 

integration 

Web 
analytics 

integration 

41  
E-Commerce 

integration 

Community 
platform 

integration 

Brand 
monitoring 
integration   

42      

Web 
analytics 

integration 
43       

44   

Community 
platform 

integration   

Web 
analytics 

integration 
45       

46     
CRM 

integration 

Web 
analytics 

integration 

47 

Life sciences, pharma, biotech, 
medical devices: branding / 

messaging approval 
E-Commerce 

integration 

Community 
platform 

integration 

Brand 
monitoring 
integration 

CRM 
integration 

Web 
analytics 

integration 

48 

Vetting external, qualified writers 
that can contribute expertise while 

maintaining brand and industry 
standards.  

Community 
platform 

integration  
CRM 

integration 

Web 
analytics 

integration 

49 
Finance/Pharma - Moderation of 

contributed content, content filters 
E-Commerce 

integration 

Community 
platform 

integration 

Brand 
monitoring 
integration 

CRM 
integration 

Web 
analytics 

integration 
50       
51       

52 
In app messaging feature, to talk 

directly on the content type 
E-Commerce 

integration   
CRM 

integration 

Web 
analytics 

integration 
53       



54 

Planning and management: 
Leverage editorial calendars and 

workflow tools available in our 
software. (Financial Services)  

Community 
platform 

integration 

Brand 
monitoring 
integration 

CRM 
integration 

Web 
analytics 

integration 
55       

56   

Community 
platform 

integration  
CRM 

integration 

Web 
analytics 

integration 

57   

Community 
platform 

integration  
CRM 

integration 

Web 
analytics 

integration 

58 

Ensuring the Social Governance 
program (and application of 

Brandle) meets corporate risk plans 
and regulatory requirements for 

review of process.      

59 
Integrated brand and compliance 

guidelines for content creation  

Community 
platform 

integration 

Brand 
monitoring 
integration 

CRM 
integration 

Web 
analytics 

integration 

60 
All industries -- brand and language 

integrity 
E-Commerce 

integration 

Community 
platform 

integration 

Brand 
monitoring 
integration 

CRM 
integration 

Web 
analytics 

integration 

61   

Community 
platform 

integration 

Brand 
monitoring 
integration 

CRM 
integration  

62   

Community 
platform 

integration  
CRM 

integration 

Web 
analytics 

integration 

63 Privacy 
E-Commerce 

integration 

Community 
platform 

integration 

Brand 
monitoring 
integration 

CRM 
integration 

Web 
analytics 

integration 

65 
Pharmaceuticals shares the same 

requirements as Financial Services 
E-Commerce 

integration 

Community 
platform 

integration   

Web 
analytics 

integration 

66 Policy – Team Alignment  

Community 
platform 

integration 

Brand 
monitoring 
integration 

CRM 
integration 

Web 
analytics 

integration 

67 Permissions (by user, by channel) 
E-Commerce 

integration 

Community 
platform 

integration 

Brand 
monitoring 
integration 

CRM 
integration 

Web 
analytics 

integration 



68   

Community 
platform 

integration   

Web 
analytics 

integration 
 

  



Part 42 

Response 
ID 

Support system 
integration: With 
which of the 
following 
PLATFORMS 
does your 
software 
integrate? (e.g. 
content) (Select 
all that apply) 

Business 
communications 
integration: With 
which of the 
following 
PLATFORMS does 
your software 
integrate? (e.g. 
content) (Select all 
that apply) 

Contact center 
integration: 
With which of 
the following 
PLATFORMS 
does your 
software 
integrate? (e.g. 
content) (Select 
all that apply) 

Business 
intelligence 
integration: 
With which of 
the following 
PLATFORMS 
does your 
software 
integrate? (e.g. 
content) (Select 
all that apply) 

E-mail marketing 
integration: With 
which of the 
following 
PLATFORMS 
does your 
software 
integrate? (e.g. 
content) (Select 
all that apply) 

Marketing 
Automation: 
With which of 
the following 
PLATFORMS 
does your 
software 
integrate? (e.g. 
content) (Select 
all that apply) 

9       

13      
Marketing 

Automation 
15       

16  

Business 
communications 

integration  

Business 
intelligence 
integration 

E-mail marketing 
integration 

Marketing 
Automation 

17 
Support system 

integration      

18   
Contact center 

integration 

Business 
intelligence 
integration 

E-mail marketing 
integration 

Marketing 
Automation 

19       

20     
E-mail marketing 

integration 
Marketing 

Automation 

21 
Support system 

integration 

Business 
communications 

integration 
Contact center 

integration  
E-mail marketing 

integration 
Marketing 

Automation 

22     
E-mail marketing 

integration 
Marketing 

Automation 
23       

25     
E-mail marketing 

integration 
Marketing 

Automation 
26       
27       
28       
29       



30       
31       
32       

33     
E-mail marketing 

integration  

34    

Business 
intelligence 
integration   

35     
E-mail marketing 

integration 
Marketing 

Automation 

36 
Support system 

integration  
Contact center 

integration 

Business 
intelligence 
integration 

E-mail marketing 
integration 

Marketing 
Automation 

37 
Support system 

integration 

Business 
communications 

integration  

Business 
intelligence 
integration  

Marketing 
Automation 

38 
Support system 

integration   

Business 
intelligence 
integration 

E-mail marketing 
integration  

39  

Business 
communications 

integration  

Business 
intelligence 
integration 

E-mail marketing 
integration 

Marketing 
Automation 

40     
E-mail marketing 

integration 
Marketing 

Automation 

41 
Support system 

integration     
Marketing 

Automation 
42       
43       

44     
E-mail marketing 

integration 
Marketing 

Automation 
45       

46     
E-mail marketing 

integration 
Marketing 

Automation 

47 
Support system 

integration 

Business 
communications 

integration 
Contact center 

integration 

Business 
intelligence 
integration 

E-mail marketing 
integration 

Marketing 
Automation 

48       

49 
Support system 

integration 

Business 
communications 

integration 
Contact center 

integration 

Business 
intelligence 
integration 

E-mail marketing 
integration 

Marketing 
Automation 



50       
51       

52    

Business 
intelligence 
integration 

E-mail marketing 
integration 

Marketing 
Automation 

53       

54 
Support system 

integration    
E-mail marketing 

integration 
Marketing 

Automation 
55       

56     
E-mail marketing 

integration 
Marketing 

Automation 

57     
E-mail marketing 

integration 
Marketing 

Automation 
58       

59     
E-mail marketing 

integration 
Marketing 

Automation 

60 
Support system 

integration 

Business 
communications 

integration 
Contact center 

integration 

Business 
intelligence 
integration 

E-mail marketing 
integration 

Marketing 
Automation 

61 
Support system 

integration 

Business 
communications 

integration    
Marketing 

Automation 

62 
Support system 

integration 

Business 
communications 

integration     

63 
Support system 

integration 

Business 
communications 

integration 
Contact center 

integration 

Business 
intelligence 
integration 

E-mail marketing 
integration 

Marketing 
Automation 

65 
Support system 

integration     
Marketing 

Automation 

66 
Support system 

integration   

Business 
intelligence 
integration 

E-mail marketing 
integration 

Marketing 
Automation 

67 
Support system 

integration  
Contact center 

integration 

Business 
intelligence 
integration   

68     
E-mail marketing 

integration 
Marketing 

Automation 
  



Part 43 

Response 
ID 

Public data 
integration: With 
which of the 
following 
PLATFORMS does 
your software 
integrate? (e.g. 
content) (Select all 
that apply) 

Other: With which of 
the following 
PLATFORMS does 
your software 
integrate? (e.g. 
content) (Select all 
that apply) 

None of the above: 
With which of the 
following 
PLATFORMS does 
your software 
integrate? (e.g. 
content) (Select all 
that apply) 

Other: With which 
of the following 
PLATFORMS does 
your software 
integrate? (e.g. 
content) (Select all 
that apply) 

E-Commerce 
integration: 
With which of 
the following 
DATA SETS 
does your 
software 
integrate? 
(Select all that 
apply) 

Community platform 
integration: With 
which of the 
following DATA 
SETS does your 
software integrate? 
(Select all that 
apply) 

9       
13       
15       

16  other  

any proprietary 
CMS or platform 
that accepts our 

content data API   
17       

18 
Public data 
integration    

E-Commerce 
integration 

Community platform 
integration 

19       

20     
E-Commerce 

integration  

21 
Public data 
integration other  

Google Base 
Product Feed 

E-Commerce 
integration  

22       
23   none    

25      
Community platform 

integration 
26  other  All via API   
27       
28       
29       
30       
31       
32       

33      
Community platform 

integration 



34       
35  other  Social media   

36 
Public data 
integration    

E-Commerce 
integration 

Community platform 
integration 

37  other  

Compliance 
software. 

Broadcast 
integration.  

Community platform 
integration 

38       

39  other  

Content 
Management 

System, Social 
Management 

System   

40  other  bitly  
Community platform 

integration 

41     
E-Commerce 

integration  
42       

43  other  

Data is exportable 
for easy integration 
with complimentary 

systems for 
marketing and 

sales automation   
44       
45       
46       

47 
Public data 
integration    

E-Commerce 
integration 

Community platform 
integration 

48     
E-Commerce 

integration  

49 
Public data 
integration    

E-Commerce 
integration 

Community platform 
integration 

50   none    
51       

52      
Community platform 

integration 
53   none    



54 
Public data 
integration      

55  other  N/A   
56  other  CMS   

57 
Public data 
integration      

58 
Public data 
integration      

59 
Public data 
integration      

60 
Public data 
integration    

E-Commerce 
integration 

Community platform 
integration 

61  other  Hootsuite  
Community platform 

integration 

62 
Public data 
integration      

63 
Public data 
integration    

E-Commerce 
integration 

Community platform 
integration 

65     
E-Commerce 

integration 
Community platform 

integration 

66      
Community platform 

integration 

67     
E-Commerce 

integration  

68 
Public data 
integration     

Community platform 
integration 

 

  



Part 44 

Response 
ID 

Brand 
monitoring 
integration: With 
which of the 
following DATA 
SETS does 
your software 
integrate? 
(Select all that 
apply) 

CRM integration: 
With which of the 
following DATA 
SETS does your 
software 
integrate? (Select 
all that apply) 

Web analytics 
integration: With 
which of the 
following DATA 
SETS does your 
software 
integrate? 
(Select all that 
apply) 

Support system 
integration: With 
which of the 
following DATA 
SETS does your 
software 
integrate? (Select 
all that apply) 

Business 
communications 
integration: With 
which of the 
following DATA 
SETS does your 
software integrate? 
(Select all that 
apply) 

Contact center 
integration: 
With which of 
the following 
DATA SETS 
does your 
software 
integrate? 
(Select all that 
apply) 

