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 A little over three years ago we moved 

Knotch from Silicon Valley to New York, and 

relaunched as a digital content intelligence 

platform. To be honest, we weren’t completely 

versed in the marketing industry, but we did 

have a solution to a problem that we knew CMOs 

and their teams had. 

Since then we have managed to not only build 

one of the fastest-growing companies in the 

marketing technology space, but also to be 

able to call some of the largest Fortune 500 

companies; our customers (including our 

incredible early supporters JPMC, AT&T, Ford, 

Citi, Colgate, Walmart, HP etc). 

We ended 2018 on an incredible note. Not only 

did we launch Blueprint, the ultimate content 

planning tool, but we also closed a hyper growth 

year for us from a revenue standpoint which 

says as much about Knotch as it does about 

the growth of the content category. Additionally, 

we’re really excited to have announced that 

we have partnered with an incredible fund in 

closing our Series B - NEA - and one of the best 

possible thought-leaders in enterprise software: 

Hilarie Koplow-McAdams. Hilarie is a seasoned 

executive leader who has spent her career 

building the go-to-market functions of Oracle, 

Intuit, Salesforce and New Relic. As we have 

thought about creating the strongest possible 

board, we have also added industry veteran 

Rob Norman who has spent his career running 

WPP’s digital practice and is one of the most 

knowledgeable and connected thought leaders in 

the marketing space. 

There are so many things to be excited about, but 

our focus is fixed on growing the pie of digital 

content by being that foundational intelligence 

layer that marketers need across all stages 

of the content life cycle. I’m excited for you to 

read this report and to have it by your desk as a 

reference point for the year ahead. The strategic 

importance and growth of owned content-

hubs, the continuing push for data reporting 

transparency in our industry as well as the 

larger questions that we are helping marketers 

ask of their partners around data ownership are 

some of my favorite takeaways from this report. 

I hope you enjoy.

Sincerely,

Anda Gansca 
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 We say this every year, but the 

year ahead is proving to be the most 

exciting yet for content marketing. 

Revenue for the industry continues to 

grow, projected at an all-time high of 

$313 billion for 2019, and estimates 

of $412 billion by 2021. A full third 

of content marketers increased their 

spend this year relative to 2018. With 

the largest investment yet, and more 

channels to distribute than ever before, 

marketers big and small are recogniz-

ing the value of building brand equity 

and loyalty among their consumers.

To prepare your content marketing 

strategy, we’ve provided our analysis 

on the biggest trends to come for 2019. 

We live in an incredibly fast-paced 

world, so expect an entirely different 

landscape than 2018.

LOOKING 
FORWARD
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LIVE VIDEO

Consumers are savvier than ever, they can 

smell an ad from ten miles away. Intimate, per-

sonalized experiences have not only become 

important, but absolutely crucial for brands to 

stand out among their competitors. Consumers 

want brands to acknowledge that they are human 

beings, not numbers. They want their brand inter-

actions to reflect this. Live video provides a way to 

tap into this personal connection. 

Through streaming on Instagram, Facebook, 

or Periscope, brands can promote an image 

that isn’t often seen. While traditional ads are 

meticulously designed, live video is unpolished, 

unscripted, and unpredictable. Viewers see the 

person behind the mask, rather than a corpo-

rate robot with a brand bible at their fingers. 

With Q&As, live events, contests, and product 

demos, brands can truly, deeply engage with 

their customers. 

2018 was the year people were dipping their 

toes into the water with live video, but in 2019 

there’s a huge opportunity to best use it to your 

advantage. Live video is a great tool to build 

brand loyalty and authentic trust with customers. 

VOICE SEARCH

With the holidays just behind us, thousands 

have just received a shiny new Amazon Echo 

or Google Home, increasing the prevalence and 

potential for innovative content marketers to 

cater towards new markets. Content marketers 

need to think about the strongest ways to posi-

tion their content, so they can be easily discov-

ered via voice search. 

Brands know full well the importance of opti-

mizing search engine results as they pertain to 

positioning their content. In 2019, it will be even 

more crucial to consider consumer behavior 

for how your branded content will appear when 

someone prefaces it with, “Hey, Siri…”

And for what it’s worth, we’re betting that the 

newest addition to a corporates marketing 

team in 2019 is the “Voice Marketer.”

CHATBOTS / AI

Consumers want speed, convenience, and 

attention. This is often something humans can’t 

do, or don’t do exceptionally well. Properly 

trained chatbots, however, can facilitate trans-

actions or queries quickly, intelligently, and all 

while gathering useful data.

Not only can this be a huge cost-saving imple-

mentation, but also a huge boon to a custom-

er’s interactions with your brand. By making 

their lives easier, and introducing a human 

when needed, their positive experiences and 

associations with your brand only increase. 

