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LETTER 
FROM 
THE CEO



 As we head into the final stretch of 
2019, I can’t help but look back at where 
we’ve been and marvel at how far we’ve 
come. Our team at Knotch has more than 
doubled, and we’ve brought aboard some 
stellar partners, investors, customers - all 
while becoming the content intelligence 
partner for some of the world’s most 
successful brands such as Walmart, HP, and 
Calvin Klein. 

And we have no intention of stopping. 

We’re also hosting our first-ever, full-
fledged conference, Pros & Content 
2019, an event I’m so proud to share with 
you all. We’ve always sought to build a 
community and celebrate the best in 
content marketing. That’s all culminating 
in this spectacular day and revolves around 
answering the questions that all content 
marketers have. What makes for compelling 
brand storytelling? How does it help your 
brand? And exactly how do you measure 
it? We’re bringing together CMO’s 
and content leaders at Pros & Content 
Conference 2019 to explore the deep, dark 
depths of content marketing but most 
importantly to create a community for 
them to discuss and debate how to become 
better brand storytellers. 

Our efforts come at a time when content 
marketing is at a turning point. There is a 

growing investment and emphasis on its 
creation across all industries but also more 
and more questions about its impact and 
scalability. That is why it’s never been more 
important to create this community but 
also to take our role - as measurement and 
optimization partners - very seriously. 

I appreciate you following Knotch on our 
journey as we elevate the importance 
of content and work with marketers 
worldwide to enable them to become 
better story-tellers who can connect 
content to the highest-value actions for the 
business. We also hope you find this third 
volume helpful, as we all seek to further 
the importance of branded storytelling, 
together.  

Hope you enjoy!
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 A new year invites new 
opportunities. In the content marketing 
landscape, marketers have the chance to 
explore new approaches and innovative 
methods for engaging potential customers. 
As you head into 2020, take a look at our 
predictions for emerging trends in content 
marketing and how the industry continues 
to evolve. You may just gain some insight 
into your next strategy.

Data-Driven, Personalized Content 

Gone are the days where customers are 
unaware they’re seeing an ad. Consumers 
today are attuned to the traditional ploys 
of getting them to see your content. So 
why not let them know you’re listening and 
deliver something they actually need? And 
don’t be weird about it. 

By personalizing your content for viewers, 
you’re tapping into the humanizing aspect 
of marketing and showing you understand 
their needs. With data, you’ll uncover 
meaningful insights about potential 
customers that help you create better 
personalized content for them in the 
future. The new year brings with it further 
opportunities for brands to craft targeted 
messages for their customers, and serve 
up content that’s optimizing the customer 
journey. 

It’s all about delivering relevant, useful 
information. That’s the benefit of hyper-
targeted content. 
 
Transparency 

The call for data transparency has 
dominated the news this year, but 
2020 is asking for even more authentic, 
transparent data. Those not on board will 
soon be left behind. Transparency is crucial 
for brands as they strive to be trustworthy 

and upfront with consumers, and it can lead 
to mutually beneficial outcomes for both 
parties involved. Consumers can obtain the 
security they desire and brands can craft 
more personalized offers, to gain the trust 
of audiences they want, with high-quality 
data.

Don’t forget - people are wary of 
companies abusing data privileges. Take 
into account what you’re measuring, and 
leave out what’s not truly necessary. Don’t 
be creepy. It’ll help in the long run. 

Live Video 

If you were bearish about live video, 2019 is 
the year that made you rethink that stance. 
More people are watching live videos, and 
more trusted brands are taking advantage 
of these audiences. What began as niche, 
unpolished looks at your favorite Instagram 
stars and Twitch streamers has turned 
into a full-fledged industry. What’s more, 
is that it’s retained the authenticity and 
excitement with which it began. 

While it’s more polished, it still gives 
audiences a behind-the-scenes look. They 
feel like they’re peeking behind the curtain 
of businesses that usually serve them 
hyper-curated social media and advertising 
campaigns. Eighty percent of viewers 
prefer live video to blogs, and engagement 
on Facebook Live videos runs six times 
higher than an average video. 

It’s one thing to learn something from a 
blog or a video. It’s an entirely different 
experience to ask a question and get an 
answer immediately from the brand itself. 
It’s more engaging, authentic, and overall, 
fun. 
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Interactive Content 

People want to be involved. It’s a slog to 
read a blog about a subject you’re only 
half-interested in, from a company you 
don’t like in the first place. Meanwhile, it 
takes much less effort to follow a simple 
quiz. Or a VR journey through a stomach to 
learn about gut bacteria. Or a raffle to win 
a surfboard. 