9       

13 

Brand 
monitoring 
integration      

15       
16       
17       

18 

Brand 
monitoring 
integration CRM integration 

Web analytics 
integration 

Support system 
integration 

Business 
communications 

integration 
Contact center 

integration 
19       

20  CRM integration 
Web analytics 

integration    

21   
Web analytics 

integration    

22   
Web analytics 

integration    
23       

25   
Web analytics 

integration    
26       
27       
28       
29       
30       
31       

32   
Web analytics 

integration    



33   
Web analytics 

integration    

34   
Web analytics 

integration    

35   
Web analytics 

integration    

36 

Brand 
monitoring 
integration CRM integration 

Web analytics 
integration 

Support system 
integration  

Contact center 
integration 

37 

Brand 
monitoring 
integration CRM integration 

Web analytics 
integration    

38 

Brand 
monitoring 
integration  

Web analytics 
integration 

Support system 
integration   

39       

40  CRM integration 
Web analytics 

integration    

41 

Brand 
monitoring 
integration      

42   
Web analytics 

integration    
43       
44       
45       

46  CRM integration 
Web analytics 

integration    

47 

Brand 
monitoring 
integration CRM integration 

Web analytics 
integration 

Support system 
integration 

Business 
communications 

integration 
Contact center 

integration 

48 

Brand 
monitoring 
integration CRM integration 

Web analytics 
integration  

Business 
communications 

integration 
Contact center 

integration 

49 

Brand 
monitoring 
integration CRM integration 

Web analytics 
integration 

Support system 
integration 

Business 
communications 

integration 
Contact center 

integration 
50       
51       



52  CRM integration 
Web analytics 

integration    
53       

54 

Brand 
monitoring 
integration CRM integration 

Web analytics 
integration    

55       

56  CRM integration 
Web analytics 

integration    

57  CRM integration 
Web analytics 

integration    
58       

59 

Brand 
monitoring 
integration CRM integration 

Web analytics 
integration  

Business 
communications 

integration  

60 

Brand 
monitoring 
integration CRM integration 

Web analytics 
integration 

Support system 
integration 

Business 
communications 

integration 
Contact center 

integration 

61   
Web analytics 

integration    

62   
Web analytics 

integration 
Support system 

integration 

Business 
communications 

integration  

63 

Brand 
monitoring 
integration CRM integration 

Web analytics 
integration 

Support system 
integration 

Business 
communications 

integration 
Contact center 

integration 

65   
Web analytics 

integration 
Support system 

integration   

66 

Brand 
monitoring 
integration CRM integration 

Web analytics 
integration 

Support system 
integration   

67 

Brand 
monitoring 
integration CRM integration 

Web analytics 
integration 

Support system 
integration  

Contact center 
integration 

68   
Web analytics 

integration    
 

  



Part 45 

Response 
ID 

Business 
intelligence 
integration: With 
which of the 
following DATA 
SETS does your 
software integrate? 
(Select all that 
apply) 

E-mail marketing 
integration: With 
which of the 
following DATA 
SETS does your 
software integrate? 
(Select all that 
apply) 

Marketing 
Automation: With 
which of the 
following DATA 
SETS does your 
software integrate? 
(Select all that 
apply) 

Public data 
integration: With 
which of the 
following DATA 
SETS does your 
software 
integrate? (Select 
all that apply) 

Other: With 
which of the 
following DATA 
SETS does 
your software 
integrate? 
(Select all that 
apply) 

None of the 
above :With 
which of the 
following DATA 
SETS does your 
software 
integrate? (Select 
all that apply) 

9  
E-mail marketing 

integration     

13   

Marketing 
Automation (e.g. 

Marketo, HubSpot)    
15       
16     other  
17      none 

18 

Business 
intelligence 
integration 

E-mail marketing 
integration 

Marketing 
Automation (e.g. 

Marketo, HubSpot) 
Public data 
integration   

19       

20  
E-mail marketing 

integration 

Marketing 
Automation (e.g. 

Marketo, HubSpot)    

21   

Marketing 
Automation (e.g. 

Marketo, HubSpot) 
Public data 
integration other  

22   

Marketing 
Automation (e.g. 

Marketo, HubSpot)    
23      none 

25    
Public data 
integration   

26      none 
27      none 
28       
29       
30       



31       
32     other  

33   

Marketing 
Automation (e.g. 

Marketo, HubSpot)    
34       

35  
E-mail marketing 

integration 

Marketing 
Automation (e.g. 

Marketo, HubSpot)    

36 

Business 
intelligence 
integration 

E-mail marketing 
integration 

Marketing 
Automation (e.g. 

Marketo, HubSpot) 
Public data 
integration   

37 

Business 
intelligence 
integration 

E-mail marketing 
integration 

Marketing 
Automation (e.g. 

Marketo, HubSpot)  other  

38 

Business 
intelligence 
integration 

E-mail marketing 
integration     

39 

Business 
intelligence 
integration 

E-mail marketing 
integration 

Marketing 
Automation (e.g. 

Marketo, HubSpot) 
Public data 
integration other  

40 

Business 
intelligence 
integration 

E-mail marketing 
integration 

Marketing 
Automation (e.g. 

Marketo, HubSpot)    

41   

Marketing 
Automation (e.g. 

Marketo, HubSpot)    
42       
43      none 
44      none 
45       

46  
E-mail marketing 

integration 

Marketing 
Automation (e.g. 

Marketo, HubSpot)    

47 

Business 
intelligence 
integration 

E-mail marketing 
integration 

Marketing 
Automation (e.g. 

Marketo, HubSpot) 
Public data 
integration   

48 

Business 
intelligence 
integration 

E-mail marketing 
integration 

Marketing 
Automation (e.g. 

Marketo, HubSpot)    



49 

Business 
intelligence 
integration 

E-mail marketing 
integration 

Marketing 
Automation (e.g. 

Marketo, HubSpot) 
Public data 
integration   

50      none 
51       

52 

Business 
intelligence 
integration 

E-mail marketing 
integration 

Marketing 
Automation (e.g. 

Marketo, HubSpot)    
53      none 

54  
E-mail marketing 

integration 

Marketing 
Automation (e.g. 

Marketo, HubSpot) 
Public data 
integration   

55     other  

56  
E-mail marketing 

integration 

Marketing 
Automation (e.g. 

Marketo, HubSpot) 
Public data 
integration other  

57  
E-mail marketing 

integration 

Marketing 
Automation (e.g. 

Marketo, HubSpot) 
Public data 
integration   

58    
Public data 
integration   

59   

Marketing 
Automation (e.g. 

Marketo, HubSpot) 
Public data 
integration   

60 

Business 
intelligence 
integration 

E-mail marketing 
integration 

Marketing 
Automation (e.g. 

Marketo, HubSpot) 
Public data 
integration   

61       
62       

63 

Business 
intelligence 
integration 

E-mail marketing 
integration 

Marketing 
Automation (e.g. 

Marketo, HubSpot) 
Public data 
integration   

65   

Marketing 
Automation (e.g. 

Marketo, HubSpot)    

66 

Business 
intelligence 
integration 

E-mail marketing 
integration 

Marketing 
Automation (e.g. 

Marketo, HubSpot)    



67 

Business 
intelligence 
integration      

68  
E-mail marketing 

integration 

Marketing 
Automation (e.g. 

Marketo, HubSpot)    
 

  



Part 46 

Response 
ID 

Other: With which of 
the following DATA 
SETS does your 
software integrate? 
(Select all that apply) 

Does your software 
offer an API? 

Please provide an example of 
how your software's API has been 
used: 

Please describe your company's 12 
month ROADMAP? Where will you be 
focusing product, marketing, 
positioning, etc.? (Please share an 
overview in no more than 2-3 
sentences.) 

9  
Yes, we provide an 

API   

13  
Yes, we provide an 

API  

Our product will support more social 
networks, offer more sophisticated 

predictive analytics and be integrated 
with complimentary services. As a 

company we'll continue to differentiate 
ourselves through our commitment to 

providing our clients innovative 
solutions to their social media 

marketing challenges. 
15     

16 

None currently, our 
intent is to be the 

main data center for 
content asset 

performance, but we 
are beginning to look 
at which platforms to 
prioritize future  data 

integrations (i.e. CRM 
& MAP) 

Yes, we provide an 
API 

Our Stories API is used to easily 
connect proprietary CMS systems 
and open API platforms to reduce 

steps in the online publishing 
process. Most companies use this 

API to automatically publish 
content assets on their website 

once that asset is approved and 
all workflows are fulfilled, but a 
growing segment of customers 

also use the  API for custom 
reporting needs and email 

marketing needs. 

Contently is currently enhancing three 
areas of our product that help our 

clients and content marketers the most 
- content technology, global talent, and 

world-class, content marketing 
strategy expertise.     In regards to our 

technology, we want content 
marketers not only to produce great 

content, but to understand exactly 
what works and why it works so they 
can do more of the things that work, 
and less of the ones that don't.    In 

regards to our talent, we will continue 
expanding our premium network of 

50K vetted creatives in 60 international 
cities to additional markets where our 

clients need local support.    In regards 
to our in-house strategy expertise, 

which is currently made up of over 50 
award-winning industry veterans who 

have previously been managing 



editors, creative directors, and 
marketing executives, we will continue 

to serve more exotic and ambitious 
client needs - from original market 

research to complex data-analysis and 
visualization. 

17  
Yes, we provide an 

API 

Our API is used to serve data to 
our own front-end application, 

Facebook, Twitter and LinkedIn. 
We're also working with Red Bull 

to feed content from DivvyHQ (via 
our API) into a custom CMS that 

Red Bull is developing. 

Three main focus areas: 1) Improving 
user experience and functionality 
within our application to increase 

utilization of content 
creation/production features (better 
production experience). 2) Build out 

our reporting and analytics 
capabilities. 3) Continue to complete 

integrations with third-party distribution 
and promotion platforms (CMS, 

marketing automation, SMM, etc.). 

18  
Yes, we provide an 

API 
Real-time personalization in 

mobile apps 

Our roadmap is built on two tracks: 
user experience improvements 

through client feedback, and a next-
generation next-best-action system 
coupled to a content marketing ROI 

reporting engine. Although we 
currently play primarily in content 

marketing, we will increasingly apply 
Content Intelligence to unstructured 

customer data in CRM and call center 
environments. 

19     

20  
Yes, we provide an 

API 

API is primarily used as a way to 
deliver content to custom displays 

and interactive experiences and 
to sync data across a variety of 
platforms (analytics, CRM, etc.) 

Overarching goals for next 12 months 
from a product standpoint are to 

continue to expand the number of out 
of the box use cases where brands 
can easily leverage user generated 

content (more email, ads, visual 
reviews, etc.).     Focus on enhancing 

the eCommerce use case and 
strengthening our products ability to 

not simply collect, curate, and display 
content but use machine learning and 



data analysis to optimize and serve 
the "best content" and drive highest 

performance. 

