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time to admit it

Having lived through more than a few reorganizations and having reorganized 

my own company more than once, I know the upheaval it creates—but I  

also know the importance of adapting to change. There’s never been an 

upheaval like the reorganization marketing departments and companies are 

going through today. 

Customers are now more powerful than the board of directors when it 

comes to determining a company’s strategic direction. The C-suite still 

believes that it outranks customers when it comes to deciding where to take 

the company, but that’s probably only because the C-suite is not in touch 

with their customers.

Companies have been reorganizing themselves for years to become more 

“customer centric” but technology has enabled customers to take the reins. 

Forget reorganizing around what you think they want; today they tell you and 

all their friends and all your competitors exactly what they want in real time. 

If they don’t find it, you’ll know instantly, so you better be ready to adjust 

accordingly. That’s real-time reorganization. That’s what marketers are strug-

gling to get in front of. You can’t direct anything if you’re back on your heels. 

You can’t keep customers if you can only make it up to them after the fact 

instead of getting it right in the first place. 

We recently interviewed two reorganization/brand transformation experts 

for orange. We talked to Joe Jackman, branding guru of Jackman Reinvention 

in the last issue (http://orange.imaginepub.com) and Graham Atkinson,  

CMO of Walgreens, in this issue (page 30). Jackman says that customer 

loyalty today was “the absence of another option.” Atkinson tells the story of 

how the founder of Walgreens 112 years ago greeted every customer at the 

door every morning. 

Put those two quotes side by side and tell me what’s changed. Walgreens 

is fighting for your loyalty because “another option” might be literally across 

the street. Or for most, the other option is as close as the smartphone in 

a customer’s pocket. But it still boils down to knowing your customers as 

well as Mr. Walgreen did. Yes, there may be millions of them now (if you’re 

lucky) but they’re telling you who they are. They’re introducing themselves to 

you all the time. They’re divulging more about themselves than ever before. 

You’ve just got to be smart enough and fast enough and willing enough to 

do the humble thing and meet them at your front door which just might be 

your drab, boring website or social media page. Admit it —the customer is in 

charge and always has been.
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Marketers will spend 

$3.34 
billion 

on real-time-bidded 
advertisements 
in 2013, a 73.9 

percent increase 
from 2012, 

according to 
eMarketer.  
In addition, 

marketers will spend 
$3.81 billion on 

mobile Internet 
display, a 21.7 

percent increase 
from last year.

Despite their strength as earners 
and consumers, 

91 percent 
of American women say advertisers 

don’t understand them, according 
to research done for the Marketing 

to Women Conference. 

Twitter commentary about a TV 
show can increase viewership as it 
airs live, according to a new study 
by Nielsen. High volumes of relevant 
tweets boosted ratings for 29 percent 
of the episodes. Given that, starting in 
November, subscribers to Comcast will 
be able to use a See It button on Twitter 
posts to instantly watch and record 
shows from NBC Universal. 

T h e  B U Z Z

American adults now spend more time each day 
using digital media than watching TV, according 
to a new report by eMarketer. They spend 

2 hours and 21 minutes
each day, on average, using smartphones, 
tablets and feature phones for activities outside 
of phone calls.  

This summer, Women’s Health shed 
something other than unwanted pounds. The 
popular magazine unveiled a new website 
design, casting off a more traditional site layout in 
favor of the newsfeed format preferred by social 
media sites and blogs. 

Yahoo! Japan aims to be the largest e-commerce 
retailer in the country by 2019 and so will remove the 
coefficient of the friction of e-commerce to zero, according  
to the company’s chairman speaking at their Store 
Conference in early October. No more service fees, 
loyalty fees or merchant fees; no more restrictions 
on merchants’ e-newsletters. The best place for  
any marketing experiment is a controlled environment and 
what’s more controlled than an island? If this works in Japan, 
might Yahoo! roll back fees on e-commerce for the rest  
of the world?

Project managers throw the terms 
“waterfall” and “agile” around 
but now more marketers are 
eschewing the annual strategic 
planning process in favor of agile 
marketing. (Even if you didn’t 
know the name, what you were 
probably doing was waterfall.)  
According to a Forrester report, 
69 percent of marketers say 
things change too quickly to  
do it the old way. Instead they 
speed up the test, revise and  
run a campaign cycle to more  
accurately compare planned 
activity to actual results.

Almost a quarter of respondents 
to a CMO.com survey said that 

the CMO is responsible for  
customer experience in their 
retail company, a whopping 

50 percent  
increase

 in one year. Some have gone so 
far as to name chief customer 

experience officers. 
For more on the changing  
face of retail and the brand 

transformation it calls for, read 
Transforming from a Burning 

Platform, an interview with 
Walgreens CMO Graham 

Atkinson, Page 30.

African-Americans spend more than twice as much time as 
other ethnic groups on personally hosted websites. They like to 

blog, to post, to create content for their own websites at least in part 
because they like to control their own story, one that is too often 

told negatively, according to Nielsen. They also hold enormous sway 
where pop culture is concerned and can move not only their own 

contacts but other groups toward brands and media they like.

Customers are now more 
powerful than the board of 

directors, according to a new study 
from IBM. Only the C-suite has 

more say in business strategy. 
Customers even outrank strategic 

planning when it comes to 
determining strategic direction.

Food e-Vangelists are set to change the way food is 
grown, packaged, prepared and sold, according to a new 
study from Ketchum. The description sounds like a usual 

food marketing target audience: young women, active  
online, financially secure and with a family. But this group is  

different, and here’s why: They’re vocal in their opinions and 
they’ve done their homework. In other words, they say what 
they think and what their research tells them, and they say it 

to a wide online audience. They generate an enormous  

1.7 billion online conversations  
about food every week. The strongest motivators are health, 

transparency and making food more  
accessible to families in need. 

In 2012, the average mobile user 
downloaded 80 apps per device. 
That’s up from an average of 10 apps 
per device in 2008, but many of them 
are used only once or quickly deleted. 
Making an app that a user cannot  
live without is trickier than most  
developers admit. And in a year when 
in-app purchases will account for  
17 percent of revenues (more than 
$4 billion), according to Gartner, you 
can’t afford to leave that much money 
on the table. 
 
For ideas on how to create an app 
that sticks, read “Are You Corroding 
Your Brand?” from the last issue  
of orange.  
http://orange.imaginepub.com/
are-you-corroding-your-brand
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Content 
Reigns

but for  
How Long ?

For these five brands,  
content isn’t just a buzzword; 

it’s a business driver.

B
y M

att A
lderton



8    orange    orange.imaginepub.com    |    orange    9

Dan Hutson, vice president of 
communications and marketing for be.group

When Microsoft CEO Bill Gates famously 
declared “content is king” in a 1996 
speech, was he signing its death warrant? 
Because history is littered with deposed, 
decapitated and otherwise deceased 
kings, as soon as you crown someone or 
something, it becomes a target for 
knocking off the throne.

Some people seem to think content may be the next regicide. 

Media consultant Spencer Critchley predicted the death of content 

marketing in July 2013 in the Huffington Post. In “What’s Next for 

Content Marketing: No Content,” Critchley wrote, “Although it’s still 

on the rise, content marketing is already showing signs of becoming 

the victim of its own success.” Critchley, founder of the digital 

marketing agency Boots Road Group, felt that “As more and more 

people try the same thing, it works less and less well.”

Content has become so pervasive, skeptics argue, that 

consumers might become immune to it. Yet, the data tell a  

different story.

A Permanent Shift

“How to Build Your Brand with Branded Content,” a 2013 study by 

Forrester, reports that 70 percent of U.S. online adults trust brand or 

product recommendations from friends and family, while just 10 percent 

trust ads on websites.

