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Today’s agenda

• Welcome to the ‘Content Age’

• Getting Content Ready

– People

– Process

– Platforms

• Assessing your wherewithal



Welcome to the ‘Content Age’ 

*Source: Winning In The Age Of The Customer, Forrester Research, Inc., April 6, 2015.

1960

*DISTRIBUTION AGE

Global connections 
and transportation 

systems make 
distribution key

1990

*INFORMATION AGE

Connected PCs and 
supply chains mean 

those that control the 
information flow dominate

2000

*CONSUMER AGE

Empowered buyers 
expect a new 

level of customer 
relevance 

1900

*MANUFACTURING AGE

Mass manufacturing 
makes industrial 

powerhouses 
successful

2015

CONTENT AGE

Overloaded with channel 
choice, content-powered 
engagement becomes a 

point of difference
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Brand challenges to 
content marketing

• Absence of content strategy and planning

• Lackluster engagement

• Poor discoverability

• Staying “always on”

• Lack of viable measurement

• Achieving both quality and scale



act like publishers?
How do brands 
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• Deep insights into customers’ 
content consumption and 
channel preferences 

• Journeys based on customer 
segments

• Content audit aligned 
to the journeys

• Content architecture that 
supports all efforts across 
the enterprise

• Unified customer view

• Actionable segmentation

• Consistent content 
measurement integrated 
into the entire planning and 
creation process 

• Dashboards for complete 
availability and transparency

• Relevancy: Engage with 
quality, personalized content

• Discoverability: Ensure 
content 
is found via smart channel 
selections and use of pull & push

• Elasticity: Amplify content to 
speak to the widest possible 
audience, inspiring participation

• Efficiency: Refine by turning 
data into actionable insights, 
sharper planning and strong 
socialization

What makes for effective content structures  

Content Strategy

Integrated across the 
entire organization 

Content Measurement

Greater reliance on data 
for greater effectiveness

Content Execution

Based on the principles 
of Big Content®
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The Marketing Operating System
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The Customer Segment Leader
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The Customer Segment Leader
› Assesses life cycle for specific customer 

segment (attitudes and behaviors)

› Adapts marketing strategy and content 
strategy to suit the segment 

› Draws up annual editorial calendar and writes 
briefs

› Allies with channel experts and production 
teams to create and deliver valuable content

› Tracks ongoing performance

Source: Wikipedia (creative commons license)
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The Content Marketing Chief
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The Content Marketing Chief

› Creates template for the company’s content 

marketing strategy (used by segment leaders)

› Manages enterprise content governance plan

› Builds out and manages enterprise content 

formats and tags

› Maintains toolbox of content marketing resources 

(agencies, technologies, etc.)

› Supports customer segment managers with 

education, advice and guidance
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COE Roles (e.g. Social, SEO, Media, Sales, Agency)
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COE Roles

› Provides insight and expertise related to channel

› Develops templates and best practices (for 

example, SEO guidance)

› Troubleshoots execution problems and 

investigates execution wins

› Evangelizes upcoming opportunities



Takeaways: People

1. Customer centric content requires customer centric thinking

2. Editing and storytelling must live across different levels within your company

3. Content marketing execution should span across channel-specific executions

4. Reconsider the role your agency plays in content marketing efforts
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Three Speeds; Two Processes
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Monthly or quarterly campaigns for big 
strategic goals (AKA: Tent poles)
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Align with customer journey, customer goal and preferred 

channel



© 2015 Forrester Research, Inc. Reproduction Prohibited 28

Invest in shared process documents

“Once you scale beyond a couple of contributors 

and teams, it gets messy. You need tools to stay 

on top of things.”

- Luke Kintigh, Intel

Content 

Architecture

Engagement 

Brief Template

Production 

Calendar

Rich, dynamic 

Persona 

Descriptions
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Planning tools that filters against persona, team, geo, format
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An excellent example of a shared process document from 

the team at MailChimp
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Always-on content is the steady drumbeat of 
the brand
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Content marketing’s killer app

“This probably 

sounds hokey, but 

the best content 

marketing tool is 

talking to each 

other.”

- Joe Chernov, 

Hubspot
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Bring the right people together at a frequency that 

makes sense
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Post daily Meet daily

Post weekly Meet weekly

Post monthly Meet monthly



Takeaways: Process

1. Great content marketers design processes with openness as a default

2. Stick to tight, quick deadlines. Reward scrappiness

3. Create an executive cross-functional editorial board that inspires (and 
clears hurdles)

4. Reflect the performance of all contributors in online dashboards

5. Invest in content planning tools to manage workflow
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chiefmartec.com, 2015

In 2015, there were 1,876 marketing technology 
companies across 43 categories

This represents twice the amount of 947 companies in 2014



Source: Luna Partners, 2015

Within the content marketing landscape, there are still too 
many categories and providers of tools and technologies
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Content

The right 
insight
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Measure

Content

Manage

Content

Publish

Content

Create

Content

• Most content SaaS marketing platforms 
excel at one or two of the four categories

• No one has mastered all four yet there 
are a few that could with time

• To ensure the best technology deliver 
against your needs, focus on just the 
primary categories

Content 
API





Primary needs for content platforms

Appropriate Access 
& Permissions 

Content 
Archiving 

Ingesting Existing 
Information 

Calendarization

Content 
Modification 

Performance 
Measurement 

Advanced 
Search 

Content Usage 
& Expiration 
Management 

Categorization 
& Tagging 

Publishing & 
Distribution

Single View 
of Content 

Workflow 



✔ Full functionality offered 

 Partial functionality offered

✖ Functionality not offered
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Takeaways: Platforms

1. Content marketing platforms can be different from content management 
systems

1. Focus platform decisions on solving one or two key needs - no platform 
currently excels at solving all needs

1. Today’s tools can allow for systematic views into what’s happening, where 
it’s happening and why. Yet, they are only as good as the user inputs

2. Ensure your organization has alignment from all stakeholders – IT, 
Sourcing, etc
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To get your organization content ready, visit: www.mxm.com/contentmarketing
or email Sarah.Pappen@mxm.com for your hardcopy of The Content Marketing Playbook.

Questions & Answers

http://www.mxm.com/contentmarketing
mailto:Sarah.Pappen@mxm.com