21 CSV Imports 
Yes, we provide an 

API 
http://www.smithoptics.com/ - 
REST API dynamic displays 

We will continue to take in more UGC 
inputs (social and structured) as well 

as develop more displays - mobile and 
ads. We will continue to focus on 

content rich business processes such 
as product launches and digital point 

of purchase displays via retailers. 

22  
No, we do not have an 

API and don't plan to  

Product - focusing on integrations with 
marketing automation systems and 

CRM systems.    Marketing: 
generating more leads for our US$500 

offer, and generating brand 
awareness.    Positioning: move up 

from small customers towards medium 
sized companies 

23  
Yes, we provide an 

API  

Product:  Build out our suite of 
integrations (Salesforce, 

SimpleReach, WordPress, other 
CMSs) and launch several new UIs.   

Sales/Marketing:  reach beyond early 
adopters to more mainstream 

publishers and brands.  Expand 
platform deeper into agencies and 

content studios as VARS 

25  
Yes, we provide an 

API 

1) Integrate Rallyverse features 
into the Clients Content 

Marketing/Social Marketing 
Platform  2) To build a content 

marketing/ social marketing 
platform  3) Bring content directly 
from Rallyverse into a customer's 

intranet or external web assets. 

Our Efforts are 2 fold - Creation & 
Amplification.  1) Creation is focused 

on images & long form content.  Image 
editing, enhanced image library.    2) 

Amplification - Integration/partnership 
with paid programs for better media 

ROI 

26  
Yes, we provide an 

API 

One of our enterprise level 
customers is delivering approved 

content to web, mobile, print, 
hotel TV screens and airplane TV 

screens. 

We're going to become the worlds first 
Intelligent, and adaptive content 
platform built for content people. 



27  

No, but we plan to 
have an API within the 

next 12 months  

Focus for 2015 - developing a CPA 
cost model. Building out an ecosystem 
of tech/strategic partnerships with data 

and activation and integration 
partners. Platform facelift. 

28     
29     
30     
31     

32 

DMPs and specialty 
data sources (i.e. 
BlueKai, IXI, etc.) 

No, but we plan to 
have an API within the 

next 12 months  

We are driving our platform (and how 
we position it) in a direction of 

sequencing content to targeted online 
users at nearly any digital touchpoint 

where they can be reached - and 
individually tailored to their interests 

and past behavior. Based on this 
underlying purpose, the next 12 

months of roadmap for us focus on: (1) 
expanding to additional digital 

channels beyond advertising, (2) new 
formats and interactive features for 
presenting branded content and (3) 

continued enrichment of our core 
content sequencing decisioning 

technology inclusive of new data 
integrations, expanded analytics and 
more complex use cases via industry 

partnerships. 

33  

No, but we plan to 
have an API within the 

next 12 months  

Free SAAS tool for Influencer 
incentives for Agencies and Brands to 

align their content creators with the 
success of their content. 

34  
Yes, we provide an 

API 

Product is an api that integrates 
with a publisher's video player / 

OVP 

More personalization features on video 
player so users can actively 

experience personalization. More 
editorial and programming controls for 

publishers. 

35  
Yes, we provide an 

API Integration with web widgets. 

An integrated Content and Social 
media marketing platform to discover 

content, curate content, publish on 



social media, leverage employee and 
influencer advocates and engage 

audiences. 

36  
Yes, we provide an 

API 

Sprinklr clients leverage the API 
to accomplish a wide range of 

activities such as publishing from 
third party applications, running 

additional reporting and analysis 
for earned and owned data, 

integrating with asset 
management systems, 

augmenting content curation 
capabilities, customer profile 

integration with third party 
systems, and more. 

Sprinklr is focused on helping brands 
achieve digital transformation and 

succeed at omnichannel marketing. 
This requires an end-to-end 

infrastructure, resulting in unified 
workflows, data, and customer 

profiles. To support this, Sprinklr's 12 
month roadmap involves adding new 

functionality and integrating with 
leading CRM, marketing, and data 

technologies. Sprinklr will offer brands 
a single, integrated platform that 

allows them to engage with a single 
voice and produce meaningful content 

across the customer lifecycle. 

37 

COMMENT: Does this 
question entail 

ingesting data or 
exporting data? 

Yes, we provide an 
API 

We provide a number of APIs to 
support different use cases, for 
example we provide a Content 

Center API for ingestion of 
external content. 

We view our investment in social 
technology as meeting the next set of 

needs for sophisticated social 
marketers - more robust planning tools 
for content marketing, more automated 

moderation and increased reach 
through paid publishing. We think of 

this as “Covering More That Matters to 
Marketers”. We are also focused on 

"Helping the Marketer Work Smarter". 
Through digital inputs, insights and 

signals to drive more automation, 
recommendations and greater 

efficiencies with fewer steps, we are 
making the job of the resource-

strapped social marketer easier and 
more time-efficient. 

38  
Yes, we provide an 

API 

Integration of keyword position 
data with other software 

applications. 

gShifts 12 month roadmap is focused 
on providing insights to marketers on 

how to create smarter content 
leveraging search and social data. 

Specific areas of focus include custom 



data dashboards, competitive analysis, 
Smart URL tracking and enterprise 

reporting. 

39 

Business Data (i.e., 
Dun & Bradstreet, 

Freebase) 
Yes, we provide an 

API 

Description of how SportingNews 
is using the API.    Through a 

combination of Facebook’s Open 
Graph and PublishThis’ API, 

Sporting News was able to bring 
instant personalization to its iPad 
app, allowing it to surface a fan’s 
favorite sports teams and provide 

news feeds specific to their 
interests 24/7. 

PublishThis' platform is getting a 
revision in this timeframe that will 

make the platform more immediate 
with easy-to-use content monitoring 

tools, templates for content creation, 
more format options to make it quick 

and flexible to send content to any 
destination, and more of a focus on 

performance analytics and social 
trending options.    PublishThis is 

working aggressively with channel 
partners to align with CMS, email 

management, social tools, and 
marketing automation/scheduling 

platforms. We want to be the content 
utility of choice to help mid-to-

enterprise businesses scale and 
perfect their content mix to drive 

revenue.    On the marketing side, 
PublishThis will match its expanded 

focus with a simpler message: 
PublishThis helps businesses deliver 

better content more often across all 
digital destinations. 

40  
Yes, we provide an 

API Currently not public. 

enterprise content marketing 
taxonomy. helping companies with 

larger numbers of content marketing 
assets to categorize and optimize their 

programs using squeezecmm as a 
taxonomy and categorization engine 

41  
Yes, we provide an 

API 

Front-end developers & designers 
build their own displays on top of 

Chute's workflow & back end 
system . Sample: 

http://www.gohawaii.com/en/#/big
-island/map 

Chute's mission is to help brands gain 
mastery of the world's visual media. 

We're helping brands get insights into 
everything happening around the web 

about their brand, competitors and 
industry. 



42  

No, but we plan to 
have an API within the 

next 12 months  
Improved UI  Enhanced analytics and 

performance reporting 

43  
Yes, we provide an 

API 

Internal usage: Visualizing 
content geographically: 

http://www.scribblesoda.com/?p=
173    Client usage: Bayer 

discussion forum: 
www.dialogue.cropscience.bayer.

com/Forum/your-role-in-the-
future-of-farming.aspx 

ScribbleLive believes that there are 
significant market opportunities around 

the intersection of content, social, 
advertising and optimization to help 

marketers grow and convert audiences 
at the awareness and interest stages 

of the funnel (prior to handoff to 
marketing automation and CRM 

systems).  Our product roadmap is 
focused on (i) measuring the 

performance of all content across 
channels; (ii) providing 

recommendations to marketers on 
channel, audience, and influencers to 
iteratively improve performance; and, 

(iii) providing an open platform that 
can seamlessly exist with other 
systems (e.g. CRM, marketing 

automation, CMS, SMM). 

44  
Yes, we provide an 

API 

Digital.NYC uses Opentopic's API 
to easily integrate a steady 

stream of targeted content into 
their start up media hub. 

Digital.NYC defined the topics 
that were relevant to their 

audience, and using Opentopic's 
API, automatically publishes them 

on their website. 

At the core of Opentopic’s curation 
platform is a patent-pending discovery 

technology that provides marketers 
with high-value content that drives 
better and more frequent audience 
engagement. We’ll continue to lead 

the market with this technology, while 
also addressing opportunities for 
improved user experience, with a 

focus on enterprise use cases. 
45     

46  
Yes, we provide an 

API 

Push data into Marketing 
Automation or CRM from 

SnapApp.  Push content into 
other third parties such as landing 

page or blog. 

Product: We are focused on new 
content types (for instance we are 

about to announce interactive video), 
usability and analytics.  

Marketing/positioning: We are focused 
on B2B marketers and in addition to 



direct sales we are expanding our 
partner network. 

47  
Yes, we provide an 

API 

Many examples as indicated by 
the number of our technology 

partners: 
http://topliners.eloqua.com/comm

unity/appcloud We can discuss during a live briefing. 

48  
Yes, we provide an 

API 

The API can be used to 
programmatically request data 

from the Skyword Platform, create 
assignments, and mark content 

as published. 

In the next year, Skyword will continue 
to build its leadership position as the 

best place for original, sustainable 
brand storytelling.  To do this, Skyword 

will complete updates to support rich 
multimedia content types, expand its 

global ecosystem of partners and 
content creators and drive increased 

global functionality to support its 
growing list of enterprises executing 

content marketing programs 
throughout the world. 

49  
Yes, we provide an 

API 
To create 'magic wall' of social 

feeds for conference 

Over the next year the RebelMouse 
roadmap is laser focused on becoming 

the easiest to use, most effective 
enterprise CMS in the world for brand 

marketers and media companies.    
We will continue to build out dynamic 

personalization and community (social 
CRM) tools to deliver a fanatically loyal 

audience as well as tools to spread 
content across the distributed, mobile 

social web to build subscriber and 
casual audiences to maximize reach. 

50  
Yes, we provide an 

API 

http://www.worldstartupwiki.org/ - 
This is a world startup guide that 
was generated programmatically 

using the Silk API. 

Silk is focused on driving adoption and 
building a social layer that will allow 

data publishers to build audiences and 
tap a rich palette of visualization types 
to encourage viral sharing of their data 
content both inside and outside of the 

Silk data platform. 
51     



52  
Yes, we provide an 

API 

A common pain point for many of 
our customers is connecting new 

and legacy systems together to 
make sense of all of their 
marketing efforts.  Kapost 

released it's API to help 
customers solve this pain point 

and seamlessly connect Kapost 
to the platforms they are already 

using.  Customers have used our 
API at least three ways:  (1) to 

pull approved/completed content 
from Kapost and the associated 
meta data on that content into a 

legacy system for reporting 
purposes, (2) to pull analytics 

Kapost has collected on the 
content residing in Kapost into a 

centralized data analytics 
warehouse, and (3) to publish 

approved/completed content 
created in Kapost to a custom 

CMS or content repository. 