“For marketers, this signals a need for new ways to build their brands 

with consumers, as brand-led advertising online and offline has lost its 

allure and consumers trust self-selected online content far more than 

one-way push communications,” Forrester concludes.

The trust deficit won’t likely go away. Neither, therefore, will content.

Smart brands have taken note. Almost 35 percent of marketers 

made content marketing their top focus in 2013, up from 18.9 percent 

in 2012, according to a 2013 report from content-marketing software 

company CopyPress.

No doubt, some of these marketers are bandwagoners, chasing 

buzz. Those positioned for long-term success, however, are brands 

that have conceded a permanent shift in the way consumers consume. 

For them, content isn’t a trapping or a trend. It’s a business driver.

“Content marketing isn’t a passing fad,” says Dan Hutson, vice 

president of communications and marketing for be.group, a nonprofit 

that operates 34 senior-living communities in California. “People will 

always have a desire and a need for knowledge. They will always want 

to turn to trustworthy partners for that knowledge, and that knowledge 

will always be delivered in a variety of forms as content.”

Here, be.group and four other brands share why content is a king 

who won’t soon be overthrown.

be.group: 
Leading the 
Charge
Dan Hutson
Vice President of Communications & Marketing
be.group

Prior to 2013, be.group’s marketing plan, like so many other 

companies’, was primarily a push effort—advertising, mailers, 

directories. But in late 2012, Dan Hutson, vice president of 

communications and marketing, made the bold decision to turn 

be.group’s marketing plan on its head. Previously 80 or 90 percent 

push, the plan going forward, he resolved, would be 80 or 90 

percent pull.

“The challenge in the senior-living industry is that, for a variety 

of reasons, 9 out of 10 seniors have absolutely no interest in 

moving into a community,” Hutson says. be.group operates 34 

senior-living communities in California. “Because it’s such a niche 

market, it’s very difficult to find those seniors who are interested 

and amenable to buying our product. You can spend a lot of 

money reaching out to the whole age- and income-qualified 

population, or you can build something so the people who have 

that need can search you out and find you.”

Enter MySilverAge.com, a senior-living website launched in 

May 2013 to offer content on health, lifestyle, relationships and 

retirement. More than brand awareness and customer loyalty, the 

goal is lead generation.

Here’s how it works: MySilverAge.com is built on top of 

HubSpot, an inbound marketing platform that integrates with 

be.group’s CRM solution. Seniors and their adult children visit the 

website to learn not about senior-living communities, but rather 

about senior-living issues: topics related to health, finance, lifestyle, 

family. As they browse the site, be.group collects information and 

scores them based on the content they view and the actions they 

take, such as downloading a PDF guide, signing up for a newsletter 

or clicking through to the be.group corporate website. Those who 

score high are deemed likely sales prospects and receive follow-up 

communications from be.group’s sales center.

“People come to the site because they’re interested in senior-

living issues,” Hutson explains. “From that, we’re creating the right 

[prospect] pool, and out of that pool we think we’ll generate a 

higher conversion rate than we would with outbound efforts.”

Long-term, tracking the relationship between what’s read and 

who buys will help be.group develop a detailed customer profile 

with which to further target its marketing. “Instead of us trying 

to figure out who the people are who need our product, they 

self-select by finding our content and engaging with it,” Hutson 

concludes. “Instead of finding needles in a haystack, the needles 

find us.” 

“InstEad Of 
us tryInG tO 

fIGurE Out WhO 
thE pEOplE arE 
WhO nEEd Our 

prOduCt, they self-
select by finding 

our content 
and EnGaGInG 

WIth It. InstEad Of 
fIndInG nEEdlEs 

In a haystaCk, thE 
nEEdlEs fInd us.”
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Sun Life 
Financial:  
Right Place,  
Right Time
Darin Diehl
Assistant Vice President of Digital Communications 
Sun Life Financial

If you get money, the financial services industry gets you. 

If you don’t? Well, then, not so much, says Darin Diehl, 

assistant vice president of digital communications at 

Toronto-based Sun Life Financial. But rather than turn its 

back on individuals 

who don’t get money, 

Sun Life Financial 

is using content 

marketing to make 

its sales funnel larger, 

longer and, as a  

result, fuller.

“The financial 

services industry can 

be myopically focused 

on people that are in 

the final solution search,” Diehl says. “What content marketing does 

is push you further up the sales funnel to focus on people who are 

not yet in a solution search, but are trying to comprehend their own 

personal challenge or opportunity.”

Maybe they’re trying to determine how to fund a child’s 

education or how to cope with health care bills. Before they even 

know they need a product, they need information. Brands that give 

the latter eventually can offer the former.

That’s why in 2011 Sun Life launched BrighterLife.ca, an education 

portal for articles about money, health, family, working life and 

retirement. Diehl describes Sun Life’s sales funnel in three parts: 

acquisition, engagement and conversion. BrighterLife.ca is all about 

acquisition. “If someone’s not yet in a solution search, but they’re in an 

information search, we want to make sure we have something to offer 

them at that time,” he says, “and then give them a breadcrumb trail so 

they can move along the path to purchase when they’re ready.”

So far, Sun Life’s strategy—letting prospects decide when they’re 

ready to buy, and being there when they do—has yielded promising 

results: BrighterLife.ca has a click-through rate of nearly 4 percent 

to Sun Life’s corporate website, versus a standard banner ad, 

which averages a 0.1 percent click-through rate, Diehl says. “The 

consumer’s in charge now,” he says. “There’s a stage when all they 

want is to be informed. Do that well and they’ll give you trust to 

move on to the next stage when they’re ready.” 

Dan Vinh
Vice President of Global Marketing
Renaissance Hotels

If you’ve slept in one hotel room—400 square feet with a desk, a 

bureau and a bed—you’ve slept in them all. At least, that’s what many 

travelers think. When Marriott International decided to reposition its 

Renaissance Hotels brand, therefore, it faced a significant challenge: 

differentiating itself in a cacophony of sameness.

“For a brand that has 155 hotels in 35 countries around the world, 

we’re still very much unknown and misunderstood,” says Dan Vinh, vice 

president of global marketing for Renaissance Hotels. “People don’t 

know Renaissance, or they don’t know we’re part of the Marriott family. 

So, we have to find ways to be relevant and drive awareness.”

Relevance required reinvention, so in 2009 Marriott began the process 

of redefining the Renaissance brand. The key to differentiation, it 

decided, wasn’t offering beds; it was offering experiences. “We’re 

going after business travelers who aren’t just looking for a functional 

stay. They actually look forward to traveling because it gives them an 

opportunity to see the world and explore,” Vinh explains. “We’ve found 

a really great way to position our brand as the brand that helps you 

‘Live Life to Discover.’ Our mission is to help our guest always go home 

with a great memory and a great experience.”

Content is how Renaissance catalyzes those experiences, which it 

calls “discoveries.” “Content is not just marketing for us; it’s part of the 

brand experience itself,” Vinh says.

With that in mind, every Renaissance hotel has a destination expert 

on staff—what it calls a “Navigator”—who serves as a concierge but also 

creates local content about unique restaurants, bars, stores, attractions 

and activities. Each piece of content is a “discovery” that’s repurposed 

in multiple venues, including social media, the brand’s in-room magazine 

and RenHotels.com, which was relaunched in 2012 around destination 

content instead of room booking. 

“We already have more than 8,000 

discoveries on our website,” says Vinh, 

who also highlights the brand’s RLife 

LIVE program, which complements 

the brand’s digital content with live 

experiences—art, music, food, etc.—

inside Renaissance 

hotels. “It’s about giving 

people as many different 

choices as possible and 

letting them decide what 

they want to experience. 

That discovery process is 

what makes us unique.”

Of course, before they can make 

discoveries at its hotels, consumers must 

first discover the Renaissance brand. To 

help them do so, Renaissance in August 

2013 launched its Discovery Doors program, 

which harnesses gamification to incentivize  

hotel guests to consume and share the 

brand’s content.