When a brand wows you with some truly 
engaging, interactive content - whether it’s 
digital or tangible - it makes an impression. 
It takes some true hard work on the part 
of the brand but lends itself to a much 
stronger emotional attachment and 
memorable experience. 

Micro-Influencers

We’ve said it before, but we’ll repeat it. Get 
people talking about your product. When a 
message is coming from an actual person, 
other people take notice. Not a brand, 
not a celebrity, not a pseudo-social media 
celebrity. 

People trust niche influencers because 
they tend to have more curated messages 
and more meaningful opinions. They aren’t 
bending over backwards to satisfy any 
flash-in-the-pan lifestyle fads. They’re 
thinking about what they would use in their 
daily life, for their obscure hobby, or out 
on the job. And when they recommend a 
product, people are listening. 

To add to this, if you’re empowering your 
customers, you’re building trust. They will 

be authentic, energized advocates creating 
free content for your brand. And you’ll 
have their business for life. 

Content Marketing Investment

It’s an exciting time to be a content 
marketer. Brands are finally taking notice, 
and budgets are rising! Branded content is 
a critical component in audience education, 
engagement, and customer retention. 
With larger budgets, too, content can take 
advantage of more accurate targeting. It 
can fit in more precisely as a component of 
the buyer’s journey, making sure that the 
collateral is leading customers all the way 
through the funnel. 

If you’re looking for dedicated customers 
down the line, start off by serving them 
something simple, like an informative blog 
piece, then keep it up with continuous 
relevant content. Over time, you’ll be their 
go-to resource. And you won’t be able to 
shake them.

Overall, none of this is possible without 
good content. Increased budgets mean 
more resources and talent, and a more 
exceptional ability to fulfill your ideal 
strategies. 

Authenticity

Look. Preaching authenticity isn’t new, but 
some companies still don’t get it. Don’t 
underestimate your audience. Brands need 
to build trust, and consumers are more 
willing than ever to side with companies 
whose values align with their own. This rings 
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true. Make sure you believe in your efforts, 
or your customers never will. 

As always, transparency is part and parcel 
to trust. If you strip away as many layers as 
you can afford, you show your willingness 
to open up, as well as vulnerability to 
scrutiny and outside attacks. While 
frightening, this is a necessary step to 
strengthening your company for the future. 
Those vulnerabilities and weaknesses will 
make themselves known eventually, and 
could be more harmful if not dealt with 
head-on, in broad daylight.
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WHY 
OWNED 
CONTENT 
HUBS?

 The battle for online attention is 
daunting. While brands grapple for the 
ever-fleeting focus of consumers, the ones 
capturing audiences most successfully are 
investing in Owned Content Hubs. These 
Hubs allow companies to take their share 
of the pie by exerting greater control over 
their digital presence.

Taking advantage of Owned Content Hubs 
brings your content strategy under one 
roof, and proves to the world the strength 
of your brand as a thought leader. The more 
content you have, the greater your digital 
presence. The more control you have over 
this presence, the more impactful your 
content efforts will be. 

We’ve recently seen an increasing number 
of owned sites popping up. Companies see 
their value, relative to propping up their 
content on publisher sites - and needing to 

pay for those slots. Brands want to leverage 
their tools and control their data, to create 
and bolster content built for audience 
engagement. 

Owned vs. Paid

While brands still rely on Paid Content 
Hubs and spend significant amounts on 
promoting their content on publisher sites, 
the shift to Owned Content Hubs signals 
the desire to control exactly how their 
content is seen. Paid still has its merits, 
yet is increasingly being used by brands to 
point audiences to Owned Hubs. 

These are just components of a more 
holistic content strategy. Both are crucial 
aspects of a brand’s digital presence. Here 
are five benefits for brands shifting their 
attention towards Owned Content Hubs 
and why marketers should take note.
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Benefits of Owned Content Hubs

Solidify Your Authority

With all of your related content under 
one roof, Owned Hubs cement your 
position as a thought-leader to your 
customers. It also allows you to build 
credibility as a trusted brand.

Educate Your Audience

As potential audiences scour the 
internet for answers, draw a crowd to 
your website by building a knowledge 
destination. Help your visitors find the 
information they need and they’ll begin 
thinking of your brand as a resource for 
their future queries. 

Engage With a Community

Get people involved beyond just 
visiting your site. Promote your brand, 
generate leads, and find out what 
makes your audience tick. According 
to Content Marketing Institute, 72% 
of marketers reported that their 
content marketing efforts increase 
engagement. In turn, this engagement 
can be invaluable in creating a funnel 
for further leads for your business. 

Control Your Content

Don’t fit your content to adhere to 
someone else’s constraints. With an 
Owned Hub, you’re free to highlight 
precisely what you want, exactly how 
you want.