There is also an enormous opportunity to utilize 

AI to implement more personalized campaigns 

and communications with consumers. Analyz-

ing individual behavior, and matching people 

to personas leads to more curated, personal 

experiences for your valued customers. 

PEER-TO-PEER MARKETING

People spend more time now reading reviews 

and comparing products. They want to be abso-

lutely positive that they aren’t wasting money 

buying faulty or inferior goods. Who better to 
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turn to than other consumers? Influencers, 

especially micro-influencers, that you trust and 

follow can be huge indicators to individuals that 

a product is worth buying. If they vouch for it, it 

must be good. 

This community of thought-leaders are also 

building your content for you, and sharing it to 

an audience that might be unfamiliar with your 

brand. Ultimately, people trust other people 

over corporations, and having a steady stream 

of testimonials and rave reviews proves value 

and worthiness. 

CONTENT PLANNING STRATEGY

As much as you’d like it to be true, throwing up 

piecemeal articles and videos does not consti-

tute a content marketing strategy. A strategy 

involves more than just making content, it re-

quires analysis, planning, curation, and thought. 

Calendars are not strategies. A truly effective 

strategy aligns a brand and its audience around 

a common mission and voice, carrying through 

specific messaging and aiming to increase re-

turn on investment and individual conversions.

AUTHENTICITY

Above all, 2018 taught us that authenticity is 

key for brands to earn trust, loyalty and equity 

from customers. Customers are more willing to 

purchase from brands that are purpose-driven, 

more likely to consume content that is focused 

on human stories, and more than happy to buy 

products from companies that make them feel 

good. This is especially true as people overall 

are becoming less trusting of big data, tech and 

advertising. 

Showing customers an authentic brand story, 

or content that rings true will continue to prove 

successful for companies looking to connect 

with their audience. People are wary of what 

companies they affiliate with, and they can spot 

a fake in an instant. Keep that in mind as you 

create content, and make sure it stays relevant 

to your audience, without deviating from being 

true to your mission. 

Transparency is a huge factor in this as well, as 

stripping away obfuscation and being up-front 

with an audience lets them see vulnerability, 

honesty, and humanity. It helps prove that your 

actions align with your words. 

 

As we journey further into the new year, these 

trends carry with them some underlying 

themes. Keep in mind the importance of de-

veloping an informed strategy, utilizing new 

and varied distribution channels, and staying 

true to your brand. Most importantly, treat your 

audiences like the intelligent, tech-savvy people 

they are. Every time there is potential for an 

interaction, make it genuine, and make it count. 
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VALUATION IN BILLIONS US DOLLARS VS YEAR
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Following a four-year growth spurt, the valuation of the Content Marketing 

industry will be $412BN by 2012. Spanning the period from 2017-21, 

there will be three key growth drivers for the Content Marketing industry:

 • Building brand awareness

 • Lower costs than traditional advertising

 • Increasing conversion rate

Source: Technavio
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In 2017, the Marketing Measurement industry was $1.09 billion. Continuing to 

grow at a compound annual growth rate of 16%, it’s set to double to $2 billion 

by 2023.

CAGR: 10.6%

MARKETING MEASUREMENT WILL GROW BY $1B OVER THE NEXT FIVE YEARS

Spend on Marketing Performance Measurement to Double to $2 Billion by 2023
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2019(e) 2020(e) 2021(e) 2022(e) 2023(e)

CAGR: 10.6%

Marketing measurement is proving to garner significant return on investment, 

showing the value of the impact relative to the expense. 

Note: Compound annual growth rate (CAGR) calculated for the 2018 to 2023 period.  
Source: Forrester estimates

MARKETING MEASUREMENT WILL GROW BY $1B OVER THE NEXT FIVE YEARS

Spend on Marketing Performance Measurement to Double to $2 Billion by 2023
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BUILD A BETTER 
OWNED CONTENT HUB

 Partly due to higher demand for content and long-

term interactive campaigns, brands are taking a stronger 

in-house approach by leveraging their own tools and data 

to create content their audiences want to engage with. From 

Colgate to Equinox to Pfizer, the race for dominant owned 

content hubs is fierce. And it’s only getting fiercer. 

In the realm of blogs and content hubs, competition is limit-

ed to topics. It is estimated that a staggering 3 million blog 

posts are published  daily. While intimidating, marketers 

setting out to build or enhance their content hub need only 

worry about producing engaging content around topics that 

relate to and benefit their brand. Keeping this in mind, there 

is hope for any sized brand to compete for attention against 

thought leaders in their space. 