We are focused on 3 main themes:   - 
Surfacing and discovery of content to 

internal teams   - Tools to 
operationalize a content strategy 

(visual planning - through data driven 
feedback loops)   - Elegant handling of 

enterprise content complexity 

53  
Yes, we provide an 

API 
Our back-end is plugged into DSP 

functionality 

TripleLift will be looking to integrate its 
platform with every DSP and 

exchange to ensure anyone can 
access our native technology 

programmatically.  We will also be 
focussing on advancing our native 

video capabilities. 

54  
Yes, we provide an 

API 

Our software’s content collections 
API is used to help brands scale 
their content distribution across 

various parts of their website. Our 
API allows brands to set up 

unique content feeds, usually 
organized topic, then integrate 

these feeds with different sections 
of their site. Therefore, customers 
can simply publish content into a 

Our company’s roadmap is focused on 
providing our customers with two key 

areas of value: First, helping global 
enterprise brands simplify and scale 

the entire content marketing process; 
and second, helping brands drive real 

ROI by engaging the right people, with 
the right content, at the right time and 

place. As such, we will continue to 
invest in building out robust marketing 



feed or adjust the order of 
existing content in a feed to 

ensure their sites are always 
displays fresh and relevant 
content.     Prudential uses 

NewsCred’s API to push both 
licensed and original content to 

their Roundtable website. Our API 
allows Prudential to manage their 
content within each section of this 
site. For example, Prudential can 
ensure that the Featured Articles 

section of the site always displays 
the most prominent information 

while Latest News can display the 
most up-to-date information. 

http://www.bringyourchallenges.c
om/roundtable/ 

asset management for global 
enterprises, integrations with 
automation, CRMs and email 

marketing, and will continue to scale 
our analytics and Audience Insights 

suite, building capabilities for content 
marketing as well as other areas of the 
organization (social selling, recruiting, 

etc.). 

55 N/A 
Yes, we provide an 

API 
To retrieve content and auto 

publish to CMS 

A bit focus on user experience with a 
goal of ensuring a maximum of 30 

minutes training required.    Flexibility - 
ensuring that the product provides as 

much customisation as possible.     
Analytics - providing insights into the 

ROI of content. 

56 URL shorteners, other 
Yes, we provide an 

API 

"in the news" landing pages  "in 
the news" widgets  mobile apps  

email subscriber list management  
dynamic content customization  

proprietary crm integration  
integration into custom 

applications sold by OEM 
hardware manufacturers  flat 

screen monitors in kiosk displays  
Integrate into proprietary CMSs 

We will continue to invest in meeting 
the needs of B2B content marketers 

across the areas of:   - content 
marketing strategy   - content creation 

and curation (production)  - content 
distribution and promotion   - content 

analytics   - integration with content 
marketing and related 

applications(e.g., marketing 
automation, SFA) 

57  
Yes, we provide an 

API  

For the next 12 months, we will 
continue to accelerate market demand 
for personalized content and CTAs for 

multichannel marketing campaigns 
with focus on enterprise needs. From 



a product perspective, we plan to 
enhance our audience targeting with 

features such as account-based 
hyper-targeting and integrate more 

distribution channel options.  We will 
also test market readiness for 

campaign optimization and automated 
content recommendations. 

58  

No, but we plan to 
have an API within the 

next 12 months  

Our 2015 roadmap for the Brandle 
Presence Manager (Enterprise) 

focuses on three areas: 1) create 
features that help companies with 

large brand portfolios discover and 
manage their brand presence a brand 

at a time, allowing buy-in group-by-
group and adding stakeholders to the 
account team on a custom schedule. 
We are already well into the features 
for this area. 2) Create more features 

that dive deeper into finding and 
monitoring personal social media that 

people (such as employees) use for 
business. Brandle is adding People 

Patrol to Brand Patrol services. 3) 
Brandle will be implementing a 

solution for enterprise-wide credential 
management for social networking 

accounts. Additionally, we will be 
initiating integration efforts with social 

networks for remediation of brand 
infringement on behalf customers.    
Additionally, we will be launching 

Brandle Base, a basic version of the 
Brandle Presence Manager that allows 
a company to start small and purchase 

services a la carte (such as adding 
brands for discovery, or monitoring 
selected POPs). Brandle Base is a 

great solution for any company of any 
size. Brandle Base is currently in beta. 



59  
Yes, we provide an 

API 

Percolate has over 250 APIs with 
the ability to import or export 

almost any kind of data generated 
in the platform. 

Percolate's roadmap for the next 12 
months is to move the product beyond 

our existing social and content 
marketing features. Social media and 
content marketing have both grown in 

importance over the last few years, 
and as a result, can no longer be 

treated as organizational silos within a 
marketing department. Percolate's 

goal is to integrate social media and 
content marketing into a broader suite 

of marketing resource management 
tools. 

60  
Yes, we provide an 

API 

The Velocity API is used to 
distribute local data to the primary 

data aggregators like Infogroup, 
Neustar/Localeze, Factual. In 

addition, the API is being used to 
push data into Salesforce, 

Omniture and other enterprise 
reporting and analytics platforms. 

Our mission is to help brands drive 
customer acquisition...everywhere. 

Contextual marketing, and the rise of 
mobile searches, will fuel location-

based campaigns and strategies. Our 
roadmap includes enhancements that 

will help brands create more 
contextually-relevant content and 
experiences -- through audience, 

structured and other third-party data 
sets -- to be visible, relevant and 

engaging where and when consumers 
are looking for them across search, 

social, mobile, wearables, and in-store 
experiences. 

61  

No, but we plan to 
have an API within the 

next 12 months  

Easing the on-boarding process.  
Shortening the time-to-value; the time 

from the customer registers to they 
experience real value.  Further 

integration with paid media 
(advertising) solutions. 

62  
Yes, we provide an 

API 

Full integration into porsche.com    
http://www.porsche.com/usa/soci

al-
media/?categories=&types=&tags

=    We also offer a full software 
developer kit (SDK) 

We aim to build out a complete 
customer engagement solution.    

Focus on sales and marketing 



63  
Yes, we provide an 

API 

Adobe Audience Manager uses 
API's to connect to all the 

platforms in questions 53 and 54. 
Adobe Marketing Cloud provides 

APIs for  integration across the 
solutions but also for external 

integration.  We also offer mobile 
apis to enable 3rd parties to 

develop content for mobile 
platforms. 

Please refer to conversations from 
Adobe Summit.  We can also be 

available for additional discussions as 
needed. 

65  
Yes, we provide an 

API 

One of our partners (Fortuitas) 
used our Open API to build iOS 

and Android mobile apps for Mars 
Petcare. The apps enable Mars 
employees to view content and 
create user generated content 

from their phones. Fortuitas 
independently built these apps 

with our API's, without requiring 
technical assistance from us. 

Our roadmap is focused primarily on 
product. We want to build essential 

capabilities needed by content 
marketers (e.g. editorial calendar, 

publishing calendar, etc.) and believe 
that with a compelling product, 

marketing and positioning naturally 
follow. 

66  
Yes, we provide an 

API 
to add requests and ideas to the 

calendar from an external system 

continuing to make the product the 
most flexible and easy to use content 

marketing software for teams 

67  
Yes, we provide an 

API 

Our newest API capabilities for 
the publishing module of Social 
Studio are in use by third party 

partners today. For example, our 
Content App partners like 

Shutterstock use these APIs to 
perform calls necessary to make 
their applications work, such as 
determining what workspace a 

user is in, and publishing content 
/ images / file attachments back to 

the draft post.  Our social data 
layer API (known historically as 
Radian6 API) allows social data 

to be extended ad reimagined 
across offerings, including our 
own Social Studio Command 

In the next 12 months, Salesforce will 
further establish itself as the leader in 
digital marketing by building products 
that define and manage the customer 

journey.  Roadmap investments 
include next generation predictive 

intelligence email capabilities, social 
functionality and network expansion 

and advancements in social 
advertising capabilities.  Core content 

capabilities will expand through 
organic roadmap (content 

management, content editing) and key 
partnerships.  In 2015 we will also 
extend the integration across the 

product clouds to solidify our position 
as the only marketing cloud with a 



Center. This API allow customers 
to continue leveraging the long-
standing Radian6 API to access 

information about engagement 
and customer conversations that 

have powered their social 
business. 

complete CRM offering across every 
product by bringing together our 

Platform, Community, Sales, Service, 
Marketing, and Analytics clouds. 

68  

No, but we plan to 
have an API within the 

next 12 months  

Paper.li will significantly enhance its 
content recommendation capabilities 

(see our mobile app Juice (Juice.li) to 
see examples.   Paper.li will also start 
provisioning marketing agencies with 
content curation capabilities for their 
customers (see nowmarketinggroup 

use cases) 
 

  



Part 47 

Response 
ID 

Where do you see your company in 5 
years? What would SUCCESS look 
like? (Please share an overview in no 
more than 2-3 sentences) 

WORKFLOW: Tool that 
aids in processes 
associated with content 
strategy including 
creating governance 
documentation (style, 
editing and brand 
guidelines), content 
audits, production, 
review, approval and 
publishing processes, 
etc.: In which of the 
following areas of content 
marketing do you plan to 
INVEST in 2014? (Rank 
these in order from most 
investment to least 
investment; Feel free to 
share more in the 
comments section below) 

CURATION/AGGREGATION: 
Tool or processes that aid in 
the discovery, compiling, 
organizing, presenting, and 
publishing of existing content 
in a meaningful way that is 
on-brand and relevant to 
campaign goal: In which of 
the following areas of content 
marketing do you plan to 
INVEST in 2014? (Rank 
these in order from most 
investment to least 
investment; Feel free to 
share more in the comments 
section below) 

CREATION: Tool 
that aids in 
developing, 
building, and 
deploying 
consistent content: 
In which of the 
following areas of 
content marketing 
do you plan to 
INVEST in 2014? 
(Rank these in 
order from most 
investment to least 
investment; Feel 
free to share more 
in the comments 
section below) 

9  2 1 3 

13 

In five years Unmetric will be 
considered an essential part of every 

marketers toolkit. 1 7 2 
15     

16 

Over the next 5 years, we will continue 
to develop enterprise-grade (but 
simple to use) content tools and 

methodologies for a broader set of 
industries and company sizes.    We 

aim to make it extremely easy for 
marketers to build and retain high-

value audiences which they own and 
grow organically instead of wasting 

marketing dollars by renting and 
paying for audiences from other 

brands.      Thus, our technology 
roadmap will continue to focus on 

more depth in granular content   8 6 7 



measurement for clients.  To further 
advance our technology capabilities 

beyond analytics and 
recommendations, we are also 

focusing on partner integrations to 
provide a complete end to end 

offering. This means are working on 
Audience platforms, Curation 

platforms, CRM platforms, Distribution 
platforms, Marketing Automation 

platforms, and Social Media platforms.    
Our talent roadmap will continue to 

recruit & develop the best global 
creative network   externally and in-
house, so that our content delivery 

capabilities into Latin America, Asia,   
and Europe achieve the same 

trajectory as we see in North America. 
Through this extended network, we 

aim to be both a virtual and physical 
extension of our client's content 

operations. 