Measure the Impact of Your 
Content Strategy

You’ve successfully shared your 
content on your site, yet just how are 
audiences feeling about what they’re 
reading? Using tools like Knotch, you 
can gain a sense of how content is 
resonating with readers, and pinpoint 
areas for improvement to make it hit 
home. With Owned Hubs, you’re not 
reliant on publishers reporting their 
own numbers. You own your data, and 
you set your benchmarks. By defining 
your success, you’re setting the stage 
for properly measuring exactly how 
content achieves your business goals. 

Owned content encompasses a variety of 
platforms other than just your website. 
Experiment with a diverse media mix, and 
you can widen your reach to potential 
audiences. These touchpoints include

Brand Website
Company Blog
Social Media Accounts
Case Studies
Whitepapers
Podcasts

Overall, Owned Content Hubs are one-
stop shops for visitors that can generate 
invaluable ROI and ultimately help brands 
flourish.
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IS YOUR 
CONTENT A 
DIAMOND?
 At Knotch, we’re fortunate to 
interact with some of the world’s most 
talented content marketers. We connect 
with them as clients, as panelists, as 
attendees at events we attend and host, 
and even as insiders for their view of the 
industry. One of the questions they ask us 
most frequently is the simple, “What makes 
good content?” To tackle this from a unique 
angle, you can draw surprising similarities 
from an industry where the differences 
between what is and isn’t valuable aren’t 
immediately discernible. And interestingly, 
that’s the diamond industry.

Good content as we know it has a lot 
in common with these precious gems. 
For those who have bought or received 
a wedding ring, the “Four  C’s” (Carat, 
Clarity, Cut and Color) are incredibly 
important when choosing this monumental 
piece of jewelry. Relating the four C’s to 
content success can reveal the most vital 
components of genuinely great content. 
Like a diamond, good content can require a 
significant investment, but the differences 
between high and low quality can often be 
tough to recognize at first glance. 

Here are four ways you can evaluate your 
content to see if you’re producing a real 
gem for your business. 

Carat

As content marketers wade through the 
types of content they wish to create, it’s 
essential to understand the weight of the 
content. Is it a subject your brand has 
the authority to comment on? If not, is 
it a topic you’d like to grow authority in 
but need to build the ethos supporting 
it? Understanding the weight of the 
subject matter, combined with the current 
perception surrounding your brand, is a 
great first take on whether or not your 
content will work.

Clarity

Are you transparent with the motivations 
behind your content? Your readers will 
quickly see through your material if you 
aren’t forthright in your agenda. When 
proofreading, it’s critical to go beyond the 
clarity of your grammar and word choice 
and evaluate your underlying motivations.  

Cut

Does your content have a distinct POV? 
Often to meet SEO goals, content can 
be keyword-rich, but POV poor. Having 
a different perspective gives the reader 
a chance to react (either positively or 
negatively) to your content and also come 

13



t

back for more. Having consumers view 
your firm as a key resource for insights will, 
over time, boost your brand reputation to 
something more than just an informational 
hub devoid of opinion. 

Color

Out of all the elements of diamond 
shopping, the diamond color grades, and 
the small differences between them, can 
impact your bank account the hardest. 
These subtleties are even more impactful 
as they relate to content. While colorless 
diamonds are the most valuable, the 
same doesn’t apply to content. Inserting 
personality can differentiate a good 
story from a great one. Especially for 
thought leadership with named authors 
(vs. a general post from the company), 
incorporating the personality of the author 
into the piece not only builds the author’s 
reputation but also humanizes the brand. 

So when you evaluate your content, is your 
material a diamond? Or does it need more 
polish?

LIKE A DIAMOND, 
GOOD CONTENT 
CAN REQUIRE 
A SIGNIFICANT 
INVESTMENT
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 It’s no secret that owned content 
efforts are on the rise as brands across all 
industries pivot away from relying solely on 
paid content partnerships. This embrace 
of owned content hubs shouldn’t come as 
a surprise, especially considering the ever-
growing importance of first-party data, 
recent advertising scandals across large 
publishers and social media platforms, 
and the many perks of evergreen content. 
This is an exciting time for both the brands 
behind the content as well as the audiences 
receiving a more curated experience. This 
shift in the content paradigm, however, 
means that we need to completely rethink 
how we approach the interaction between 
the two parties and the strategies we use to 
capitalize on those interactions. 

Success in content marketing is a relative 
term—even members on the same team 
can disagree on what metrics indicate a 
successful piece of content or a content 
campaign. Within paid content efforts, 
brands typically look to compare metrics 

such as impressions within a given 
promotional period, time on page, and 
scroll depth against previous performances 
without adequately regarding the variables 
across pieces that may impact these 
numbers. While benchmarking against 
performance can help define paid content 
success, the nearly limitless nature of 
owned content hubs presents a new set of 
challenges that are worth taking on. 