Here’s how…

To begin, keep a focused eye on your direct competition 

along with content leaders in other industries. What for-

mats are they investing in? What themes do they focus on? 

How do their content hubs reflect their brand values?
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Start building wide and tall. Visualize a moun-

tain while thinking about the ideal content hub. 

You want a central, tall peak surrounded by a 

wide base of sub-topics. This is where you’ll 

want to conduct an official content audit to 

review what can be repurposed to add value to 

the hub. Next, think of what types of new con-

tent you’d like to invest in. For example, let’s 

imagine we run a mortgage lending company, 

MortgageCo. Starting off building our content 

hub, we may want to outline our content pro-

duction using the 50/30/20 method. 

50% of the content should focus specifically on 

mortgages, or very closely related topics. For 

our company, this means producing a reposi-

tory of content around mortgages - what they 

are, why they are significant, how to buy them, 

etc… It also doesn’t hurt if we find a way to inte-

grate how MortgageCo helps customers during 

their home-buying journey, and why we should 

be considered a trusted brand. As long as it 

remains in the context of mortgage focused 

content, of course. 

The second largest slice of the pie, 30% of the 

content should surround topics that at least 

tangentially relate to the mortgage buying pro-

cess. Topics could include financial well-being, 

home renovation, relationships, travel… These 

topics don’t directly relate to MortgageCo’s core 

business, so we should avoid integrating our 

brand into this content, focusing instead on cre-

ating engaging content that is useful for their 

audience. These first two categories succeed 

when the brand can highlight personal experi-

ences and stories from customers, employees, 

and anyone else who has relevant experience 

with buying a home and securing a mortgage.

Finally, MortgageCo should dig deep into our 

audience data, devoting 20% of our mountain to 

content lying off of the beaten path. If we’re tar-

geting a millennial audience, our content could 

focus on topics ranging from road trips to live 

music to pop culture. This provides an opportu-

nity to experiment with different formats, such 

as video (if you’re mostly invested in written 

content), podcasts, infographics, experiential, 

and VR and AR. If the tone of the other 70% is 

mostly educational, the brand may want to play 

around with more humorous, light, or entertain-

ing content.

As you build your content mountain, stone by 

stone using the 50/30/20 method, you can 

begin adding texture to your hub. Use different 

formats to cater to your audience’s various 

learning styles, or make use of multiple writ-

ers. Throw some variety in there, stand out. 

Speaking of writers, this mountain isn’t going 

to build itself. To compete at a high level, you 

need high levels of talent. You’ll want a team 

of strong writers with experience producing 

quality content, maintaining a content schedule, 

and managing websites. You’ll also benefit from 

investing in someone senior to oversee strat-

egy with experience driving content marketing 

activities forward. With a unified content team 

in place, being able to leverage technology that 

specializes in measuring content will enable 

you to see what’s working and what isn’t faster 

than your competitors. 
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 The rise in popularity of content market-

ing in recent years continues to bring brands 

closer to their audiences and expand the very 

definition of what content can be. In the past 

year, branded content has gone far beyond a 

simple article or video on a dedicated page. In 

2018 alone, we’ve seen content ranging from 

360˚ videos to interactive video game experi-

ences, and that’s just the start. Innovation in 

content from brands, agencies, and publishers 

is constantly evolving, and shaping how we as 

consumers communicate with brands daily. 

This brings up a salient question: how can we 

know what makes a piece of content successful 

if the space is always changing and growing?

For starters, it’s important to note that all 

branded content is driven by a goal on an indi-

vidual or campaign level. Whether that goal is 

to inform, entertain, or persuade will greatly 

define what ‘success’ means. However varied 

content goals may be, our measurement across 

the scope of branded content has helped us 

pinpoint what makes any piece of content a 

success. 

STAYING RELEVANT

Today’s news-centric world is encouraging 

audiences to look deeper. People are less 

interested in individual stories pertaining to a 

brand, instead seeking out how brands might 

YOUR CONTENT IS 
GOOD, BUT IT NEEDS 
TO BE GREAT.
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relate to and interact with the world around 

them. Put simply, brands can no longer depend 

on attracting an engaged audience by talking 

about themselves in a bubble. 

In the past year, we’ve found that pieces con-

nected to well-known events, such as nation-

ally observed months and natural disasters, 

have garnered higher than average viewership 

and average time on page metrics, stronger 

response rates, and largely positive respons-

es to our sentiment surveys, especially when 

asked about brand perception. Championing the 

accomplishments of an employee with autism 

during Autism Awareness Month, for example, 

is far more impactful than writing about diver-

sity and inclusion hiring in the abstract. 