Here’s how it works: Consumers visit the “Discovery Doors”  

page on the brand’s website, where Renaissance has created a  

film-based gaming experience that allows visitors to virtually explore 

a real Renaissance hotel. Inside the hotel are locked doors, behind 

which are chances to win experiential prizes like complimentary  

travel or a subscription to the Artisanal Coffee of the Month Club. 

Unlocking the doors—and, by extension, the prizes—requires 

collecting “keys” that consumers earn by sharing content from 

RenHotels.com on Twitter, tweeting their own discoveries using the 

hashtag #RDiscovery and checking in to a Renaissance hotel, either in 

person or via Foursquare.

“Awareness with this brand is still relatively low,” Vinh explains. 

“This is a way for us to get people to engage with the discovery 

part of our brand—including the 8,000 discoveries on our website—

and hopefully learn a little bit about us in the process. It’s using 

gamification principles to drive business results.”

“content is nOt just 
MarkEtInG fOr us; It’s part Of 

thE brand experience.”

For more on brand 
reinvention, see “Trans-
forming from a Burning 
Platform,” page 30.

Renaissance Hotels:  
Discovering Differentiation
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“WE attrIButE a lot of 
our wins and a lOt 
Of our success tO 

thE COMMunICatIOns 
prOGraMs and thE 

vIsIBIlIty that COMpanIEs 
rECEIvE WhEn thEy 

ChOOsE nysE tO debut 
themselves into the 

public market.”

Marisa Ricciardi, Chief Marketing 
Officer, NYSE Euronext

Uncle Bob’s 
Self Storage: 
Influencing 
Purchases
Josh Kruk
Digital Media Manager
Uncle Bob’s Self Storage

There’s an episode of the Syfy Channel TV show Mind 

Control with Derren Brown in which mentalist Derren 

Brown invites members of an ad agency to a secret 

location to make an advertising pitch. They have 

20 minutes to develop the pitch upon arrival at their 

destination. On the way, they’re exposed to a series 

of subliminal messages planted by Brown, who uses 

them to predict with shocking accuracy what ideas the 

admen will pitch.

“It’s proof of the power of being present, visible and top 

of mind,” says Josh Kruk, digital media manager at Uncle 

Bob’s Self Storage, a chain of more than 450 storage 

facilities in 25 states. “We don’t use any subliminal techniques, but 

every Facebook post, tweet and pin on Pinterest is a way for people 

to see our logo and commit it to memory.”

Just one in 10 people will use storage in their lifetime. In the same 

lifetime, the average person moves 11 times. In order to convert a 

customer, therefore, Uncle Bob’s must connect with exactly the right 

person at exactly the right time.

It’s a game of odds, but content stacks them in Uncle Bob’s favor, 

which is why in 2012 the brand launched “The Decluttered Home,” a 

blog offering home storage and organization tips.

“The more your site is clicked and shared, the more likely it is 

to appear in Google search results,” Kruk says. “The majority of 

people find storage by searching for it online. So the more visible 

our site is, the better.”

Because Google’s search algorithms increasingly favor not only 

relevance, but also reach, digital influencers—people with vast 

social networks—are key. For Uncle Bob’s, those influencers are 

professional organizers Melissa Michaels and Andi Willis, brand 

ambassadors who regularly contribute content and leverage their vast 

social networks to promote it.

“Google values influencers heavily, so our strategy is to have 

authorities and influencers sharing our content,” says Kruk, who 

cites Facebook engagement—measured by the site’s “people talking 

about this” metric—as proof of the strategy’s success. “The industry 

standard is: If 5 percent of your audience is engaged, that’s a good 

thing. We’ve been as high as 20 percent on certain days, and on an 

average day we’re 10 to 15 percent. A lot of that is because of the 

content we’ve developed for The Decluttered Home and the people 

who are sharing it.”

NYSE:  
Stories  
That Sell
Marisa Ricciardi
Chief Marketing Officer
NYSE Euronext

The New York Stock Exchange (NYSE) is famous for its iconic 

opening bell. But reaching NYSE’s customers—private companies 

that want to go public—requires more than a sound. It requires 

content, according to Marisa Ricciardi, chief marketing officer at 

NYSE’s parent company, NYSE Euronext.

“The content we create is beyond brand 

awareness and brand KPIs,” Ricciardi says.  

“It’s very much a business driver.”

NYSE started reporting from the exchange floor 

in the early 1990s and began publishing its own 

magazine more than a decade ago. In May 2013, 

however, it evolved its content mission further with 

NYSEBigStage.com, a digital magazine featuring 

exclusive content from NYSE-listed companies.

“Our strategy is to share behind-the-scenes 

access to what we call ‘the biggest stage in 

business,’” Ricciardi says. “We still have the 

magazine, but The Big Stage has turned into our primary confluence  

of storytelling.”

Storytelling is more strategic than it sounds. “Everyone understands 

that NYSE is a valid platform for information. We’re allowing companies 

to leverage our brand’s credibility to tell their own business stories,” 

continues Ricciardi, who says the site features stories about 

companies’ histories, milestones and achievements rather than their 

financial performance. “Going public is a very significant level of 

accomplishment for a company. It’s the story of not only the financials, 

but of the emotional connection behind an IPO.”

Telling their stories with NYSE is a way for public companies to give 

back to the shareholders, employees and investors who believed in 

them, and to market their brands to future investors, new shareholders 

and the public at large. Further, that promise of recognition and 

exposure helps private companies drum up support in advance of an 

IPO—which translates directly to the bottom line when they choose 

NYSE to list their stock.

Case in point: Five years ago, NYSE 

had single-digit market share for tech 

IPOs. By mid-2013, its market share was 

64 percent.

“We attribute a lot of our wins and a 

lot of our success to the communications 

programs and the visibility that companies 

receive when they choose NYSE to 

debut themselves into the public market,” 

Ricciardi says. “Driving traffic to [The Big 

Stage] benefits our brand as well as the 

brands that are featured on the site.”

EtErnal lifE
It’s true: Every king eventually loses his 
crown. If not to brutal coup or salacious 
scandal, then eventually, ultimately, to the 
inevitable passage of time. Everyone gets 
old, after all. Even kings. 

and yet, if there ever were a sovereign 
poised for eternal rule, content could be it.

“some companies might get sick 
of the buzzword ‘content marketing,’” 
concludes sun life financial’s diehl. 
“Whatever you want to call it, though, it’s 
about giving consumers the information 
they want at the precise moment they 
want it. The phrase ‘content marketing’ 
might be a fad, but the strategy is a 
trend that will never go away.”    n



We’re 
Talking 
to You

B2C marketers have turned to content marketing in a big way. The results of a new Content Marketing Institute 
survey, sponsored by Imagination, show jumps across the board in its use, effectiveness and share of budget.
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Content marketing is now such an accepted part of B2C marketing that 90%  
of respondents to the second annual survey, B2C Content Marketing: 
2014 Benchmarks, Budgets, and Trends—North America, say they use it. 

Almost three-fourths 
of respondents, 
72%, are creating 
more content than 
they did a year ago. 

And they’re spending more on 
content marketing, just like they 
promised they would in last year’s 
survey. Last year, 55% said they 
would spend more. That rose 
to 60% this year and 24% of 
total marketing budgets are now 
earmarked for content marketing.

Popularity, 
Ubiquity, 
Acceptance

Significantly 
More 
32%

More 
40%

CONTENT CREATION

1%

5%

6%

9%

20%

14%

17%

4%

23%

100%

75%-99%

50%-74%

25%-49%

10%-24%

5%-9%

1%-4%

0%

Unsure

INCREASE IN SPENDING

Same  
21%

Unsure 
3%

Less  
4%
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There are some surprises, however:

Print magazines, where content 
marketing started, are still used  
by 37%.