Paid content campaigns offer brands the 
ability to measure performance within 
a set promotional range of time, while 
the evergreen nature of owned content 
hubs means that content is always on 
and always performing. This seemingly 
obvious difference might make the thought 
of defining owned success daunting.  
However, it also allows brands to define 
their success more directly. Instead of 
asking, “How do the traffic metrics of 
this site benefit our brand?” a brand can 
use their owned properties to push their 
readers directly to tangible goals or high-

15
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value actions. Owned properties also have 
the following added benefits: the audience 
is on the brand’s site for a specific reason, 
as opposed to publishing partner sites, and 
the audience is fully immersed in brand-
specific content within the site journey. 
While hugely beneficial, this also means 
that brands must further strategize to keep 
visitors engaged and moving towards their 
desired goals. 

Brands are all too familiar with the 
sales funnel model, which visualizes the 
customer journey towards purchase intent. 
While helpful in visualizing the big picture 
of brands’ sales efforts, this funnel does 
not accurately encapsulate the owned 
content journey. Brands should use the 
owned content funnel as a model for 
how they organize their content to drive 
their audiences to high-value actions. This 
owned content funnel forces brands to 
ask themselves to identify the value and 
purpose of each content piece on their site, 
as adding content for the sake of adding 
content does not drive readers forward. 
A Stage One piece, for example, may be 
a simple introduction to the concept of a 
savings account, while a Stage Four piece 
might break down the different types of 
savings accounts offered by your brand. 
No matter the topic, each subsequent 
stage of the funnel should be pushing 
closer to the end goal, which is signing up 

for a savings account in this case. Each 
owned property should also have multiple 
funnels, as different category pillars likely 
point towards different high-value actions. 
Regardless of the category or industry, 
this funnel delivers brands a clear path to 
measure their success against and offers 
a guiding hand in the organization and 
creation of individual content pieces. 

The owned content movement promises 
more freedom and more perceptible 
markers of success. While there may be 
some upfront challenges in organizing and 
strategizing, the payoffs of building owned 
content funnels are truly convincing.  

THE OWNED CONTENT MOVEMENT 
PROMISES MORE FREEDOM AND MORE 
PERCEPTIBLE MARKERS OF SUCCESS.
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ANDA GANSCA Does purpose really 
come from the top?

ALICIA TILLMAN Purpose has to start 
from the top. Purpose is a reflection 
of your vision and the place that your 
company has in the world. If it is not 
something that is set by your executive 
team and your board, then it becomes 
impossible for your company to be a 
reflection of it. So we believe, at SAP, that 
our purpose is what sets our innovation 
agenda. And it also sets our business 
strategy in terms of how we operate. So, as 
we innovate and think about what we want 
that innovation to do, looking at it through 
the lens of purpose - how can it help 

support the economy, the environment, 
and society? That’s what our board is tasked 
to do. And believing it makes it a strategic 
priority for the company. In that case, I 
believe that purpose has to be very top-
down.

ANDA GANSCA How do you think about 
storytelling through the lens of purpose, 
and how do you make the world hear about 
it?

ALICIA TILLMAN I don’t think purpose 
should be viewed as a new thing within the 
company. It should be something that sits 
on its own. So for example, are you taking 
parts of your revenue or are you putting 

BRING 
BACK 
BRAND 
PURPOSE
Abridged Interview with Alicia Tillman, CMO at SAP
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products towards actually helping solve 
challenges that are happening in the world 
because of your scale? 

When you think about that, it’s obviously 
something that our consumers are 
interested in. And it becomes a way for us 
to think about how we explain the value 
of SAP. It’s not something in itself. When I 
talk about the impact of our products, I’ll 
talk about it knowing that my consumers 
care. One of the things that also matters 
to your workforce is that you’re buying 
and sourcing products from companies 
that give back and have a voice and that 
you are investing in things that matter. So 
you’re not just a customer and a buyer of 
my technology, but you’re a partner in our 
vision. 

ANDA GANSCA Not a lot of B2B 
companies get the fact that there has to be 
an angle through which you’re impacting 
the human. 

ALICIA TILLMAN No matter what 
segment we’re in, marketers have to 
measure the value of their activities. But in 
the B2B space, it feels even more explicit 
in the activities of marketing leading to 
demand. It’s a very explicit need that the 
stakeholders in a company expect from 
their marketing organization.

ANDA GANSCA What steps did you take 
when confronted with sales leaders saying, 
“How is content going to drive my bottom 
line?”