Branded content presents a powerful opportu-

nity to break down barriers and connect with 

audiences on a deeper, human level. Being 

tapped into what is going on in the world helps 

effectively thread a brand’s message into ev-

eryday life. 

KNOWING YOUR AUDIENCE

It’s tempting for brands and publishers to adopt 

the newest, flashiest forms of branded content 

across all facets of a campaign. However, it’s 

also critical that they consider their audience. 

Branded content efforts that cast wide nets 

across different publishers are likely to en-

counter different demographic breakdowns, 

even within the same campaign. Keeping that in 

mind, it only makes sense to play to each audi-

ence with content that best suits them. 

If a brand publishes content on a long-estab-

lished, prestige news publication, it would be 

best to present themselves in a long-form ar-

ticle, which would be familiar and expected by 

their older audience visiting the site. Alterna-

tively, if the same brand is pushing content on 

an innovative, tech-forward site, it would bene-

fit them to capture the younger, more tech-sav-

vy audience’s attention with a fun, interactive 

experience. 

Branded content is at its best when it becomes 

a seamless addition to its surroundings. Know-

ing the target audiences across publishers, and 

anticipating what content they’re looking for 

ensures that success is found. 

18



19



MEASUREMENT 
AT 
THE SPEED 
OF DATA.
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 In a world that is saturated with more 

and more branded content, it has become in-

creasingly important for brands to deliver con-

sistently successful pieces that meet objectives 

and keep audiences engaged. Each engage-

ment, whether it lasts a few seconds or sev-

eral minutes, is an opportunity to validate the 

impact of the content as well as the work that 

has gone into its creation. That being said, the 

measurement of success in branded content is 

a vital process from start to finish, and helps to 

shape future creative directions and publishing 

partnerships. 

But what about brands that are interested 

in the success of current campaigns? While 

measuring success and performance is a key 

influence on the next campaign, brands should 

also be able to gauge content performance in 

real-time for even deeper insight and perhaps 

further action. In other words, brands need 

measurement at the speed of data. 

THEN VS NOW

Traditional brand lift studies have been a fixture 

in content measurement for decades--these 

control/exposed popups compare the reactions 

of a polled control group to those who have 

seen a brand’s content in order to quantify 

change in perception. While sound in method, 

CMOs and their teams have often lamented 

the rigidity of the studies as well as the time it 

takes to complete them. Receiving the results 

of a brand lift study 3 months after the com-

pletion of a campaign can certainly inform the 

basic level of success, but cannot help to turn a 

faltering campaign into a thriving one. 

Knotch aims to provide brands with insights 

that can be used at a moment’s notice to ensure 

that campaigns are performing at their abso-

lute best at all times. Through a multitude of 

ever-updating dashboard views and customiz-

able exports, paired with both quantitative and 

qualitative data, brands can pinpoint successes 

and failures on a piece, campaign, or theme lev-

el as their audiences digest their content. 

The traditional content measurement paradigm 

has forced CMOs, creative teams, and agencies 

to focus on hindsight rather than insight for too 

long, and has greatly undervalued the oppor-

tunity to pivot content strategy within a cam-

paign’s lifetime.

THE IMPORTANCE OF PIVOTING 

If everything went according to plan in the 

branded content space, there would be no need 

for content measurement. The unpredictable 

nature of audience reactions requires brands 

to be flexible and open to change throughout 

the lifetime of a campaign so that goals are met 

and audiences are satisfied. Whether it is a dis-

tribution channel pulling in unengaged visitors, 

the wording in a title alienating a piece’s target-

ed audience, or a piece resonating along politi-

cal boundaries, content strategy can be altered 

to better meet the objectives of a piece with the 

help of real-time data. 

Each engagement is an opportunity to further 

deliver on content objectives, and each nega-

tive response is a chance to adapt to feedback. 

Knotch’s commitment to delivering measure-

ment at the speed of data ensures that brands 

are getting the best results out of their work 

and that audiences are always heard. 
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 In a world still reeling from the Cam-

bridge Analytica Scandal and familiarizing itself 

with GDPR, brands are challenged to reduce their 

dependence on third party data and shift their 

attention to first party data. While third party data 

is widely available to all bidders, it is commonly 

pre-packaged and segmented to meet the needs 

of different buyers. First party data, while not as 

widely available to brands, is a much more exclu-

sive asset that is collected in a more transparent 

way. Below, we’ll take a look at how brands are 

leaning into the power of first party data and 

integrating it into their marketing efforts. 

 

In order to conceptualize these efforts, let’s first 

outline the most common ways in which brands 

have traditionally collected first party data. 

• Customer-inputted data: (typically captured in 

CRM), includes customer attributes and demo-

graphics such as name, gender location etc..