17 

Success for us is being the company 
who has helped the Fortune 500 really 

do content marketing well. We've 
helped to validate this new category of 

marketing tools, which creates 
significant results in the marketplace. 5 4 1 

18 

Our vision is to Power The Perfect 
Customer Conversation, so success 
would be to achieve a global market 

leadership position in the rapidly 
developing customer intelligence 

arena - delivering huge returns for our 
clients by providing more valuable 
customer interactions. This would 

apply our unique dataset of interest 
data derived from content interactions 

to all elements of the customer 
journey: from advertising, through 5 7 6 



marketing and sales, to support and 
advocacy. 

19     

20 

Simply put, we want to build a large 
and profitable business. There is a 

huge demand and need to platform's 
like Pixlee, that solve a real need for 

brands. 6 7 4 

21 

The de facto system of record for 
social content and social content 

creators for the Fortune 500. 1 3 7 

22 

As the leading name in the field of 
anonymous visitors conversion 

optimization.    Business wise, scaling 
our sales, having multiple enterprise 

customers and multiple resellers with 
10K+ customers.    

23 

To become the dominant modular 
publishing platform to facilitate true 

liquid publishing and agile marketing 
for brands  and content creators to 

deliver their content to users wherever 
they are, no matter the device or 

platform, and take advantage of real-
time attention. 6 4 1 

25 

Changing the way that our global 
enterprise clients create and deliver 

content to support their objectives 
across multiple departments and into 
multiple audience channels with a set 
of smart tools that intelligently marry 

the brand's marketing goals to the 
topics and conversations that matter 
most to their audiences, in whatever 

format is most appropriate. 2 6 1 
26 $100M+ in annual recurring revenues 1 3 2 

27 

effectively discover and match the 
best storytellers to brands - specific to 

the brand initiatives and goals - to 
create an ecosystem of POE content 3 8 7 



marketing unmatched by any other 
activation. Offering brands the ability 

to tap into storytellers across the globe 
28     
29     
30     
31     

32 

In 5 years OneSpot will be able to 
serially deliver content to targeted 

users on virtually any digital channel, 
driving unparalleled repeat 

engagement and ultimately business 
results for brand customers. Whether 

via ads, social news feeds, mobile 
apps, the inbox or digital TV, users are 

delighted by how relevant and useful 
branded content can be when 

intelligently selected and individually 
targeted. Brands will have changed 

their mindset from content distribution 
to content driven relationship building. 6 4  

33 
$20 million annual revenue, Cash flow 

positive.   2 
34  4 2 8 

35 

Leader in creating automatic, network 
based social engagement to attract 

traffic from social media to published 
content.  1  

36 

Consumers will receive engaging, 
frictionless experiences across all 

touchpoints, resulting in deeper and 
more meaningful relationships with 

their favorite brands. Sprinklr will be 
the platform global businesses use to 

manage this transformation, helping 
them grow fans into enthusiastic 

evangelists. 4 3 6 

37 

We are striving to be the global leader 
in social software, transforming the 

way that brands connect with 6 8 2 



consumers. We believe social is a first 
priority for businesses and that with 

smarter insights from social 
audiences, we can provide 

improvements in every aspect of our 
customers' organizations across digital 

and enterprise. 

38 

gShift is an all-in-one SEO, social and 
content analytics and reporting 
platform, which enables digital 
agencies and brand marketing 

professionals to make better informed, 
data-driven decisions. gShift's mission 

is to become the leading enterprise 
Web presence analytics and content 

marketing optimization platform.  5  

39 

PublishThis further establishes itself 
as the ultimate content hub for content 

marketers and media companies.    
We will help thousands of brands and 

media companies industrialize their 
content production and publishing so 

they can grow their business with a 
more data-driven, scientific approach 
to content creation that scales across 

any content type, format, or 
destination to help them achieve their 
revenue goals.    We expect to be the 

leading content discovery and curation 
platform for mid to enterprise size 

brands, publishers and agencies who 
value content scale and relevance to 

meet the demands of tomorrow's 
content needs and fragmenting 

customer landscape. 1 4 2 

40 

Managing content taxonomy in 
marketing, customer service, 

employee education and 
development, and internal knowledge, 

and generating better results,    



evaluating and improving its 
effectiveness based on what is used 

and not used. 

41 

Every Fortune 500 company will 
acquire, manage and publish their 

visual assets through Chute. 1 2 3 

42 

Dominating the 'ideation' phase of 
content creation with the ability to 
suggest, test and forecast content 

performance before it is written.   1 

43 

ScribbleLive believes that we can be 
the global leader in providing a data-

driven, content marketing platform.  
We measure success in revenues 

(currently $16m annualized), revenue 
growth (100% in 2014), number of 

customers (currently ~500) and 
customer satisfaction (measured in $ 

retention, currently at 93%).  We do 
not believe that the market will 

constrain our growth and that we can 
continue to grow our revenues at the 

historical rate of 70-100% per year for 
the next five years, while maintaining 

high customer satisfaction (low churn). 5 4 7 

44 

Marketers and publishers are 
increasingly understanding how 

content curation addresses the pain 
points of digital engagement and 

audience growth.  In five years (and 
much sooner, actually) the Opentopic 

platform’s unmatched view of digital 
content and keen understanding of 
marketer and publisher needs will 

make it the go-to solution for curation. 
The experience of digital content and 
the revenue it drives will be optimized 

thanks to Opentopic. 4 1  
45     



46 
We expect either S-1 filed or has been 

acquired. 6 7 1 
47 We can discuss during a live briefing.    

48 

In five years, Skyword will be driving 
storytelling for major-enterprise level 
brands on a global scale, delivering 

rich multi-media experiences that 
inspire and motivate consumers. The 
company will help marketers across 

industries transform the way they build 
awareness and connect with 

customers by helping move away from 
interruption advertising models and 

deliver experiences that their 
customers love thereby driving 

preference and loyalty. 2 8 1 

49 

The market has realized how 
expensive and inefficient cost of 
ownership is for enterprise CMS 

platforms that require full dev teams to 
build and maintain and that are 

agnostic or blind to social and mobile-
first success metrics.    Success will 

be powering a large percentage of 
brands and media companies content 

marketing and  connected digital 
presence. 7 8 2 

50 

Silk will be the marketplace where 
everyone publishes their data. Silk will 

be like a WordPress for data - a 
dominant publishing platform that 

makes data a first-class citizen and 
allows anyone to convert data into rich 

maps, charts, and stories that are 
easy to share and easy to edit. 5 2 1 

51     

52 

The greatest challenge marketers face 
in the transition to a digital world is the 
production and distribution of a myriad 

of content assets. It is their greatest 7 8 4 



impediment to meeting their goals and 
objectives. Success for Kapost in 5 

years is solving this challenge for 
many thousands of companies around 
the globe and enabling them to reach 
new heights of success in the digital 

marketing era. 

53 

We envision success over the next 5 
years as being the go-to native 

advertising company for 
programmatic.  We want the market to 

think of TripleLift when they think of 
buying and selling native inventory 

through programmatic channels. 3 2 1 

54 

Over the next few years, NewsCred 
will build the definitive platform of 

choice for marketing, empowering 
marketers to build personal 

relationships with their audiences, at 
scale. We want to change the face of 

marketing, moving away from 
traditional media cycles and disruptive 
banner ads. Rather, our mission is to 

enable brands to truly connect with 
people through stories they love.   In 

five years, we are want our technology 
to help marketers create, deliver and 

scale relevant content that evolves 
with each individual as they interact 

with a brand across the entire 
customer journey. We’ll continue to 

help our customers deeply know their 
audiences in a way never possible 

before. We’ll integrate and connect all 
a brand’s data points – across 

channels, platforms and devices – in 
real-time, giving brands the 

intelligence they need to map the 
entire buyer’s journey with precision 
and create relevant content in real- 4 6  



time. Our data-driven intelligence will 
empower brands to plan and predict 

content & marketing performance, for 
the exact right person at the right time 

and place. 

55 

All content creators will have heard of 
Quill and content marketers will 

recommend the intuitive and useful 
tools that we provide throughout the 

industry. 3  1 

56 

We are 100% dedicated to meeting 
and exceeding the needs (latent and 

explicit) of our content marketing 
customers - today and in the future. In 
5 years we would like Curata to be the 

"go to" platform for optimizing 
businesses content marketing 

processes as part of a more 
comprehensive marketing and sales 

automation architecture. 3 5 4 

57 

In 5 years, with Triblio, we anticipate 
that intelligent cross-channel 

personalization will be normative in 
B2B marketing.   Marketers can easily 
deploy automated content campaigns 

that are truly integrated across paid 
and owned channels.  This seamless 
and simultaneous personalization will 
be for all parts of the buyers journey 

from initial awareness to purchase, to 
upsell, and retention; and incorporated 
across all touchpoints from marketing 

to sales to service.    

58 

We see greater consolidation and 
integration of social media 

management tools. 1   

59 

Percolate is looking to build what we 
call "the system of record" for 

marketing - a central platform to 
govern the actions of all internal 1 8 4 



teams, partners, channels, and 
marketing systems. Percolate is 

looking to build a large, public 
software company, with clients across 

the globe. 

60 

Our mission is to help enterprise 
brands make locations matter. What is 
known as "local marketing" today, will 

evolve into location and proximity-
based marketing. Our Velocity 

platform will evolve to become the hub 
for location-based marketing 
experiences that are visible, 

contextually relevant, and engaging. 5 1 2 

61 
The 37 Signals (now, Basecamp) of 

Content Marketing.    

62 

We want to continue our global reach 
and scale a system recognised as one 

of the best in the marketing 
technology sector. 5 3 4 

63 

Please refer to conversations from 
Adobe Summit.  We can also be 

available for additional discussions as 
needed. 8 3 1 

65 

We see an explosion in interest and 
investment in content marketing. We 

want to help fuel the content 
marketing wave with easy-to-use tools 
that help marketers drive and measure 

meaningful ROI. 5 4 8 

66 

In 5 years we will have helped our 
customers to definitively prove to their 

companies the value of investing in 
marketing strategy and we will be 

helping them to reinvest that returned 
capital in new innovations 3 4 5 

67 

Salesforce is the Customer Success 
Platform. We empower every 

company to connect to its customers 
in a whole new way. We build the 5 2 4 



most innovative sales, service, 
marketing, community, analytics & 
apps with the highest trust, fastest 

customer growth and most enabled 
global team. 