ALICIA TILLMAN  It first starts with 
understanding if purpose, in fact, can 
be tied to business growth. Research 
shows that when you have purpose at 
the core of how you speak to the value 
of your offerings, it improves business 
performance. It builds customer 

preference and engages employees, and it 
really enhances your brand value overall. 
And these are things that are all important 
drivers of overall company growth.

I believe as a marketer, we can really take 
the reins in our companies and say, “We’re 
going to go back to our roots. We’re going 
to have a conversation with our founder 
and say, ‘Take us back to that moment 
where you had the thought of your 
company, and tell me about that passion. 
What problem did you want to solve for? 
Where are you looking to create a void that 
existed in the business you’re in?’” Every 
company has a story, and I think it’s just up 
to us to find what that story is.
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 Defining the ROI of content 
marketing is no easy task. Content aims 
to achieve different goals than traditional 
digital advertising. So, while normal KPIs 
like online traffic, time on page, and social 
shares are absolutely helpful, they only 
show part of the picture. 

According to PAN Communications, 69% 
of marketers reported not being confident 
in their strategy for measuring content 
marketing ROI. Additionally, as reported 
by Content Marketing Institute, only 25% 
of B2B content marketers report that their 
teams are extremely or very proficient 
at measuring using the metrics that their 
teams have selected. These indicates a 
general lack of confidence in the ability to 
measure properly. 

Content marketing relies on sowing trust 
between your brand and the audience 
absorbing your information. Therefore, it’s 
crucial they enjoy the content, that they’re 
returning, and that they’re learning - the 
latter being the hardest to recognize with 

certainty from simple browser KPIs. 

There are countless articles across the 
internet, all claiming to have the best 
method of confirming the return on a 
brand’s content investment. Despite this 
seeming wealth of information, they are all 
missing one crucial component.

Here are what most marketers rely on to 
measure their content marketing success:

Site traffic
Time spent on page
Unique visitors
Page depth
Bounce rate
Social engagement
Pages per session
Referral sources

Here is what most marketers are missing:

How people really feel about the digital 
content they are consuming

HOW TO
M E A S U R E
CONTENT MARKETING
SUCCESS
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And these are what you get a better 
understanding of when you put them all 
together:

Return on Investment
Leads generated
Conversion rate
Direct sales
Cost per acquisition

Factor in sentiment

To truly measure content marketing 
success, it’s imperative to evaluate how 
your audience is feeling about what they’re 
reading. 

The goal isn’t just to have another 
piece of data to point at while justifying 
your marketing spend - it’s using that 
information alongside traditional metrics. 
A mix of quantitative and qualitative 
measurements, in real-time, helps brands 
immediately affect their marketing mix. 
This can then halt ineffective strategies, 
boost their presence in front of audiences 

perceiving their content positively, or 
modify their plan of attack in a myriad of 
other ways. 

Build relationships with your 
customers

Traditional KPIs are great - but they don’t 
paint the full picture. It’s increasingly 
important to understand your viewers’ 
feelings toward content to inform your 
strategy. Your brand can have thousands 
of page views, but you can also have 
thousands of negative reactions to your 
content. And that provides no value to your 
brand or no return on your investment. 
Unless your content offers real worth to 
the audience, in the form of education or 
entertainment, it’s not effective, and you 
aren’t getting your money’s worth. Success 
means building trust between your brand 
and your customer, but you can’t trust that 
your content is compelling just by putting it 
out on the internet. That requires attention 
to detail and metrics that tell the full story. 

HOW TO
M E A S U R E
CONTENT MARKETING
SUCCESS
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CONTENT IS AN
ECOSYSTEM,
NOT A CAMPAIGN



 Few companies remain that 
don’t appreciate the value and efficacy 
of content marketing. Most brands 
know content works but are hesitant 
to invest out of, like all things, fear of 
making a misstep. Brands need significant 
investment into content marketing staff, 
strategies, and measurement or their 
efforts will blow away in the wind. And 
all that hard work simply won’t build out 
to a larger payoff.  It’s happened far too 
many times to count, and no one wants to 
become another name on that list. 

One of the most common content missteps 
and, thankfully, one that brands are quickly 
recognizing and avoiding, is strategizing by 
bucketing content in discrete campaigns. 
With so much competition, not only in the 
content marketing space, but advertising 
in general, and with all the content created 
outside of the marketing world - attention 
is at an all-time premium. The key for 
brands is never to lose that attention, once 
it’s piqued. 

The only way that can be accomplished is 
through consistent, frequent content. A 
strategy must revolve around continuing to 
push out useful information to consumers, 
planning events, advertising, and posting 
on socials - all the time, and across every 
channel. 