• Transactional & subscription data: Purchases, 

upgrades/downgrades, and cancellations

• Product/content interaction and behavioral 

data: Observed data from consumer behavior 

including clicks, views, scroll depth, responses, 

likes etc.. 

• Customer service data: Trouble tickets that 

have been submitted and/or resolved

• Marketing interactions: Opens, clicks, as well 

as views and responses. 

Together, these insights offer marketers the 

ability to deeply personalize touch points with 

consumers and allow brands to better target and 

segment audience, enhance product and content 

recommendations, and optimize campaigns. In 

2018, brands relied on the above channels to en-

hance their data vaults, but also looked to emerg-

ing technologies to channel in new customer data. 

HOW CMO’S ARE 
RACING TO STORE 
FIRST PARTY DATA

23



In an interview with Adage, Clorox’s CMO Eric 

Reynolds placed an emphasis on both quantity 

and quality when thinking about data collection 

and marketing. Reynolds wants to continue to 

build the top of their funnel and recently made 

a commitment to reaching 100 million consum-

ers in their database. Clorox is also investing in 

acquiring direct-to-consumer businesses and 

using paid media to convert consumers into 

various crm programs. In the past year, Clorox 

has used data on women who use Renew Life 

(a recently acquired digestive health brand) to 

do look-a-like modeling in their DMP to enhance 

their programmatic efforts. This increased per-

sonalization has become especially important as 

Clorox attempts to maintain its dominance in a 

sea of emerging DTC brands.

Nestle’s CMO Pete Blackshaw speaks to a sim-

pler, more old-fashioned approach (that many 

brands have lost sight of) when discussing the 

powers of first party data - user reviews. Re-

views on Walmart and Amazon and questions 

that consumers ask through call centers and so-

cial media are ripe to be mined for insights and 

are key in determining whether your brand is 

developing a high level of trust with consumers. 

In the paid content space, in which brands have 

long relied on 3rd party data, CMO Tim Minahan 

discusses how by layering on Knotch’s content 

measurement platform, Citrix was able to mea-

sure the success of a campaign in real-time 

without relying on data back from their publish-

ing partner. The first party data points received in 

real-time included in-depth quantitative and de-

mographic analytics that validated their audience 

and confirmed strong campaign engagement, as 

well as attitudinal feedback that showed positive 

sentiment around the brand and campaign. 

In 2018, Nissan’s European CMO Jean-Pierre 

Diernaz declared that the “classic agency model 

is dead“ and explained how the connected car 

will become their next great media channel pro-

viding data that will inform every aspect of their 

marketing process from creative to program-

matic. Going forward, Nissan will be collecting a 

slew of data around driver behavior that will al-

low them to target users with specific marketing 

messages and services to them as they drive. 

As they shape their marketing strategy around 

the connected car and data in their DMP, Diernaz 

explains that Nissan will need to take a new ap-

proach with how they interact with their agency, 

from to structure of the teams to the processes, 

tool and briefs used to buy media. 

As restrictions on data tighten and the effects of 

GDPR begin to crystallize, it has become more 

important than ever to maximize the effective 

of campaigns and the ability to analyze perfor-

mance. First party data increasingly seems to 

be the key to this. Recent reports have stated 

that nearly 80% of marketers are either data 

self-sufficient or moving towards a self-suffi-

cient model, revealing a shift in priorities and 

reliance towards 1st party data. At the same 

time, there’s a noticeable trend towards brands 

bringing efforts in-house, closer to the CMO, and 

outside of the purview of an agency. In 2019, 

brands capable of leveraging new technology 

and also identifying and collecting first party 

data that their customers provide them with, 

will be best positioned to both personalize and 

maximize their marketing efforts. 
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 Marketers gathering data isn’t just a giv-

en, it’s a necessity to compete, and brands that 

haven’t acknowledged this are already behind. 

There’s no stopping the proliferation of data-col-

lection, but perhaps there’s a way to control it. 

Thereby ensuring that the companies gathering 

that data are doing so responsibly, controlled by 

limits set upon the information they can collect, 

and that choices are made by the individuals 

whose data they horde. 

Knotch, as is our business, recognizes the value 

and importance of data. It makes companies 

competitive and sustainable, while increasing 

HOW MUCH DATA 
DO YOU NEED?
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their marketing potential, and helping their 

messaging be as targeted and relevant as pos-

sible. For consumers, data enhances their over-

all experience. Websites and advertisements 

are tailored to their likes and dislikes, and de-

tailed algorithms ensure every move they make 

is made simpler. People are willing to make that 

trade, information for better experience, as long 

as the company communicates it properly.