In-person events are at No. 6, used 
by 65% of respondents. But they are 
rated the No. 1 most effective tactic.

Online presentations show up 
for the first time, used by 39% of 
respondents and show up again in 
the 19% who say they now distribute 
content on SlideShare, normally 
thought of as a B2B platform.

The major social media platforms 
stayed more or less the same and 
in the same order as last year, 
although Quora fell off the bottom 
of the list of 14 in favor of Vine. 
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What They Do, 
How They Do It 
and What Works

Social Media Content 
Articles on Your Website

eNewsletters
Videos
Blogs

88%
78%
76%
72%
72%

TOP CONTENT MARkETING TACTICS

The top five content marketing tactics are no surprise 
and haven’t changed from last year’s survey except 
by a few percentage points. On average, B2C content 
marketers use 12 tactics. 

The biggest surprises are the jumps in 
the use and effectiveness of LinkedIn and 
SlideShare, normally thought of as B2B 
platforms. Effectiveness ratings for LinkedIn 
rates rose to 42% and 27% for SlideShare.

2013 20132014 2014

Facebook
Twitter

YouTube
LinkedIn
Google+

89%
80%
72%
71%
55%

TOP SOCIAL MEDIA PLATFORMS

eBooks are used by 
only 23% of respondents 
although they are one of the 
most popular and fastest 
growing media and over half, 
52%, say they are effective.

Webinars and Webcasts 
are rated effective by almost 
60% of respondents but 
rank well down the list, 
tied at 30% with Digital 
Magazines and Annual 
Reports.

LinkedIn SlideShare

51%

71%

7%
19%
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The numbers tell the story. A strategy 
increases your effectiveness. Although 
this is Marketing 101, apparently in the 
new world of content marketing, some 
still prefer to make it up as they go along.

Strategic 
Thinking

Content marketing 
is still entirely too 
seat-of-the-pants. 
The question is: 
Why would 90% 
of B2C marketers 
spend 24% of 
their budget on 
something for 
which they have no 
strategy?

The strategy/budget 
question gets 
even bigger when 
you compare it to 
effective programs. 
Those that rate their 
content marketing 
programs as very 
effective usually have 
a strategy.

Unsure
9%

Have a Content  
Marketing Strategy

39%

Don’t 
Have a 

Strategy 
52%

Most Effective 
B2C Marketers 
with a Strategy 

60%
Most Effective 

without a  
Strategy

33%

Unsure
12%

 Least Effective 
B2C Marketers 
with a Strategy

12%

Least Effective 
without a Strategy

76%

Unsure
7%
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Writing
Design

Content Distribution/Syndication
Editing

Content Planning and Strategy
Measurement/Analytics
Buyer Persona Creation

63%
41%
27%
24%
16%
15%
5%

OUTSOURCED

There’s almost a 50-50 
split between those 
who try to go it alone, 
staff up and become 
their own publishing 
company vs. those who 
outsource everything 
or use a combination of 
in-house resources and 
outsourcing. For the most part, B2C marketers know 

what they don’t know. Most choose not 
to form a full-blown publishing arm and 

choose to outsource editorial and design. 

Content has finally come to reside definitively in marketing. 
In the past, IT, investor relations, Web design, customer 
relations, corporate communications all could be found 
fighting over ownership of content. That’s back when 
everyone was still wondering how it would ever pay for itself. 
Today, the words “content” and “marketing” go together 
and even the survey respondents, all of them in marketing, 
own content, even if they don’t have anyone overseeing it. 

Unsure
3%

Most 
Effective 

B2C 
Marketers 

with 
Someone 

to Oversee 
Content

85%
Least 

Effective 
without 

Someone 
to Oversee 

Content
12%

Unsure
14%

Least Effective 
with Someone to 
Oversee Content

50%

Least 
Effective 
without 

Someone 
to Oversee 

Content
36%

The chances that your content 
marketing will be effective increase 
when someone is put in charge…

…and they decrease if you don’t 
have anyone overseeing content.

Unsure
6%

Have 
Someone 

to 
Oversee 
Content 
Strategy

67%

No One Oversees 
Content Strategy

26%

Both
47%

In-house 
only
51%

Outsourced 
only 
2%



What 
Do They 
Want

Website Traffic
Lead Generation

Sales
Thought Leadership

Lead Management/Nurturing

62%
50%
51%
33%
28%

FEEDING SALES

The game is moving away from conversation and into feeding 
sales. Marketers and their bosses have long wondered how 
content marketing was going to pay for itself and now they’re 
figuring it out. You can actually feed the sales funnel, either 
by driving traffic to a transactional website or generating and 
nurturing leads. 

As Karen Budell says on page 44, it’s awfully hard to link a  
sale to a tweet, but 51% of respondents are looking for sales  
from content marketing. 

Brand Awareness
Customer Acquisition

Customer Retention/Loyalty
Engagement

79%
71%
65%
64%

BRAND AWARENESS

Last year brand awareness ranked at #3, behind acquisition and loyalty.  
Social media had been thought of as solely a conversation, a getting-to-know-
you tactic that customers wanted instead of advertising, that companies  
could use as a way to get closer to their customers. 
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Increased loyalty ranks at only 40%, well below traffic 
and sharing when it is the third biggest goal (see page 24). 
Cost savings is always an important goal for B2C marketers. At only 11%, perhaps respondents 
underestimate how cost effective content marketing can be or do not do a good enough job of 
selling the potential savings upstairs.

Is It Working and 
How Do They Know? 

The simplest, most trackable metrics give 
B2C marketers their main measures of 

effectiveness. The good news is that they’re 
actually paying attention to at least some of 

the mass of data generated to inform their 
content marketing next steps.

But they’re also chasing hard dollars. Traffic and sharing 
may be nice and all but, at the end of the day, marketing is 
still about moving the needle. There’s more good news here: 
B2C content marketers have figured out how to turn Likes, 
Follows and downloads into actual leads they can nurture 
and pass on to sales.

Web Traffic
Social Media Sharing

Time Spent on Website
Qualitative Feedback from Customers

SEO Ranking

66%
52%
46%
43%
41%
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%

27
%

23
%

14
%

Increased Customer Loyalty
Benchmark Lift of Company Awareness

Benchmark Lift of Product/Service Awareness
Inbound Links
Cost Savings

40%
29%
27%
27%
11%
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So 
What’s 
Stopping 
You?

The survey 
numbers speak 
for themselves. 
Content 
marketing 
works and is a 
respected part of 
overall marketing 
strategies. If 
you’re not already 
doing it, you’re 
late to the party.

Lack of Time
Lack of Budget

Producing Engaging Content
Producing Enough Content

Lack of Buy-in/Vision
Lack of knowledge and Training

Inability to Measure Content Effectiveness
Lack of Integration Across Marketing

57%
48%
51%
45%
23%
33%
36%
31%

In the greater 
scheme of things, 
these are all lesser 
challenges. You 
can outsource 
for volume, for 
knowledge and 
for measurement. 
Vision and 
integration must 
come from within. 

Granted, these are challenges 
but, more and more, B2C content 
marketers are not using them as 

excuses. There’s never enough time 
and there’s never enough money. 

Producing engaging content is a 
common challenge, at 51%, showing 
a greater understanding of how hard 

content marketing is to do well.
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joined Walgreens three years ago and took over 
as CMO in 2012. Job No. 1 was transforming 
the Walgreens brand, a 112-year-old household 
name that had outlived the consumer’s definition 
of convenience in a wellness-obsessed, digitally 
empowered world.

FROM A BURNING PLATFORM

raham Atkinson

FOrmING
Interview by Karen Budell
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ORANGE:  
HOW WOULD YOU DESCRIBE WALGREENS’ 
BRAND WHEN YOU TOOK OVER AS CMO?