Content marketing is an ecosystem. It’s 
water. It needs to surround your consumers 
at all times, so they don’t begin to focus on 
another shiny new brand. Too many brands 
focus on short runs of a gratuitous amount 
of content in anticipation of a grand finale. 
And too few recognize that grand finale 
for what it truly is, just another blip on a 
continuous timeline of strategic, focused 
content. 

Say you’re a brand, and you’ve got a 

fantastic interactive experience coming 
up. It’s going to be huge. You’ve already 
identified your audiences, channels, and 
marketing mix for everything leading up 
to the show. You’ve even included plans 
for the content following the event. 
People love the marketing, appreciate the 
experience you’ve been building up to, and 
they even enjoy watching what’s come out 
of it. It was a huge success. 

But then, soon after, you run out of 
content, and there’s a brief lull in your 
calendar. People start to forget about 
what happened at the last event, and your 
brand stops coming up in conversations. 
So you decide to employ the same strategy 
and build up to another large event. But 
this time, you’re sure you’ve already got 
thousands of people excited from the last 
one, right?

Wrong. You should have an army of 
supporters, but you failed to keep them 
engaged. You could have started from 
halfway up the mountain, but you’re back at 
the beginning. When you let the frequency 
of content drop to zero, your audience 
awareness also drops to zero. Rinse and 
repeat. 

Even though those huge events and 
activations seem like the end, they’re just 
another step along the way. 

As we always say, content marketing is a 
long-term strategy of a continuous value 
stream, not just a calendar of events. 
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PUT
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DRIVER’S 
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 The two factors that brand 
marketers need to value above all else are 
relevancy and immediacy. After all, they are 
the only two things that customers truly 
value.

The 2010s brought companies and 
marketers dozens of brand new, sometimes 
daunting, and fresh channels where they 
could compete for attention. Traditional 
advertising still exists, obviously, but throw 
in social media, online video, different 
content types, the competition for content 
strategies, and more divided audience 
habits than ever before, and you face a 
distribution mix that’s confusing and more 
than a little scary. 

Thanks to this uncertainty, brands often 
focus on making sure they’re hitting the 
right channels and measuring the right 
metrics before thinking about what 
creative is going to drive the content 
behind it. It’s escalated to a point where 
that doesn’t even sound as absurd as the 
reality is. 

Brands should not be solidifying their 
marketing mix in concrete before getting 
into what the actual idea is going to be. 
Still, some see this as a more pragmatic 
method, understanding where they’re 
going to place the content, then building 
specifically for those distribution channels. 

Make no mistake, no one is understating 
the value of a proper, well-constructed 
marketing strategy, especially if it takes 
careful considers data capture from as 
many channels as possible. That’s stellar, 
we applaud that thoughtfulness. However, 
somewhat ironically, we see secondary 
tactics drive creative, rather than the other 
way around. 

It’s easy for stringent constraints to 

stifle creativity and inhibit storytelling, 
especially considering branded content is 
a service intended for consumers. It’s not 
an amorphous blob, ready and willing to 
fit every pathway deemed necessary; the 
value of the content specifically created for 
the consumer needs to drive the bus. 

Think of it this way: well-crafted branded 
content gives a brand the ability not only 
to express its importance to the customer 
but also lets the customer interact with 
the brand in their own context. To fully 
capture these interactions, the brand has to 
be telling a good story, or the customer is 
going to move on.

“Storyteller” is much, much more than a 
buzzword marketers use on their dating 
profiles. It drives everything people look 
for in brands, and in their purpose. But 
that purpose also drives where the brand 
should show up, and when - the marketing 
mix. The other way around might seem 
like a quick-fix to getting your brand in 
front of as many eyes as possible, but in 
reality, it’s weakening your foundation. 
By placing storytelling at the forefront of 
your strategy, you can deliver relevant, 
purposeful content that is the very essence 
of branded content in the first place. 
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TO IMPROVING YOUR
CONTENT MARKETING STRATEGY

SIMPLE
STEPS
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1. Know Your Audience

We’re going to kick things off with some 
research. We’re going to bet that you could 
stand to update your buyer personas. No 
one likes doing it, but damn are you going 
to thank us later. After all, how do you 
make content that your audience will like 
if you don’t know what kind of stuff they 
want?

It’s crucial to evaluate how well you 
understand your customers. Have you 
been keeping up with them as their needs 
and demands change? And as the market 
evolves around them? Or are you using the 
same outdated assumptions to pigeonhole 
them?

Take some time to sit with your client-
facing colleagues to ask about what you 
might be missing. Is there a new piece of 
fancy tech in the industry? Are business 
sectors consolidating? What are your 
customers afraid of, and how can you help 
mitigate those fears? Or, how does your 
product attack these stressors head-on?