Therein lies a major issue, however. A popular 

justification of amassing such large swaths of 

data is that it aids the end user, that it’s benefi-

cial for companies to control as much as pos-

sible, even if it isn’t relevant to their business. 

These companies lose track of what they’re 

actually using the data for, in place of collecting 

as much as they can. If a company cannot pro-

vide a detailed explanation of what their data 

is used for, they shouldn’t be in the market at 

all. It’s irresponsible and dishonest to not have 

specific goals laid out for all data collected. 

We live in a world where data security is at 

the forefront of everyone’s mind. Major data 

breaches leave every internet user scared of 

what’s to come next. We know when informa-

tion seeps out, it isn’t a fluke, but rather a tar-

geted attack. As the world becomes more and 

more data centric, there exists greater risks 

that information will be stolen and used to tar-

get individuals. These individuals are increas-

ingly powerless as their data proliferates in the 

digital universe. A commitment to responsible 

data use, and a framework to support it, is 

absolutely necessary. 

The question remains, what does this commit-

ment to responsibility look like? At the end of 

the day, it returns to treating each consumer 

as an individual, and applying the golden rule. 

Don’t allow negative or harmful content to 

target users, remain extremely discerning with 

who data is provided to, and always give the 

individuals the ability to opt out or opt in of all 

the data of theirs that is collected. 

GDPR laid important groundwork for protecting 

individuals, but it remains a binary solution. 

As we become more sophisticated, consumers 

will have the ability to edit exactly which data 

points of theirs can be collected, traded, and 

published. 

Marketing has always been based on data, but 

we have more now than ever, and that’s some-

thing marketers need to be cognizant of. We 

now have more processing power to manage 

that data properly, and utilize intelligent ways 

to protect it and the people it comes from. 

Individuals feel powerless against the giant, 

faceless data-collecting companies. As part of 

the marketing landscape it’s our responsibility 

to prove that we deserve their trust.
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27



AdLandia: How did you get started, what was 

the forest through the trees that you saw, and 

how has that company evolved?

Anda Gansca: We got started by not being at 

all focused on marketing. I initially was real-

ly obsessed with figuring out how people felt 

in real time about something. I was trying to 

figure what are the big missing data sets about 

humans online, and realized that there wasn’t a 

very good way to collect feedback.

Surveys were really crappy consumer products. 

No one wanted to engage with them. As such, 

there was this big missing data set of how peo-

ple actually felt about stuff.

 

We built something, it really worked. Surveys get 

around a 0.01% rate, we were getting 20% on av-

erage.The exponential increase in response rate 

meant that we could get a lot of data at scale. 

We blended what someone says about them-

selves and what their behavior says about them 

into a more holistic version of themselves, and 

we are on our way to becoming a standard for 

how content, in particular ROI, is measured.

AdLandia: One of the things that I have always 

been impressed by your product is the aes-

thetic of this online survey, if you will, and the 

sort of creativity that went into that 20% en-

gagement rate output. Can you talk about how 

you blended art and science to create an online 

survey that could engage consumers in a way 

that isn’t just an ‘X’ out?

Anda Gansca: We left off from the idea that 

surveys were not very engaging consumer 

products and started asking ourselves, why? 

We realized that there were two issues. 

The first was the context. Usually surveys are 
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targeted to you in a disruptive way. They kind 

of pop up, or they’re sent to you via email two 

days later. It’s really a disruptive context in both 

cases. We realized that it has to be at the end 

of an experience. Ideally an immersive experi-

ence, not a transactional one like a display ad. 

Content is not only a winning mechanism for 

brands to tell their story and engage with audi-

ence, but also a really good way to get someone 

to share their feedback.

The second issue was the methodology. Now 

surveys, what they do is ask you to convert a 

feeling into a percentage, or a number, or multi-

ple choice. Therefore, there’s a massive friction 

and people don’t tend to express that feeling. 

What we did is we basically said, “Let’s create 

a really intuitive design. Let’s take a universal 

metaphor.” And this is I think where we really 

kinda hit the nail on the head. If you present 

someone with a temperature scale, they au-

tomatically know what to do with it without 

having to think about it. It gives us the ability to 

create granularity. Because you could have as 

many scales to that temperature as you want, 

you could enable people to quickly answer a 

question without thinking about it, and enable 

them to have a really positive experience as 

opposed to making them feel like they’ve had 

to spend minutes figuring out how they actually 

feel. You just give them a really easy and re-

warding way to share

that feeling.

AdLandia:  It’s like they want to actually share 

their feedback.

Anda Gansca: They do.

AdLandia: I assume, right, that if someone is in-

teracting with a Knotch UI that you have rights 

to all of that data. Is that how it works?

Anda Gansca:  The data belongs to the brand. 