68 

Paper.li will be the tool of reference for 
small organizations and individuals re: 

content collection based on topics of 
interest and re-purposing. Markets : 

US, EU. We currently count 10M 
uniques, will be at a 5-10 times range 

in 5 years. 6 1  
 

  



Part 48 

Response 
ID 

DISTRIBUTION: Tool 
that helps content 
publishers find 
audiences via, for 
example, suggested 
headlines or stories 
across publisher sites 
or social networks: In 
which of the following 
areas of content 
marketing do you plan 
to INVEST in 2014? 
(Rank these in order 
from most investment 
to least investment; 
Feel free to share 
more in the comments 
section below) 

AUDIENCE & 
TARGETING: Tool to 
help identify who the 
target audience(s) 
is/are, where there 
are online, and the 
types of content that 
would attract them.: 
In which of the 
following areas of 
content marketing do 
you plan to INVEST 
in 2014? (Rank these 
in order from most 
investment to least 
investment; Feel free 
to share more in the 
comments section 
below) 

ANALYTICS: 
Independent of basic 
web analytics packages, 
content tools often 
contain their own 
specific analytics and 
dashboards. These can 
be wide ranging and are, 
of course, closely 
aligned with tool 
functionality.: In which of 
the following areas of 
content marketing do 
you plan to INVEST in 
2014? (Rank these in 
order from most 
investment to least 
investment; Feel free to 
share more in the 
comments section 
below) 

OPTIMIZATION: Tool 
designed for ongoing 
optimization of 
content marketing 
results over time.: In 
which of the following 
areas of content 
marketing do you 
plan to INVEST in 
2014? (Rank these in 
order from most 
investment to least 
investment; Feel free 
to share more in the 
comments section 
below) 

LEGAL & 
COMPLIANCE: Tool 
designed to identify 
and meet industry-
specific regulations 
and legal review 
requirements.: In 
which of the following 
areas of content 
marketing do you plan 
to INVEST in 2014? 
(Rank these in order 
from most investment 
to least investment; 
Feel free to share 
more in the comments 
section below) 

9 5 4 6 7 8 
13 6 4 3 5 8 
15      
16 3 4 2 1 5 
17 3 7 2 6 8 
18 4 3 2 1 8 
19      
20 8 1 3 2 5 
21 8 4 5 6 2 
22 2 4 3 1  
23 2 7 5 3 8 
25 3 4 5 7 8 
26      
27 6 2 1 4 5 
28      
29      
30      



31      
32 1 3 5 2  
33 3 4 5 1  
34 1 3 5 6 7 
35 2 3 4 5  
36 1 2 5 8 7 
37 5 3 4 1 7 
38 4 3 2 1  
39 5 6 3 7 8 
40  1 2 3  
41 8 4 5 6 7 
42  2 3   
43 3 6 2 1 8 
44 2  3   
45      
46 3 5 2 4 8 
47      
48 3 4 5 6 7 
49 3 6 5 1 4 
50 3 8 4 6 7 
51      
52 6 3 2 1 5 
53 7 6 4 5 8 
54  1 2 3 5 
55  4 2   
56 7 8 2 1 6 
57 2 1  3  
58  5 3 4 2 
59 6 7 2 5 3 
60 3 4 6 7 8 
61 3  2 1  
62 1 2 6 7 8 
63 6 2 5 4 7 
65 2 1 6 3 7 
66 6 2 1 8 7 
67 7 6 8 1 3 
68 2 3 5 4  

  



Part 49 
Response 
ID What did we miss? Please share any other information you would like us to consider. 

9  
13  
15  

16 

There are two core things that set Contently apart from other companies:    1. Great marketing technology + great 
marketing humans = marketing success.  We believe that the best cars in the world don’t live up to their potential without 
the best drivers.  Our humans (our talent network and in-house expertise) are the best in the world at content marketing, 

because they all think content-first and serve the best companies (our clients) in the world.    2. Our company culture is 
also content-first. We hire intelligent, innovative, and fun people who love a good story, many laughs -- but most 

importantly we truly care about Contently’s mission to build a better media world.     What does a better media world 
mean?  We formed the Contently Foundation to inspire, educate, and support journalists and providing them with 

financial resources to produce stories of impact. We recently won the ASJA's Donald Robinson Memorial Award for 
Investigative Journalism.    Also, we recently launched an internal Ladies@Contently group to connect the female 

employees at Contently with the larger start-up and technology communities, in hopes of raising the bar for all women 
across the start-up and tech communities. 

17 Nothing to add at this time. 

18 
ROI tools (i.e. going beyond analytics to tie specific content marketing activity to real business drivers, and optimize over 

time) 
19  
20  

21 

We believe in leveraging high-quality brand advocates as brand ambassadors, and the content you are marketing 
depends on the quality of your ambassadors. Pulse Marketing Suite generates high-quality, product relevant authorized 

UGC on-demand and @scale. We believe that the industry will move from an "opt-out" model to an "opt-in" model of 
permission to use content in marketing. We see not just permissions, but disclosures and notifications as a major reason 

preventing Fortune 500 companies from leveraging UGC more. 
22 Nothing 
23  
25  
26 We're relaunching our brand and market positioning in Sept 2015 to support the vision outlined above. 
27  
28  
29  
30  
31  
32 Thanks for being so thorough! 
33  
34  



35  

36 

Good content infuses so many moving parts of digital and social marketing. This demands an approach that works in 
tandem with marketing processes and a fully integrated marketing platform. To satisfy this need, Sprinklr has built a 

complete, integrated, and collaborative solution that unifies marketing efforts and helps brands achieve digital 
transformation.    Sprinklr uniquely empowers brands to create a connected, consistent experience across all 

touchpoints, impacting the customer journey from awareness to purchase to retention. Historically, Sprinklr clients have 
benefitted from our integrated social platform: a holistic view of the customer, collaboration to work across silos, and 

workflows all ensure brands could speak with an authentic, unified brand voice across 17+ social channels and social ad 
campaigns.     With the acquisitions of Branderati and Pluck, Sprinklr is now natively building in capabilities for brands to 

manage content across another critical touchpoint in the customer journey: brands’ websites.     This complete, 
integrated approach provides a way to bust open silos and connect content marketing to their broader strategy. Now, 

brands can more effectively plan, ideate, and collaborate on content across teams, departments, and agencies. They can 
rapidly deliver brand-appropriate content and streamline overall strategic marketing planning processes across more 

channels than ever before -- all with a unified brand voice.     Sprinklr uniquely supports marketers throughout the 
complete content lifecycle. From inspiration to planning, sourcing, distribution, and analysis, clients align content strategy 
with efficient execution of share-worthy content. Sprinklr’s content marketing solutions are built for the massive, strategic 

content needs of large brands and their agencies. 

37 

In regard to our integrations and partnerships, Spredfast believes in having an open platform to allow our customers and 
partners to leverage our APIs to better facilitate extensions of Spredfast in other platforms and to send assets to 

Spredfast. 
38  

39 

PublishThis is the only Big Content solution as that term is finally properly defined by our advisor, Robert Rose. It's not 
about the amount of content, the breadth of coverage, or even just "Intelligent Content" (multi-channel) - it's about a more 

scientific approach to content ideation, organization, production, and publishing that includes multi-source, data-smart 
about testing and optimization, and naturally multi-destination and ready for recirculation to improve ROI.    PublishThis is 

powering business intelligence through Content Listening, which is a natural evolution of Social Listening, but tuned to 
the use cases of Content Marketing. Advanced content intelligence isn't just about social listening because it takes into 

account a broader spectrum of content being produced on blogs, news sites, and any venue available via RSS in 
addition to understanding what's going on in social.    It's ultimately not just about making the marketing team smarter, 

but it's about the whole business getting more intelligent about content and leveraging that internally across the 
organization. Our platform brings a comprehensive taxonomical structure to monitoring content and this is a key 

differentiating factor for us because of the data-driven content science of our topic structure (i.e., companies, people, 
geographies, products and their specific brands across dozens of interests and industries) that delivers superior 

relevance to keyword search technology approaches.    Additionally, another key differentiating point is to bring that 
structure and organization to the content and many content silos a business produces internally and quickly marry it to 

more real-time, trending external content. Connecting all of this intelligence to our publishing tools offers powerful utility 
for external and internal use cases.    Building a bit on the previous point, PublishThis is built to enable rapid content 

mixing to dynamically scale the creation of new content experiences and formats. The real leverage point is about easily 
mining into your library of content and calls-to-action, (white papers, newsletter signups) to create new content 

experiences that include fresh and timely content. Our platform provides relevant content that can be incorporated 



naturally into any content format because the creation tools are built right into the curation system.    For example: If a 
client is creating content around Big Data to promote an upcoming webinar, he/she can quickly tap into the real-time 

web, video on YouTube, a blog post on an industry insider, and combine it into a variety of new formats - i.e. "7 Things 
You Need to Know About Big Data Right Now" that promotes his/her event. Remixed content experiences can drive 

increased traffic to sponsored content and native ads (we're seeing this with our customers), increase coverage through 
more scalable content production, and bring life back to previously published content by tying it in with the current news 

and social cycle. This is also a key to saving time for marketing/editorial teams, giving them more time to work on their 
branded content and original commentary.    Our customers keep finding new ways to build innovative content formats 

because of the utility of our platform; they don't just annotate, they use the platform to surface their own related content to 
bring back as reference in new articles, they build social conversation sections into pages, they create video listicles, 

they use it to build pages around sponsored content and native ads, they build microsites of mixed curated and 
recirculated branded content. The ability to easily create these mixed formats is a key differentiator for us and something 

we do not see across the content marketing space. 
40 thank you for all you do to support this part of the industry! 

41 

Chute is supported by incredible investors (including Foundry Group & USVP) and advisors (John Battelle, founder of 
Federated Media, Wired, and Web 2.0 Conferences). Chute also has a variety of use cases not mentioned here, from 

ads to ecommerce and live events, which can be found at http://www.getchute.com/usecases/. 
42  
43  
44  
45  

46 
SnapApp is a unique platform solely focused on helping marketers build dialogues through engaging interactive content 

experiences. 
47  

48 

[Note, Did question 59 refer to 2015 investments?  It asks where we will invest in 2014]    The biggest area missed would 
be access to content creators. One of the biggest challenges brand marketers face is the ability to find domain experts 
that can create quality content for the brand.  Only a handful of companies in the market have a vetted, global content 

contributor base, including writers, photographers, videographers, and designers). 