2. Get Better at Creating

Take stock. Do you have enough resources 
to charge toward content marketing? Do 
you possess the time, talent, and budget 
required to set goals, create content, and 
measure it against your objectives? If not, 
don’t get into the content game. 

Content marketing is arduous. It takes a 
well-planned strategy, considerable time, 
and large amounts of work to churn out 
a lot of content. And even if you do have 
enough resources, there’s no guarantee it 
will land the way you want it to. Don’t enter 
this endeavor lightly. Bulk up, plan, and get 
to work. 

3. Benefit Your Customers, Not 
Yourselves

The educational needs of your audience 
are paramount. Your business goals are 
secondary. The content you produce 
needs to create a tangible benefit for the 
people who are consuming it. They are 
seeking answers, and your brand needs to 
provide value. If the content you push is 
just a polished sales pitch, disguised in a 
commercial, you’ve failed. Patting yourself 
on the back might feel good, but your arm 
is going to get tired fast. Your audience 
won’t be there to congratulate you if 
they’ve already moved on to a brand that’s 
giving them what they actually need. 

We preach this time and time again. 
Content is a vehicle for education, not 
pitching.  

4. Hire the Right Talent

There are a few key components to keep 
in mind when creating your content: 
your story, your goals, and your talent. 
Your brand needs to have a compelling, 
authentic story as the central thread 
running through your strategy. It needs 
to be consistent, focused, and ensure that 
people feel something - after reading your 
piece, they should cry, laugh, or learn. 
Otherwise, you risk being scattered and 
disorganized, or failing to make an impact. 
Once the story is set, plan the distribution 
channels, and set robust benchmarks. 
Understand how to measure your content 
before you need to measure it, and realize 
how those metrics speak to your overall 
business goals. 

Crucial to both of these is introducing 
the right mix of talented employees. You 
need people who are good at content 
strategy on your team, and you should 
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also have others who are good at content 
production on your roster. These are two 
core, separate roles, and you’ll rarely find 
someone with the talent to do both well, 
or the time to do one at all. Get the story, 
then the strategy, and then start building 
the content. Strategists and producers 
can’t live without each other, and 
communication between them should be 
constant to produce the best work.

5. Measure the Right Data

Set your goals. Why are you investing in 
content in the first place? What are you 
hoping to achieve with it? How is it going 
to help your bottom line? And how are you 
going to measure that?

Are you trying to create more leads, 
or maybe seek out more in-depth 
relationships with current customers?

Consider the data that can help prove 
your impact. It could be a high number of 
views that define a good piece of content, 
for example. You could report that your 
content received thousands of shares 
on social media. It would be great to say 
you’ve made a tangible sale as a result of 
the content. The truth is, these are all good 
on their own, but even better together. 
Throw in an audience’s emotional response 
to your storytelling, and you’ve got a good 
foundation. Make sure your measurement 
is relevant to the content you’re producing, 
and the benchmarks you’ve set. 

6. Build Tangible Relationships

Make your business known outside the 
digital space. Build a community. Host 
events, dinners, conferences, and parties. 
Meet the people your business relies on in-
person, and make them rely on you. Create 
a space where they feel comfortable talking 

about their challenges, and they’ll never 
leave. Your content can extend beyond 
articles on your blog: make it reach out 
in the real world. Get on stage, make eye 
contact, and shake hands.

These relationships lead to positive effects 
on your bottom line and can have deep 
impacts on your customer retention. 

7. Reward Customer Retention

The job isn’t complete once the customer 
buys your product. That’s when the real 
work begins. Content marketing requires 
education far into the customer lifecycle, 
and once your customers are deep in 
the funnel, retaining them is key. It’s less 
expensive to keep customers than it is 
to make new ones. Once you have them 
hooked, customers are going to rely on 
you even more. It’s imperative to evaluate 
whether you are meeting their needs 
continuously.

This effort is absolutely worthwhile. These 
close relationships and consistent business 
can drive you into the future, build your 
reputation, and grow your bottom line. 
Marketing never stops. 
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THAT’S 
WHEN 

THE REAL 
WORK 

BEGINS.
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THE JOB ISN’T COMPLETE ONCE THE 
CUSTOMER BUYS YOUR PRODUCT.



32

Abridged Interview with Kevin Thompson, CMO at Sotheby’s International Realty

THE
STRATEGY 
BEHIND 
CONTENT
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ANDA GANSCA  When you think about 
the effort behind content, is it just about 
nurturing current customers, or is it about 
creating an emotional connection with new 
ones? How do you think about the two?

KEVIN THOMPSON   It’s both. When 
I first started [at Sotheby’s], I thought, 
“The established luxury consumer knows 
Sotheby’s. If they haven’t transacted with 
us, we’re somewhere in their sphere of 
influence.” So there was this opportunity 
for us to connect in more meaningful 
ways with established luxury consumers. 
The biggest way I saw for Sotheby’s to 
meaningfully connect with consumers was 
with the emerging affluent millennial.