It doesn’t belong to us. We’re literally just a 

conduit for data collection, and we reserve the 

right to create benchmarks and aggregate in-

sights. You do work with publisher X, we would 

embed in that content piece, and any data that 

comes, like the audience that came to that con-

tent piece, the type of audience, the way they 

engaged, the way they felt, all of that would be 

passed on immediately to you and the publisher 

and the agency, so complete transparency, but 

you would own the data. We would aggregate 

the data from publisher X, publisher Y, publish-

er whatever, and all of a sudden you’d be left 

with this first party data pool that you could 

then put into your CRM, put into your DMP, etc.

AdLandia:  Wait. But, Anda, what you just said, 

no one’s doing.  Hold on. Let’s explain that. You 

are saying that a brand could actually own data 

from a publisher, from an audience, from audi-

ences, that came to a specific publisher, versus 

a publisher giving you the datathey want you to 

have.

Anda Gansca:  Yeah, exactly.

AdLandia: Hello, that’s the mic drop. What is 

the industry missing? We’re so data obsessed 

to the point of just complete saturation. I mean, 
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we have people come on and talk about data in 

all different types of ways on this show. What is 

the thing that we’re not seeing from your van-

tage point?

Anda Gansca: I think it’s actually marrying re-

search and analytics in real time, which has not 

really been possible and we’re trying to obvi-

ously do that through what we do. By the way, 

this is the other thing that, I don’t even know if 

it’s going to blow the Internet, probably not, but 

I don’t really believe in benchmarks and index-

es. In today’s world, I’ve just seen brands define 

their notions of success so radically differently, 

and content is not only valuable, but as I men-

tioned, it multi-variate in its success. I feel like 

people should just kind of forget that and focus 

on who we are. What is our bottom line and how 

do we get there through marketing?

AdLandia: Yes. That’s a huge insight. Because 

everyone’s talking about the single source of 

truth. And what you’re saying is there is no 

single source of truth. You have to start going 

forward into insights, versus worrying about 

these made up benchmarks that we’ve created 

that aren’t really actually benchmarks. 
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AdExchanger: Tell us about Knotch. What is it? 

What problem does it solve?

     

Anda Gansca:  As the creative format of adver-

tising has evolved away from just display, and 

into more complex value-ad interactions with 

content as the central format, there’s also been 

an evolution of the difficulty involved in mea-

suring it. A display ad is a bit easier to mea-

sure. It’s clicked on or not, viewed or not. When 

it comes to content, success is a combination of 

a bunch of different factors including impres-

sions, and engagement, and sentiment, and 

conversion, and social, and I could keep going.

     

But the other bit that’s interesting is that dif-

ferent brands define success differently. The 

notion of benchmarks becomes pretty compli-

cated. So in a way, it was the perfect problem 

to try to solve because it’s a tough nut to crack. 

And I thought there weren’t really any compa-

nies that were big that were trying to solve this 

problem. The companies that kind of are big in 

this space are all focused on the display adver-

tising market. But no one had come in and said, 

“There’s this evolution. there’s this investment 

growing in content. Someone needs to measure 

it.” I wanted that to be us. And I think it is.

     

AdExchanger: What aspects of content market-

ing are you helping brands to measure? 

     

Anda Gansca: We believe that it’s important 

that content is measured across all the differ-

ent metrics that it’s trying to influence. So we 

have built a pretty robust data collection plat-

form that collects sentiment as well as en-

gagement demographics, income level data for 

example, as well as behavioral data, as well as 

conversion data, and social data. Because at the 

end of the day, you want to be able to bring any 

type of metric that you care about as a market-
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er in calculating your notion of success. Then 

we allow marketers to create their own score 

that includes whatever metrics they care about 

in whatever order they care about. But, because 

we are an independent data company, we don’t 

make money from any publishers or agencies. 

We only serve the brand. We are also able to 

normalize the data collection, as we bring in the 

same data, and the same format, in real-time 

from across every distribution channel, and 

every creative format.

     

AdExchanger: Let’s talk about a couple of 

broad trends. A big one is around this macro 

theme of content marketing. What’s changing 

for brands with their content marketing right 

now?

     

Anda Gansca: One of the biggest shifts that 

we’ve seen is a massive, massive focus on 

owned content efforts. Brands are realizing 

how important it is to have a direct relationship 

with your audience in which you control not just 

the message but the context in which that gets 

delivered and you get to collect that first party 

data that’s so important. And so, brands are 

creating massive content hubs and then using 

Facebook or LinkedIn or SEO to drive traffic 

towards their own content hubs. I’m super be-

hind that strategy because it ticks all the boxes 

from a strategic standpoint. You’re building that 

relationship, but you’re also getting a sense of 

conversion in the short run. 