ATkINSON: Walgreens’ brand has history and trust. It’s always 

been there and it’s ubiquitous. But I think people would also say 

maybe it’s a little sleepy and part of the past. My first reaction 

to that was to take a look at how we could make it more 

contemporary and relevant to the changing customer of today. 

ORANGE:  
WHEN YOU REALIzED IT WAS TIME FOR  
THE BRAND TRANSFORMATION, WHAT  
DID YOU NEED TO DO TO DIFFERENTIATE 
THE BRAND?

ATkINSON: Retail is changing dramatically in front of our 

eyes, whether it’s online retailers to the right or big-box 

stores to the left. Health care is changing as well because 

of the aging population and the many different demographic 

changes going on in the U.S. There was a platform—call it a 

burning platform if you want—that here was an opportunity 

to take the wonderful assets, history and service that we 

have delivered over the years, and bring them up to date and 

become even more compelling. 

ORANGE:  
WHAT IS WALGREENS’ SWEET SPOT? HOW 
DO YOU DEFINE THAT?

ATkINSON: At the heart, what the brand stands for, and why 

customers come back to Walgreens, is that it’s convenient 

and easy. It also means something in the American psyche: 

a company that has been here for 112 years and has built a 

trustworthy reputation. We’re trusted to put the right pills into 

the right bottles and that trust is associated with the whole 

brand—it’s the No. 1 attribute people associate with our 

brand. This gives us license, careful license, to do a lot more 

than that in terms of serving customers every day as well as 

fulfilling their health-care needs. 

ORANGE:  
WHAT HAS THE BRAND TRANSFORMATION 
MEANT FOR EVERYTHING FROM HIGH-LEVEL 
STRATEGY DOWN TO IN-STORE ExECUTION?

ATkINSON: The board and the C-suite tend to go straight to 

the end result. What’s the ad going to look like? What’s the 

tagline going to say? At the high level, we spend a lot of time 

trying to be inclusive, to include the senior team in the brand 

journey to help us define—based on research insights—what’s 

the brand essence, how to best describe it, and align on why 

we believe it is unique from our competitors. 

At the tactical level, of course, it shows up to customers 

in the store. If you are going to rebrand, you better make 

sure you’ve got your front line on board as well. We’ve got 

8,100 stores, 8,100 views of the world, 8,100 communities, 

8,100 sets of customers. And to make sure the front line 

is on board with this is truly important and a significant 

task. They have entrepreneurial tendencies, and if guidance 

isn’t provided, they’ll design it independently. Secondly, 

some of the things we wanted to change directly relate to 

the way we show up to customers in the store. If you are 

going to build a really powerful brand, you have to stand for 

something, but you also have to show consistency. Whether 

it is online, digital, in-store or over the telephone, there have 

to be certain brand cues that you can consistently deliver.

ORANGE:  
CAN YOU GIVE US AN ExAMPLE?

ATkINSON: I asked my research team to audit our in-store 

signage. This is a very important part of our overall marketing 

mix, as it is for any retailer, particularly for a high/low retailer 

like ourselves which has heavy promotions followed by 

seasonal changes, etc. 

The research team went out and audited 25 stores 

across the country and saw wonderful examples of 

entrepreneurship, but not necessarily tied tightly to the 

Walgreens brand. Actually understanding why stores were 

creating it as they went along, using their own signage or 

coming to market in ways which didn’t appropriately reflect 

the Walgreens brand, was extremely important for  

the journey.  

And it was eye-opening to see the variations among 

the mix. It was a nice moment when we got all the vice 

presidents together and played it back to them.

ORANGE:  
WHAT HAS BEEN THE BIGGEST CHALLENGE 
IN TRANSFORMING THE BRAND?

ATkINSON: Retail is a pretty crazy business. It’s 

very high-paced, dynamic, always changing, full 

of competitors and new entrants. There is a lot of 

churn, a lot of tactical needs, a lot of responses 

literally from week to week—sales, promotions, 

you name it. So keeping my team’s and the 

company’s focus on the long-term goal and the 

reinvention, while still not dropping the ball on the 

short term, has been the biggest challenge. 

In retail, as in many other industries, there is 

a gravitational pull, if not back to last quarter’s 

results then certainly to last week’s promotions by 

a competitor. Trying to balance those two is the 

modern role for the CMO. 

ORANGE:  
HOW LONG DO YOU THINK THE 
BRAND TRANSFORMATION WILL TAKE?

ATkINSON: The only sensible answer 

a CMO would give is that it never 

ends and it’s a journey. It is 

a very precious asset that 

you’re building, and like 

any precious asset or 

relationship, you can lose it just as quickly as you gain it.  

And once it’s lost, it is very difficult to gain back again. 

I don’t think of this in terms of one year, three years or 

five years. I see it as increasingly important and precious to 

the company that we value the brand just as we value other 

assets, and treasure and nurture it. But you do have to have 

measurements along the way, so 

we have to track our brand 

YOU HAVE TO LINk THE BRAND TO THE ExPERIENCE.
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metrics and our competitive position to demonstrate that we 

are making progress. The good news is that a year in, we are 

seeing those metrics move in a very encouraging way.

ORANGE:  
AS YOU TRANSFORM THE BRAND, 
CONSUMERS MAY HAVE POINTS  
OF CONFUSION. HOW DO YOU  
ADDRESS THAT?

ATkINSON: The issue of confusion to the customers is  

an absolutely central part of the process and an important 

ingredient if you are going to get it right. You have to link 

the brand to the experience. If the brand is changing, it’s 

got to have proof points. We found at a very early stage 

that when customers came into the new store, they had 

what we call “puzzle moments.” They couldn’t find what 

they used to be able to find where they used to find it. That 

actually influenced our customer experience strategy, which 

obviously was an integral part of brand reinvention. We 

now have both new hire training and recurrent customer 

service training to look out for puzzle moments, to more 

proactively help customers when they’re searching for things. 

And generally to acknowledge that we have to take the 

customers on the journey rather than simply talk to them. 

ORANGE:  
WHY DID YOU THINK AN OMNI-CHANNEL 
CONTENT APPROACH WAS THE WAY  
TO GO?

ATkINSON: Walgreens was founded on the principle 

of convenience, but the word convenience has changed. It 

doesn’t just mean bricks and mortar, 8,100 stores on 8,100 

corners—although that is still an important point. It also means 

showing up to people where they want it, how they want it and 

when they want it. So e-commerce assets from our Facebook 

page, through our mobile strategy, through our other digital 

assets, have become absolutely essential, along with our call 

centers and other assets around the store. We have more than 

170 pharmacies located on-site at hospitals and work site 

health-care centers in more than 370 companies around the 

country. We have a lot of assets, and that’s the way we think 

about convenience in the modern world.

ORANGE:  
YOU DECIDED TO LAUNCH A PRINT 
MAGAzINE AS PART OF THE STRATEGY. 
WHAT DOES Happy anD HealtHy MEAN 
NOW IN THE BRAND TRANSFORMATION 
JOURNEY AT WALGREENS?

ATkINSON: Mr. Walgreen founded Walgreens in 1901, 

and he launched what is arguably the first pharmacy in the 

country. He had a very simple philosophy: He wanted to help 

people get well and stay well, and he also wanted to give 

wonderful customer service. It’s a proven fact and there are 

photographs to prove it: Every morning when he opened 

at 8 o’clock, he would literally shake everybody’s hand, 

customers as well as staff, as they came in the door and 

would do the same on the way out. 