49 

RebelMouse is helping brands and media companies build the net generation of online properties, ones that do far more 
than let audiences read or view content, but lets them interact with he content and with each other through communities 
of interest. We create mini 'Facebooks' for brands and media companies, in a mobile-first environment that drives highly 

engaging behavior 

50 

Silk is completely different than any other content marketing platform. We blur the line between database, visualization 
tool, and web publishing tool. We allow anyone to access very sophisticated feature sets to publish, analyze and 

visualize data - all in the same platform. And we make it very easy to push data into viral feedback loops as republished 
and remixed data, while accruing SEO back to the publisher. 

51  

52 

You should add some elements that B2B companies are focusing on vs. those that B2C are hitting. Similar to what the 
industry saw in marketing automation / email marketing software category, we are noticing marked differences in the 

content marketing needs of B2C organizations, in comparison to B2B organizations.     For example, more often in B2B 



than B2C, marketers are partnering with internal stakeholders across teams to reach their buyers, in particular the sales 
team. Thus distributing content internally effectively, and getting feedback from internal stakeholders, are a critical factor, 

especially in B2B content marketing.    Also, B2C and B2B marketers operate with very distinct content production 
processes. For B2C content, the focus is on high volumes of short form content with less of a focus on long form content. 

For B2B, the focus is on lower volumes of longer form content and short form content supporting the long form assets. 
Campaigns functionality is critical to facilitate long-term planning and re-use of long-form assets. 

53  

54 

Comments for Q 61: We will also invest in ensuring our software can fully support global enterprises. Therefore we will 
support global campaign management as well as global asset management.     What did we miss?   NewsCred is the 
only content marketing platform, to date, that is focused on people-centric marketing, helping brands understand their 

audience and tailor their marketing effectively. 
55  
56  
57  

58 
Complete and accurate knowledge of a company's brand/social ecosystem is fundamental to a successful content and 

compliance strategy. You can't manage what you don't know! 

59 

With more content marketing channels than ever before, one of the biggest challenges we've seen is maintaining brand 
consistency and tying analytics back to original brand goals. It would be great to highlight some of these features in any 

analyst briefing between Percolate and Altimeter.     Thanks! 
60 The survey was comprehensive -- thank you for the opportunity to participate. 
61  
62  
63 All of the above are ongoing areas of focus and key priorities for Adobe's Digital Marketing BU. 
65 Great survey questions - we're looking forward to the resulting landscape report. Thanks for the opportunity to participate. 
66  
67  
68 Please have a check into our mobile app (content sharing recommendation engine) : http://juice.paper.li 

 

 



2.5 Vendor & Agency Briefing 
Form 

VENDOR/AGENCY Briefing Form 

Interviewees (names, titles, email):  

Analyst One Paragraph Summary: 

One Line Company Description:  

Pain Points/Customer Type:  

Best Practices/Challenges:  

Clients/Average Deal Size:  

Revenue/Business Model:  

Competitors/Differentiation: 

Strengths/Areas of Weakness: 

Trends/Future:  

Vitals: 
Year founded:  
Headquarters:  
# of employees: 
Funding (size and by which investors): 

Action Items 
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Anglia Ruskin University 
Application to Establish a Prima Facie Case 
PhD by Prior Published Work 
Rebecca Lieb 
  

4.1(b) A summary, not normally exceeding 1,000 words, summarising 
the contribution to knowledge and the significance of the 
contribution to knowledge represented by the published work and 
establishing how the work constitutes a coherent study; 

 
 
My body of research, published since 2013, forms the largest and most 
definitive body of work on digital content marketing and content strategy. I 
have conducted and published more research on digital content than 
anyone else in the field. 
 
My work is cited over 350 times on Google Scholar. I regularly receive 
interview requests from post-graduate students for theses and 
dissertations. I’ve presented my research at over 200 marketing and 
technology conferences worldwide (e.g. SXSW, Adobe, Cisco, 3M, and 
numerous trade organizations), often as keynote speaker, as well as 
addressed governmental bodies including the US Federal Trade 
Commission and the Canadian Competition Bureau. I’ve taught at a post-
graduate university level (New York University and Harbour Space 
University) and internal corporate executive education programmes.  I’m 
regularly quoted in the media as a subject matter expert (The New York 
Times, The Wall Street Journal, The Financial Times, BBC, CNN, et al, as 
well as all the leading advertising and marketing industry trade 
publications). 
 
My research provides an overview of the evolution of digital marketing and 
illustrates how it has diverged both from initial expectations and offline 
corollaries: from advertising-centric marketing to new models in which 
advertising/media buying is either absent from the marketing equation or 
constitutes a significantly smaller proportion of strategy, which has instead 
shifted to content models (owned and earned media).  
 



My series of in-depth exploratory studies of this rapidly evolving field of 
practice is, taken as a whole, a holistic examination of content strategy 
and content marketing: the creative work and form factors, content’s 
intersection with other forms of marketing (e.g. social media, advertising, 
branding, real time marketing, etc.); the evolution of the technologies 
enabling the practices, from publishing tools to much more sophisticated 
applications of artificial intelligence (AI), Beacons and sensors; the 
institutional and organizational challenges inherent in radically shifting both 
the marketing and wider organization to become both publishers and 
producers; and the new forms of metrics and analytics necessary for 
measurement.  
 
As a cohesive and comprehensive body of work, my research on content 
marketing and content strategy encompasses the following five areas: 
 

1. People: Executives, employees, consumers. 
2. Organizational Ecosystem: brands, agencies, technology vendors 
3. Technology: I’ve mapped and created a framework for the content 

technology landscape, taking into account how content-related tech 
relates to and integrates with not only other marketing technologies 
(advertising and social media) but also with broader enterprise 
software. 

4. Strategy and Process: How content is conceived, created, 
disseminated, and functions within the paid/owned/earned 
ecosystem, as well as within the real- and near real-time enterprise 
demands. 

5. Measurement: Developing a framework of “metrics that matter” for 
content, relating content performance to bottom line enterprise 
results rather than the “soft metrics” of likes, shares, etc. 

 
Marketing that entertains, educates, informs or provides utility meets 
consumer needs. This trend is only increasing with the evolution of 
technology as content (and also marketing) bleeds off of screens and 
begins to permeate the physical world we inhabit. At the same time, 
content is learning how to create itself, primarily (though not exclusively) 
via artificial intelligence. My research also scrutinizes the implications of 
this evolution and content’s future state for consumers, brands, and for 
business enterprises as a whole. 



 
Much of my work consists of firsts: the first research-based definitions of 
content marketing and content strategy; the first detailed study of 
technologies in the sector and how they interrelate with other marketing 
and enterprise tools; the first research on native advertising and real-time 
marketing, and the first research on meaningful content measurement. 
While all these areas are constantly growing and evolving, I have provided 
the baselines and benchmarks that inform nearly all future work in this 
field. 
 
Methodology 
 
While not undertaken within a formal academic context, my work has 
conforms with the most rigorous research criteria for accuracy, objectivity, 
ethical considerations, disclosure, and transparency. My publishers 
include some of the most respected independent research firms in Silicon 
Valley (The Altimeter Group and Kaleido Insights, the latter a firm I co-
founded with Altimeter alumni), as well as traditional publishers including 
Pearson Publishing divisions FT (Financial Times) Publishing, Que 
Publishing; and Kogan Page. These well known business and academic 
publishing houses employ editors, fact-checkers and subject matter 
experts to review every line (Pearson often engages me as a subject 
matter expert editor, so I can personally vouch for their comprehensive 
and scrupulous process). 
 
The bulk of my work consists of qualitative research: in-depth scripted 
interviews with senior executives and marketers at major corporations, 
technology companies, trade associations, and subject matter experts, 
e.g. attorneys, privacy practitioners, etc. I have fielded surveys, e.g. the 
first capability survey of content technology companies; and conducted 
quantative research, e.g. engaged a vendor to source, vet, and poll 500 
CPG brand executives (SVP marketing titles, physical presence in retail 
malls, no food or beverage).  
 
None of my research has been published without an editor, 
methodological vetting, thorough peer review, fact checking, 
transparency, and a process in which all subjects interviewed in the 
course of the research were asked to review the final artifact prior to 



publication and given the opportunity to provide comment or additional 
input (as well as to verify the accuracy of any attributed quotations). 
 
The peer review of my work stands up to the most intense scrutiny. Lead 
editors and reviewers of my work include the most widely respected 
analysts in the industry: Charlene Li, Brian Solis, Jeremiah Owyang, Susan 
Etlinger, Lora Cecere, and Alan Webber PhD are among this cohort.  
 
I sometimes conduct paid research on behalf of clients in the sector (e.g. 
Facebook, Edelman, Interactive Advertising Bureau [IAB], et al). It is 
indicated where commissioned research has been submitted to the 
University for consideration on the accompanying list of downloadable 
publications. This research too has been conducted in accordance with all 
standards indicated above. 
 
My work has also been published, in revised form, by academic presses 
including The College of Journalism and Mass Communications, University 
of Nebraska-Lincoln. 
 
As I wind down my career as an analyst, I have begun to teach 
postgraduate Content Marketing and Content Strategy courses at Harbour 
Space University in Barcelona. COVID has delayed an invitation to teach at 
the Indian Institute of Management in Bangalore, as well as to continue at 
Harbour Space’s new Bangkok campus. I wish to continue to contribute to 
the field in this capacity. To that end, a postgraduate degree would be 
immensely helpful and (if I may say so myself) also deserved for my 
contributions to the body of knowledge in this field, which I have helped to 
define. 
 
 
 
Additional books not cited in submitted work due either to redundancy or 
age: 
 

The New Advertising: Branding, Content, and Consumer 
Relationships in the Data-Driven Social Media Era authored one 
chapter in 2-volume compendium edited by Ruth E. Brown, PhD, 
professor of advertising and public relations in the College of 



Journalism and Mass Communications, University of Nebraska-
Lincoln (Praeger (September 19, 2016) 

 
Content Marketing: Think Like a Publisher - How to Use Content 
to Market Online and in Social Media (sole author, October 2011, 
Que Publishing). Japanese translation was required reading for all 
new Dentsu hires. 
 
The Truth About Search Engine Optimization (sole author, Feb. 
2009, FT Press/Que Publishing) 
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(c) A statement by the applicant identifying where, when and over 
what period the research contributing to the published works was 
undertaken 

 
Statement: 
 
The research that contributed to my published works was undertaken between 2011 
and the present time.  
 
During the bulk of that period I was based in New York City, but always collaborating 
with and working for research firms based in Silicon Valley, CA: The Altimeter Group 
and Kaleido Insights, a firm I co-founded with three other Altimeter alumni after 
Altimeter was sold. In 2018, I relocated to Greece. 
 
Silicon Valley is where my collaborators (researchers, peer reviewers, editors, 
designers) are based.  
 