     

AdExchanger: Right. If you can get someone to 

click or navigate to your place it’s better from 

all sorts of standpoints. Where does it go next?

     

Anda Gansca: I think it’s already kind of mor-

phing into an ownership conversation, which 

makes me very excited. I think brands are seek-

ing to own a lot more of their audience data as 

opposed to just getting more data that they can 

trust. There’s a new standard that I think a lot 

of the brands are trying to live up to.
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James Kotecki: One of the things you talk about 

is transparent real time measurement. Trans-

parent real time measurement has been a goal 

of marketers for so long, ever since we had the 

idea of the fact that we can advertise online and 

measure people digitally, that has been kind of 

the goal. It seems like everybody’s still talking 

about that, so where are we actually right now? 

What are we capable of doing? Maybe more 

importantly, what are we still not capable of 

doing?

     

Anda Gansca: Yeah, one of the big things that 

we talk about is really trust and transparen-

cy, and how close are we, from a technology 

standpoint, to achieving it. I think one of the big 

insights that we’ll share is that technology is 

only half of the equation. 

     

I would say the sad reality of the industry is 

that oftentimes, the incentive structures behind 

how data reporting happens, if it happens at the 

level of the distribution channel, actually pre-

vents the transparent trusted data from getting 

to the ultimate decision maker, which is the 

brand, in real time. It’s actually more of a reality 

of the humans, and the incentive structures, 

rather than a reality of the technology that’s 

limited that has led us to a place where trust is 

a really hard currency to earn in the industry.

     

James Kotecki: That’s a difficult problem to 

solve, because you know, being a technologist, 

you maybe would want to solve that problem 

with technology and you’re saying that it’s 

challenging and maybe you can’t do it with 

technology. What are you able to do, other than 

share the insights? How do you actually push 

that forward?

     

Anda Gansca: What we did is, we said, we’re 

going to be a data collection platform, but on 
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behalf of the brand. We’re only going to mone-

tize from brands, and as such, we’re going to be 

economically incentivized to defend the truth 

and bring them the truth in real time. Hopefully, 

because of that, even though it’s a radical busi-

ness model which basically means we’re not 

going to make money from three-thirds of the 

industry, it actually aligns us with what I think 

is a better outcome for everyone.

     

James Kotecki: Can you give me any examples 

of how brands have been able to achieve better 

results with what you’re talking about?  

  

Anda Gansca: Yeah, I mean, a big part of our go 

to market strategy is that we’re not beholden 

to creating positive results for anyone in the 

reporting ecosystem. For example, we’ve had 

three or four massive brands that have discov-

ered bot traffic across some of their campaigns. 

None of that would have come up, definitely not 

in real time, if the reporting would have been 

left to the distribution channels. That’s a real-

ly simple example, but there’s a lot of others. 

Including, the ability to compare in real time 

between one channel against another, which 

you wouldn’t normally be able to do if they get 

to report back on their own timeline and in their 

own way.      

    

James Kotecki: There are a lot of startups here 

at CES. What is a common mistake that you see 

young startup founders making?

     

Anda Gansca: You know, it’s interesting be-

ing at CES and just seeing how everyone’s so 

excited about new technologies. I think one of 

the biggest mistakes that founders often do is 

they try to chase the shiny thing of the moment. 

Whether that’s chat bots, I think that was the 

shiny thing a couple of years ago, blockchain, 

you know, AI, at the end of the day, technology 

and innovation is only as relevant as it is to 

your customers, so I would say stay focused on 

what your value prop is and don’t get distracted 

by the noise.

     

James Kotecki: What are you most excited 

about for 2019 as we look to the future?

     

Anda Gansca: I think there’s a really inter-

esting turning point in 2019 on a lot of fronts, 

but I think this notion of trust, which is really 

what we’re talking about tomorrow, is going to 

be one of the breaking points for technology. 

I think we’re going to hear about technology 

companies embracing that they have a respon-

sibility to our society in some way, shape, or 

form, whether it is to say, “We’re now a media 

company and we’re going to be moderated,” or 

it is to day, “We’re a self driving company or we 

are a ride sharing company and we have a duty 

towards the people that we employ,” you know, 

I think we’re going to see a lot more ethics and 

moderation happening in the technology world. 

Even though I am kind of a purist techie, I am 

excited to see how we can start really com-

bining human and technology, because I think 

we’ve kind of unfairly placed too many bets on 

the technology.
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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 con-

tent efforts via real-time, actionable intelligence 

across all of their content investment. 

Our end to end content intelligence platforms 

help 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 invest-

ed in the success of what we are measuring.  

For additional information, visit knotch.com.