As Walgreens has evolved over 100 years, we’ve innovated 

in many different areas. There’s the changing space in health 

care, the need for more community health and wellness care, as 

well as the changing dynamics of our front-of-the-store offerings, 

which is more about fresh food grab-and-go, more about health 

and wellness over-the-counter products, and increasingly and 

very importantly to us, around beauty, health-care and skin-care 

products. The whole positioning of what the company was truly 

about and a space we could own is encapsulated in Happy 

and Healthy. That is essentially our new brand position and 

brand campaign. It is truly designed to talk to and represent 

this transition from being a convenient store to a health, 

wellness and beauty destination. That’s the journey we’re on.

ORANGE:  
A RECENT SURVEY SHOWED THAT, IN THE 
TYPES OF DATA COMPANIES ARE USING TO 
DRIVE MARKETING, TRANSACTIONAL DATA 
CAME IN LAST. DEMOGRAPHIC DATA CAME 

IN FIRST. WHAT DOES THAT MIx LOOK LIKE 
AT WALGREENS? HOW DO YOU COMBINE 
TRANSACTIONAL VS. DEMOGRAPHIC DATA?

ATkINSON: If you lose touch with the communities that 

you are in, you get into trouble very quickly. We have 1,800 

stores in predominantly Hispanic areas, so if we don’t actually 

acknowledge and get that, we’re in trouble. By the same 

token, you’re always trying to optimize the transaction, always 

trying to extend the sell and upsell, and for that you need 

transactional data. 

Simple example: Two popular brands both sell toothpaste. 

Brand A is the market leader throughout the United States, 

having something like 70 percent of the market. In Puerto 

Rico, brand B has a 70 percent market share. Our planograms 

and historical data told us to put 70 percent of the space in 

the store as brand A. And what do you think happened in 

Puerto Rico? We were constantly running with empty shelves 

of brand B and full shelves of brand A. I think that is a beautiful 

example of how you actually need both the demographics to 

understand who your local customer is, but you also need to 

know on a transactional basis what people buy, why they buy 

it and where they buy it.

In Miami we’ve got a test running right now where 

we’ve partnered with a couple of major manufacturers and 

distributors in Mexico. We’ve literally reconfigured a part  

of the store in those locations to effectively be Hispanic stores 

in everything from the product, the signage, the way that we 

market them and the mobile and online applications, because 

the Hispanic market is a very strong demographic around 

mobile usage. When you get it right you know very quickly, 

because customers vote with their feet and their wallets. 

On the health-care side, we have 25 HIV centers of 

excellence around the country, and in those communities, 

which we’ve obviously chosen very carefully, we have 

turned into the go-to place for people with HIV. They are 

treated with respect, dignity and privacy. It’s not just about 

staying healthy; they have everyday needs around beauty 

and skin care as well as health and wellness. So we’ve tried 

to holistically think about communities, not just in terms of 

race but also in terms of many other different needs that 

people have in different parts of the country.

ORANGE:  
IN RETAIL SPECIFICALLY, HOW DOES 
SOCIAL MEDIA FACTOR IN? HOW DO YOU 
THINK IT CONTRIBUTES TO THE BRAND 
TRANSFORMATION OR TO THE WALGREENS 
MARKETING MIx?

ATkINSON: We’re continuing to build an absolute ROI 

around social and what it really means. We all know in our 

hearts, in our guts that it’s having an increasingly significant 

influence on everything we do. I have certainly seen in both 

this industry and my old industry, airlines, just how quickly a 

brand can become imperiled if you let a social post get ahead 

of you. Think lost bags and broken things on planes. We had 

a couple of nightmare scenarios where what would have been 

an innocuous complaint letter—to which we would have sent 

a nice response along with a $25 apology—suddenly went 

viral. The very standing of the company is at stake and you find 

yourself on CNN within 24 hours. 

We all know instinctively that it’s incredibly important and 

will drive an ultimately dramatic shift in our 

marketing expense. More than 50 percent 

of video is now not viewed live on 

TV. The whole way in which our 

consumers are consuming, sharing 

opinions and making choices 

about what to buy is changing—

our view is, better move ahead of 

that curve, rather than behind it. 

We aren’t getting too hung up that 

we can’t prove the ROI. We simply 

know we have to invest there. We are 

spending a lot of time on the West Coast 

with big players within digital, as 

well as remaining enthusiastic 

students because no 

one knows quite 

how this is going 

to play out, 

but we know 

we need to 

participate.  n

THE WORD convenience HAS CHANGED. IT DOESN’T JUST MEAN BRICkS 
AND MORTAR, 8,100 STORES ON 8,100 CORNERS. IT ALSO MEANS SHOWING  
UP TO PEOPLE WHERE THEY WANT IT, H OW THEY WANT IT AND WHEN  
THEY WANT IT.
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BY REBECCA ROlFEs

Technology 
has invented 
an entirely new 
culture with its 
own language, 
norms and 
customs. 
Anthropologists 
have moved 
into the virtual 
village to learn 
how to talk to 
the natives.

THE  ANThrOPOlOGY OF CONTENT
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controversy and has lost its appeal for many. Today, 

technology companies are fast approaching status as the 

preferred employer of anthropologists, with or without a 

Ph.D. Microsoft and Intel employ many of them, mainly 

in product development and user experience. Why? 

The same skills that anthropologists use to observe and 

understand a culture on the other side of the world can 

be used to observe how people interact with technology 

and what products would make it better. 

“Tool use,” said Amber Case, showing a picture 

of a primitive hammer made from a rock lashed to a 

stick, “was always a physical modification of self. It 

helped us… go faster, hit things harder. And there’s 

been a limit to that … Now [tools] are extensions of the 

mental self. We’re able to travel faster, communicate 

differently.” Case, speaking at TEDWomen, calls herself 

a cyborg anthropologist and is the director of the 

R&D Center for Esri, the market leader in geographic 

information systems. “Machines are helping us be 

more human, helping us to connect to each other,” she 

said. Increasingly, anthropology and ethnography are 

used not only to develop products and technological 

experiences, but to shape the way things are talked 

about and marketed.

Krystal D’Costa, now a production director at 

Tenthwave in New York, took a job with Harris, 

Rothenberg International, a human resources company, 

after getting her master’s in cultural anthropology with a 

focus on digital. She started as a researcher developing 

products for the education field, but “I eventually wormed 

my way into content strategy.” 

Now anthropologists are “looking for groups that 

cut across existing communities online,” D’Costa says. 

College-age African American quilters, that sort of thing. 

“We’re looking at transcreation,” she says, “working with 

materials we’ve created and making them applicable 

for a different audience. We can do that because of 

commonalities that are emerging in the ways we use 

the Web. We study some of the behavior in an online 

environment and find the commonalities.”

TALKING TO THE NATIVES
Interacting with senior citizens at Harris, Rothenberg 

had its own cultural norms and language, both visual 

and written. “There’s an interplay of understanding the 

population, a large, older population,” D’Costa says. 

“It affected the type of language we chose to use.” 

As with any culture, this group is not uniform, a key 

failing of demographic targeting. Any culture, real or 

virtual, is multicultural. “There was how they talked to 

each other, but also the media,” D’Costa says. The 

groups interacted in the same places because they 

were interested in the same topic, but each person had 

different language, platform and experience preferences 

that influenced content. “I come from a health care 

background and understand how that is moving online,” 

D’Costa says. “But how do you make that more human, 

preserve a sense of dignity and humanity? This is the last 

unexplored field of communications.” 

Anthropologists and ethnographers use such tools as 

listening studies and other software-based methods of 

searching for commonalities that have more to do with 

behavior than with purchase history. A problem with big 

data is, of course, that it reduces everything to numbers. 

Anthropology puts it back in human terms. 

“Surveys set back all of sociology in my mind 

because you ripped out the social part because of 

the requirements of statistical independence,” says 

Jeff Johnson, a sociology professor at East Carolina 

University. “There was no linkage between the people 

themselves and the data. We’ve gone back to our roots 

to study people and how they are connected.”