During this entire period and until the advent of COVID-19, I travelled frequently to San 
Francisco and Silicon Valley, and also conducted research and interviewed subjects 
worldwide: at major tech conventions (SXSW; ad:tech; at corporate events sponsored 
by tech giants such as Adobe, Salesforce, IBM, Cisco, etc.) and with clients and 
contacts in the US and around the world.  
 
As is to be expected, innumerable research interviews were conducted by phone. 
 
 

 
 
Rebecca Lieb 
2 Sept., 2020 
Tsagarada, Greece 
 



Anglia Ruskin University 
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Requirement 4.1d: A signed statement by the applicant indicating the extent of 
the contribution by other collaborating researchers with reference to the 
contribution to design, analysis, conduct of the research and writing up of the 
publication. Collaborators are asked to endorse this statement. 

 
Statement: 
 
Following is a list of the publications I have submitted to the University to establish my 
eligibility for a PhD by prior published work, each with a detailed list of my research 
collaborators who have endorsed this statement. 
 

Automated Content: How Artificial Intelligence Impacts Content Throughout the 
Organization Co-authored with Jessica Groopman, who contributed subject matter 
expertise in artificial intelligence. In this report, Jessica and I shared equal responsibility 
for writing, identifying and interviewing subject matter experts, sourcing case studies, 
and sourcing and approving graphics. 

 

Three Macrotrends Impacting the Journey to 2030 This research is an equal 
collaboration between myself, Jessica Groopman, Jeremiah Owyang, and Jaimy 
Szymanski. 

 
Contextual Campaigns: Content, Context & Consumer Connections in a Post-
Screen World I was wholly responsible for this research, including sourcing outside 
graphic design. Jessica Groopman and Jaimy Szymanski were peer reviewers. 
 
The Content Marketing Software Landscape & Content Marketing RFP 
Jessica Groopman was researcher on this project, helping to arrange interviews, source 
and approve graphics, oversee an outside vendor for quantitative research, and 
produce the final artifact. The writing is mine. Charlene Li was editor and chief peer 
reviewer of the project. 
 
A Culture of Content 
Jessica Groopman’s original role on this project was as researcher (see above), but her 
insights and suggestions were invaluable, this was her first co-byline on a research 
report. Susan Etlinger was editor and chief peer reviewer of the project. 
 



Content Marketing Performance: A Framework to Measure Real Business Impact: 
I co-authored and wrote this research with Susan Etlinger, whose domain expertise is 
data and measurement. Mine is marketing and content, making this a wholly 
collaborative project equally utilizing both of our skill sets. Jessica Groopman was 
researcher on this project, helping to arrange interviews, source and approve graphics, 
oversee an outside vendor for quantitative research, and produce the final artifact. 

 

Content: The New Marketing Equation:  

The analysis, research and writing are mine. Jaimy Szymanski and Zak Kirchner acted 
as researchers, helping to source graphics, schedule interviews, and produce the 
finished artifact. 

 

The Converged Media Imperative: I co-authored and shared writing of this report with 
Jeremiah Owyang. Jessica Groopman was the researcher. Jeremiah and I brought 
different domain expertise to the project, in his case digital strategy and social media 
software.  
 

Real-time Marketing: The Ability to Leverage "Now" Jessica Groopman was the 
researcher on this project, helping to arrange interviews, source and approve graphics, 
oversee an outside vendor for quantitative research. The writing is mine. Charlene Li 
was editor and chief peer reviewer of the project. 

Defining and Mapping the Native Advertising Landscape Jaimy Syzmanski was 
researcher on this project, helping to arrange interviews, source and approve graphics, 
oversee an outside vendor for quantitative research. The writing is mine. Susan Etlinger 
was the editor and chief peer reviewer of the project, Brian Solis was also a peer 
reviewer. 

 
Organizing for Content 
I was the chief analyst and sole writer. Christine Tran was the researcher, helping to 
arrange interviews, source and approve graphics, and produce the report. Chris Silva 
was editor and chief peer reviewer. 
 
Book 

Content - The Atomic Particle of Marketing: The Definitive Guide to Content Marketing 
Strategy 

This book is overwhelmingly a compendium of the above-cited research. Jaimy 
Syzmanski, my collaborator on many of the above projects, assisted in re-writing the 
research into book form. 



 
 
Rebecca Lieb 
2 September, 2020 
Tsagarada, Greece 
 
Colleague Contact Details  
 

Jessica Groopman jessica@kaleidoinsights.com 
Jaimy Szymanski jaimy@kaleidoinsights.com 
Jeremiah Owyang jeremiah@kaleidoinsights.com 
Susan Etlinger setlinger@gmail.com 
Christine Tran christine.p.tran@gmail.com 
Zak Kirchner zak.kirchner@gmail.com 

 
 



Rebecca Lieb <rebecca.lieb@gmail.com>

Reply Requested: Please endorse statement of research contributions

Christine Tran <christine.p.tran@gmail.com> Tue, Sep 8, 2020 at 8:29 PM
To: Rebecca Lieb <rebecca.lieb@gmail.com>

I endorse this statement.

On Wed, Sep 2, 2020 at 11:55 PM Rebecca Lieb <rebecca.lieb@gmail.com> wrote:
Dear Colleagues Past & Present,

Greetings! I hope this email finds you well, safe and thriving.

Most of you know (but it will be news to others) that I am embarking on a new endeavor: a PhD at Anglia Ruskin
University in Cambridge. 

To this end, I must submit my published research and books. The University requires a statement regarding the extent
of contribution from all cited co-authors and researchers.

That statement is attached. I would be deeply grateful if you would briefly reply to this message with your endorsement
of the statement. 

Please let me know if you have any questions regarding this, or the content of the attached statement. 

If you could respond by the end of next week I would be deeply grateful!

My very best regards,
Rebecca

mailto:rebecca.lieb@gmail.com
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https://mail.google.com/mail/u/0?ik=d189b165fe&view=pt&search=all&permmsgid=msg-f%3A1676834689219720624&simpl=msg-f%3A1676834689219720… 1/1

Rebecca Lieb <rebecca.lieb@gmail.com>

Reply Requested: Please endorse statement of research contributions

Jaimy Szymanski <jaimy@kaleidoinsights.com> Thu, Sep 3, 2020 at 8:29 PM
To: Rebecca Lieb <rebecca.lieb@gmail.com>

Yes, fully endorsed! AWESOME that you're going for a PhD, Rebecca!
[Quoted text hidden]
-- 
Jaimy Szymanski, Kaleido Insights
Industry Analyst, Founding Partner
715.570.5133 | @jaimy_marie

http://twitter.com/jaimy_marie
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Rebecca Lieb <rebecca.lieb@gmail.com>

Reply Requested: Please endorse statement of research contributions

Jeremiah Owyang <jeremiah@kaleidoinsights.com> Thu, Sep 3, 2020 at 6:00 PM
To: Rebecca Lieb <rebecca.lieb@gmail.com>
Cc: Jaimy Szymanski <jaimy@kaleidoinsights.com>, Jessica Groopman <jessica@kaleidoinsights.com>, Susan Etlinger
<setlinger@gmail.com>, Christine Tran <christine.p.tran@gmail.com>, zak.kirchner@gmail.com

Of course! 

(Waves to everyone) 
[Quoted text hidden]
-- 
Jeremiah Owyang, Kaleido Insights
Analyst and Founding Partner
Jeremiah@KaleidoInsights.com 
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Rebecca Lieb <rebecca.lieb@gmail.com>

Reply Requested: Please endorse statement of research contributions

Jessica Groopman <jessica@kaleidoinsights.com> Fri, Sep 4, 2020 at 9:31 PM
To: Rebecca Lieb <rebecca.lieb@gmail.com>

I am happy to endorse this statement confirming my contribution and collaborations with Rebecca Lieb as stated,
across the following published research:

Automated Content: How Artificial Intelligence Impacts Content Throughout the Organization
Three Macrotrends Impacting the Journey to 2030 
Contextual Campaigns: Content, Context & Consumer Connections in a Post-Screen World 
The Content Marketing Software Landscape & Content Marketing RFP
A Culture of Content
Content Marketing Performance: A Framework to Measure Real Business Impact
The Converged Media Imperative
Real-time Marketing: The Ability to Leverage "Now" 

I will also add, it was a joy working with Rebecca across all of the above. 

Thank you, 
Jessica Groopman

On Wed, Sep 2, 2020 at 11:55 PM Rebecca Lieb <rebecca.lieb@gmail.com> wrote:
[Quoted text hidden]

-- 
Jessica Groopman, Kaleido Insights
Industry Analyst and Founding Partner
804.240.1725 | @jessgroopman

       

mailto:rebecca.lieb@gmail.com
tel:(804)%240-1725
http://twitter.com/jessgroopman
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Rebecca Lieb <rebecca.lieb@gmail.com>

Reply Requested: Please endorse statement of research contributions

Susan Etlinger <setlinger@gmail.com> Tue, Sep 8, 2020 at 10:53 PM
To: Rebecca Lieb <rebecca.lieb@gmail.com>

Hi Rebecca,

Of course I endorse your statement. So happy you’re pursuing this.

All my best,
Susan Etlinger
[Quoted text hidden]
> <4.1d Contribution Statement.pdf>
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Rebecca Lieb <rebecca.lieb@gmail.com>

Reply Requested: Please endorse statement of research contributions

Zak Kirchner <zak.kirchner@gmail.com> Tue, Sep 8, 2020 at 8:56 PM
To: Rebecca Lieb <rebecca.lieb@gmail.com>

I endorse that contribution statement.

It truly is the craziest of times and I'm glad to hear it sounds like you're doing well too.  I've never been to Greece, but
my friends who have all come back with the most amazing pictures and stories.  Living somewhere is definitely
different than visiting, but I hope the slower pace is opening up plenty of time for thoughtful contemplation on the next
step of your academic and professional journey.  And congrats on your own marriage!  I'm glad you've found a partner
to share that path.

Best of luck,
Zak
[Quoted text hidden]
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(e) A signed declaration by the applicant that the work submitted in 
whole or in part has not been accepted for a research degree at any 
other university 

 
Declaration: 
 
The work that I have submitted to Anglia Ruskin University has not in whole or in part 
been accepted for a research degree at any other university. 
 
 

 
 
Rebecca Lieb 
2 Sept., 2020 
Tsagarada, Greece 
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(f) A signed declaration by the applicant indicating that the work received ethical 
approval, where required, at the time the research was undertaken. The material 
should be presented to a professional standard. 

 
 
 
Statement: 
 
The research that contributed to my published works was conducted in conformity with 
the highest ethical and professional standards. All of my work has been peer-reviewed, 
professionally edited, fact checked, quotes verified, sources attributed, and 
methodologically vetted. 
 
 

 
 
Rebecca Lieb 
2 Sept., 2020 
Tsagarada, Greece 
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