ANDA GANSCA Interesting.

KEVIN THOMPSON  Going back to the 
research we did with Boston Consulting 
Group, we sat down with focus groups all 
around the US. We met with consumers 
online and talked to consumers around the 
world, and we often heard the following: 
“Of course I know what Sotheby’s is. I’m 
aware of the auction house and I’m aware 
of Sotheby’s as a tastemaker, but I’m not 
sure if it’s the right brand for me, as an 
emerging affluent millennial.”

They’re interested in what’s new, and what 
else is out there and that whole idea of 
disruption is just part of their everyday life.

ANDA GANSCA  I mean this is a data 
sample of one, but when I think Sotheby’s, 
I think about the auction house and the 
auctioneer. 

KEVIN THOMPSON So, that was the task 
at hand when I first started with it. We had 
incredible growth in a very short period of 
time, and that is, in large part, due to this 
extraordinary brand awareness. People 

know the brand and they’re seeking out the 
emotional attachment.

ANDA GANSCA Do you ever have the 
conversation around the value of content? 
How do you justify it or debate it?

KEVIN THOMPSON  You have to do the 
research. If you don’t, you’re trying to 
sell them something that they’re unsure 
about. They know that the disruption is 
happening and that consumer behavior is 
fundamentally different than it used to be 
in the real estate space.

ANDA GANSCA But they need to see the 
data.

KEVIN THOMPSON  They need to see 
something that says, “Okay, these are the 
numbers that say things are changing.” 
But then the doors open and there’s 
a willingness to let us in to have this 
conversation, so I had to have the proof.

ANDA GANSCA How did you initially 
argue for or educate stakeholders on the 
value of content? How did you ask them to 
have the patience to wait for these results? 

KEVIN THOMPSON When I came aboard, 
I hit the ground running and thought, 
“Okay these are the things we need to do.” 
And I had a small group of early adopters, 
and a number of our companies that said, 
“This is the same thing we’ve been thinking 
about.” So they turned into our beta test 
audience.

I had a large group in the middle that were 
skeptics that were saying, “Oh this is a big 
change, you want us to publish a magazine 
in a completely different way?” Or “We 
have our own.” Or, “We’ve never done that, 
and we don’t.” I think the skepticism was 
around doubts about how meaningful it 
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 really was, how important it really was and I 
think I moved very quickly in assuming that 
they knew.

ANDA GANSCA  Right.

KEVIN THOMPSON  I would do that 
differently now. I would spend more time 
communicating recommendations we had 
from the Boston Consulting Group in a one 
on one conversation. I would go owner to 
owner and sit with them and say, “Let’s walk 
through this together because I know I’m 
asking you to change your approach and 
I know that’s hard.” In hindsight, I would 
have not slowed it down, but put greater 
emphasis on those individual conversations.

ANDA GANSCA  So a concerted effort 
to essentially educate and bring everyone 
along on the journey?

KEVIN THOMPSON  Yeah exactly.

ANDA GANSCA  Final question, how 
did you think about building your team 
around this mission? Do you have a head of 
content? Is there a content studio or is it 
internal? 

KEVIN THOMPSON All of the content 
creation for our platform is done with a 
dedicated team at Dow Jones, which is 
amazing. They know exactly what they’re 
doing. And they’ve done a phenomenal job.

I did reorganize my team a little bit. I got 
very lucky that I came into a phenomenal 
team that was passionate about this, and 
they’re younger, creative and want to be 
doing more of this. I felt like I was just 
taking the reins off of them and saying, 
“Well let’s just try.” I’ve always had this 
philosophy that the only real failure is to 
not try.

ANDA GANSCA  I agree.

KEVIN THOMPSON  If you try, and it 
doesn’t work, great. Then you know it 
didn’t work and you need to try something 
else and you can shift gears.

ANDA GANSCA  I always say companies 
don’t fail, people give up, because you just 
need to keep trying.

KEVIN THOMPSON  That’s exactly it. The 
more you try, the more you know, and the 
more you learn the more you understand. 
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Knotch is the independent content intelligence 
platform that helps CMO’s and their teams measure 
and impact the outcome of their content efforts via 
real-time, actionable intelligence across all of their 
content investment.

Our end to end content intelligence platform helps 
marketers plan, measure, optimize and benchmark their 
content efforts across all owned and paid strategies.

We work exclusively with brands and we do not 
monetize from any distribution channels to make sure 
that our business model isn’t invested in the success of 
what we are measuring.

For additional information, visit knotch.com. 
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