A lot of it is semantic, he adds: “It’s how you 

describe something so that the public wants to have 

that product. We look at semantic norms, and that’s 

how you communicate about that product.” Johnson 

has done work for the U.S. National Marine Fisheries 

Service, which wanted people to go after so-called “trash 

fish,” species that were little fished and therefore more 

abundant than popular types. An advertising campaign 

developed from Johnson’s work on how to communicate 

with fish foodies. “If you see what the fish looks like and 

it’s ugly, you think it doesn’t taste good,” he says. “What 

marketers can do is change the name—orange roughy—

and show it filleted so it’s more attractive.”

The Associated Press has twice turned to 

anthropologists to answer questions about modern news 

consumption. The first study showed that, contrary to 

conventional wisdom, young consumers did not want 

              ULTURE, COMMUNITY, 
RELATIONSHIPS, ALLEGIANCE, CITIzENSHIP—
businesses stole all those buzzwords from the social 
sciences. Somehow it never occurred to them that social 
scientists had more to offer than labels. But this year, 
Forbes magazine predicted that the No. 1 marketing job 
of the next 10 years will be “transcultural anthropologist.” 
What Scott Redick, author of the Forbes article, meant 
was uncovering “hybrid audiences like LGBT b-ball 
fanatics or Latina K-pop enthusiasts.” This is far more 
sophisticated than marketing based on demographics 
or psychographics and certainly more targeted than the 
random-shot zip code approach.

“Subcultures blend in with other ones,” says Redick, 

also the director of strategy at Heat, a San Francisco-

based creative agency. “People have multiple identities. 

We try on different tribes pretty frequently and attach 

ourselves to different cultures for a while. Look at 

neighborhoods like Logan Square in Chicago or the 

Mission in San Francisco. There’s all these bearded 

hipsters dressing like they’re in the 1920s but working 

in high-tech industries. On the one hand, they’re on the 

cutting edge of technology, but they’ve got hairstyles 

from the ’20s and they’re taking classes on whole  

hog butchering.”

How can marketers tap into those blended interests? 

Social media, of course. An avalanche of data has 

replaced the guesswork of focus groups and surveys to 

allow intimate access to spontaneous groups of people 

with shared behavior, regardless of socioeconomics, 

cultural heritage or location. Anthropology and 

ethnography are a way to cut through the avalanche and 

get to the all-important context. “Rather than target on 

simple demographics, for example men 18 to 24, we 

can use data to dig into specific behaviors and passion 

points and build marketing plans around those,” Redick 

says. “Crunch the numbers and find pockets of culture 

that are easily identifiable.”

  

WELCOME TO MY VILLAGE
There was a time when the main career for an 

anthropologist was teaching other anthropologists. 

Living in a village in Samoa à la Margaret Mead led to a 

life in the classroom and publishing scholarly works full 

of words like “kinesthetic cues.” In more recent years, 

the U.S. government became the No. 1 employer of 

anthropologists—but that’s now freighted with political 
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and order the same takeout on the way to the office 

every morning. Those habits constitute a “second self” 

that has to be created and maintained just like our real 

self. Evidence of that second self is all over the place 

online. Anyone new to technology is an adolescent, 

according to Case, and has to go through just as 

awkward a phase as a real adolescent. Again, behavior is 

the telltale sign. The gauche stumbles of a technological 

adolescent will give away more than the supposed 

adoption rates of people a certain age. Use of mobile 

communications might say less about digital platform 

preference and more about time and place. We’ll use 

a smartphone to shop during the day, even though 

we prefer the larger images and faster interface of the 

laptop—but the boss wouldn’t like it. 

The invisibility afforded by the digital age is pushing 

the boundaries of cultural norms, says D’Costa, who 

started the blog Anthropology in Practice, now part of 

Scientific american. “We do lots of things online that we 

wouldn’t do in real life,” she says. “There’s an anonymity 

to it all. We’re so much more likely to share private things 

online because, since we do them at the computer, we’re 

not doing them in ‘public.’ We’re testing the boundaries 

of what we’re willing to do, where and how we’re willing 

to connect.” 

This gives social scientists access to consumers on 

an intimate level that previously only existed by living 

with the group. It also collapses research that used 

to take years in order to achieve some sort of cultural 

understanding into a time period that makes sense 

for marketers. “In marketing, we don’t have years or 

months,” D’Costa says. “The Web changes so rapidly, 

you’re exposed to data you would not normally have 

access to. There’s not a clearly defined way to cut 

through the data. It’s not obvious what’s important 

anymore. Listening is good, but context is key. You’re 

trying to get to the magic-bullet question, then you 

specifically look at data connected to that question. 

You try to tune out all the extraneous information you’re 

going to get. It’s all good, but it’s hard to cut through 

the noise.”

D’Costa worked on a project where the magic-bullet 

question was, “How do we determine whether activating 

the ‘nerd’ audience would be a growable new segment 

for us?” This followed other research, of course. Who is 

the nerd audience? Where are they? What do they have 

in common? How do you know a nerd when you see 

one? Nerds don’t hang out in one place. They don’t only 

look at nerdy things or talk about nerdy topics, but there 

are behaviors that they have in common. Unlocking that 

puts marketers in all the right places, not just the obvious 

ones—more strategic and less “cross your fingers and 

hope for the best.”

Ultimately, anthropology is the study of human 

beings. The growth in its use by technology companies 

is the pinnacle of high tech and high touch. Johnson 

says of his work with the Fisheries Service, “Turns out, 

you can’t get fish to do anything. But you can move 

people.” Anthropology cuts through the bits and bytes 

to get to the user in a very intimate way. You connect 

to the human being rather than the “user” or the 

“audience.” One-on-one understanding: the ultimate in 

good communication.  n

short blasts of news. They wanted news that had “social 

currency.” In other words, things they could share, things 

that made them look smart and informed to their friends. 

The second study went beyond the platitude of “news 

you can trust” for a social media age, where we turn to 

our friends first for information and recommendations 

because we trust them. Consumers needed more than 

the opportunity to comment. That amounts to push 

media these days and can even seem condescending. 

It had to start as a conversation and remain that way. 

News became more essay-like, more bloggy and less the 

inverted pyramid of traditional news reporting.

“Websites like BuzzFeed show how the idea of 

online communities and social sharing is becoming key 

to making digital media profitable,” Fiona Kirkpatrick, an 

anthropologist and “co-director of fun” at Google UK, 

told the online marketing website Chirppoint. “People 

aren’t just writing things they think people will want to 

read; they’re writing things they think people will want 

to share.”

The self-policing of a social media community is 

similar to what a town would do for its citizens. If you 

violate the rules, someone will call you on it—a sort 

of “citizens’ arrest” for being overly commercial, for 

instance. “Consumers are now in a position to dictate 

how they’re going to be sold to,” Kirkpatrick said. If a 

brand violates the rules, users will tell them, “and they’ll 

need to alter their behavior in order to make a profit.”

THE SECOND SELF
In 2004, when Second Life was only a year out of 

beta, Tom Boellstorff, an anthropology professor at 

the University of California at Irvine, set up a “hut” by 

creating an avatar on Second Life and did old-style field 

research. The result, Coming of age in Second life: 

an anthropologist explores the Virtually Human, has 

few of the over-the-top examples you would expect—

orgies, million-dollar shopping sprees, escapist socially 

unacceptable behavior playing out in a virtual world—and 

a lot of the mundane exchanges that make up normal 

life. Boellstorff found a lot of suburban homes where 

people rearranged the furniture or sat around talking. 

Online behavior, it turns out, is made up of rather 

mundane rituals. We start the day by checking 

Weather.com or scrolling through late-night Facebook 

posts, for instance, just as we go to a certain coffee shop 

A PROBLEM WITH BIG 
DATA IS, OF COURSE, 
THAT IT REDUCES 
EVERYTHING 
TO NUMBERS.
ANThrOPOlOGY 
PUTs IT BACk IN 
hUmAN Terms.

As humans, we have a capacity to form meaningful 
relationships with approximately 150 people at 
any one time. That’s the theory of Robin Dunbar, 
professor of evolutionary psychology and former 
director of the Institute of Cognitive and Evolutionary 
Anthropology at Oxford University. This is whether 
you live in a village of thatched-roof huts or hang out 
on Facebook. Malcolm Gladwell took the theory one 
step further in the tipping point: How little things 
Can Make a Big Difference by saying that, in the age 
of social media, 150 people is all you need to make 
an idea spread. 

In other words, it’s not the most fans and 
followers that matter, but the 150 who trust you and 
feel some sort of obligation to you. 

• Can you name your 150? If not, your content 
marketing is not targeted enough and you need 
to start making some real friends instead of 
chasing volume. 

• If someone mentions you or retweets your stuff, 
number them among your 150 and talk to them 
regularly. If a relationship doesn’t develop, move on.

• Content creators should have those 150 people 
in mind when they post and try to engage them 
in real conversations—not push messages. 
Thousands may see your message, but you’re 
really talking to those 150 loyalists.

• Look for the daisy chain effect of your 150 talking 
to their 150 in order to start new groups, each 
with a dedicated content person. 

Is The  
mAGIC NUmBer

40    orange
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Content. That amorphous thing that 
encompasses editorial, design,  
advertising, PR, audio, video, social 
media, games—anything that can be 
put into print, on a website or on an 
app. To avoid getting muddled up  
in the blob, listen to four smart  
people breaking it down into  
essential elements.

Four smart People Talking…

Content marketing is changing the face of communications agencies across the board. Traditional, digital, public relations 

and new hybrid agencies are scrambling to embrace content marketing as a core competency for clients who are hungry for 

content that will drive customer engagement, and generate and nurture leads.

At the same time, marketers who are either frustrated with their agency’s inability to respond quickly or who foolishly believe 

that “creating content is easy” and so they can do it themselves, are forcing the entire marketing services landscape to change.

The problem is that every agency now calls itself a content agency. The reality is that very few can actually execute an  

ongoing content marketing program. 

There are two truths about content marketing.

Truth #1: Most Agencies Can’t Create Ongoing Quality Content.
Traditional agencies and PR firms gravitate to content marketing because marketers continue to cut 

traditional mass advertising funding in favor of content marketing. Most of these agencies can talk 

the talk but can’t walk the walk when it comes to creating ongoing original content programs. 

Their very DNA forces them to think in catchy slogans and short-burst campaigns. More 

important, they lack the journalistic resources required to strategize, create and maintain 

a sustainable content marketing program that will engage and motivate customers on a 

continual basis.

Truth #2: Marketers Can’t Be Content Agencies.
Marketers who believe they have internal resources to create an ongoing content 

program that engages and evangelizes customers are kidding themselves and likely 

putting themselves farther behind their competition. Most marketers we’ve seen have 

three big problems that prevent them from creating content in-house. 

First is the “it can’t be that hard to create content” syndrome. Content marketing 

strategy, creation and execution is a specialized discipline that marries journalistic 

expertise with the art of marketing. Marketers simply don’t have the in-house journalists 

to do the job. 

second, marketers mistakenly believe they have tons of existing content in their organizations 

that can just be posted, sent or distributed to clients. Most of this content is boring marketing-

speak produced by internal staff. It is not content that will engage, excite or motivate customers or  

generate leads. In many cases, it will do the exact opposite: alienate customers who will see it as  

blatant marketing. 

Finally, in-house content programs fail because internal pressures, decisions and priorities affect 

and erode the content program over time. self-interests of brand managers, sales staff and even 

senior management too often take precedence over what content will engage customers.

At the end of the day, a content marketing agency that provides strategic content  

vision, has the experience and creativity to come up with big ideas that will drive results,  

and has the journalistic resources to continually and flawlessly deliver content, will  

outperform traditional and in-house agencies every time.

James Meyers is president & CEO of Imagination.

“Marketers  
simply don’t  
have the in-house  
journalists to do 
the job.”

Two Truths About Content Agencies
By James Meyers



Your brand’s content strategy, if it’s robust, encompasses a variety of content types: social posts, print pieces, 

videos. Combined and distributed through various channels, they begin to create a distinct ecosystem in 

which all pieces play important roles. Too often, however, marketers exalt a remarkable campaign or singular 

tweet that goes viral when the lights go off. But focusing on each element separately won’t show you how the 

ecosystem functions as a whole—and that can be dangerous. Until we can directly tie sandwich cookie sales 

to one micro-message, let’s zoom out.

Focusing too intently on individual channels or tactics can blind you to how those pieces function in a 

symbiotic relationship to produce a result. Even if one call to action led to a sale, it’s not enough to say that 

consumer engagement with one touch point alone garnered the desired result. In a complex ecosystem, 

integrated pieces are each contributing to the conversion. And since an overwhelming majority of consumers 

research before they buy, consulting more than 10 sources on average, you’ll need to ensure message conti-

nuity across multiple touch points. Without examining the entire ecosystem, you’ll never truly understand why 

and how your strategy is working (or not). 

Building an effective content ecosystem starts with research. Get to know your competitors, your brand as 

your audience interprets it, your product and service benefits, and most importantly, your consumer. Tempted 

as you might be to focus on the business agenda in order to hit performance goals, you’ll see more meaning-

ful results if you place emphasis on your target audience. While the business objective should be a north star, 

the compass should be your consumer’s passions, needs and wants. 

Consider your research findings, and then begin mapping your ecosystem. Chart the appropriate platforms 

and the purpose each will play, the intended target audience, how different channels will interlink and how 

messages will be prioritized. Once you can diagram the different systems and links between them, consider 

how content will energize the ecosystem and keep your users flowing from one touch point to another. You 

might need different ecosystems to reach separate target audiences, or an interrelated system that allows for 

individual user scenarios.

Content ecosystems can be simple or complex, depending on the desired outcome. If your goal is pure 

engagement and added value for an audience, your strategy might only require a few channels that work 

together. But when the objective is to increase qualified leads to drive sales revenue, things can become 

quite complex.

As part of its brand transformation, Us Foods constructed an ecosystem with the intent of deepening 

relationships with customers and driving sales. At the core lies a quarterly print magazine, Food Fanatics, 

which is hand-distributed by territory sales managers. This personal touch point and printed product are just 

the beginning of an effort to deepen relationships with the 

core customer base and forge new connections. The Food 

Fanatics ecosystem also employs a branded microsite and 

blog, an iPad app with rich media features, social media 

streams, live events and hand-picked chefs who serve as 

brand personalities in magazine features, at events and in 

organic social conversations. Customers may be introduced 

to the Food Fanatics world through a magazine article that 

prompts them to view a photo gallery or video online, or they 

may see a branded chef at a trade event who spurs them to 

tweet about their interaction.

Zoom Out to the Ecosystem
By Karen Budell

Who’s Afraid of Big Data?
By Michelle O’Hagan

Finally, metrics and analytics should guide decisions on what content types and messages need to fuel 

the system in the future, and how to expand or contract the ecosystem based on engagement. When user-

generated content enters the flow, watch for organic developments. 

social media is a life form of its own with the potential to expand connection points and networks exponen-

tially. some conversations might stay contained in the content ecosystem you chartered, while other posts 

might drive to outlets outside your design. As content marketer and author Jay Baer says, “Content is fire, 

social media is gasoline.” 

Instead of shying away from satellite systems that develop organically, use those developments as an 

opportunity to revisit and optimize your original diagram. Although your initial content ecosystem might have 

functioned according to plan, be ready to morph it based on data and audience interactions to achieve the 

desired outcomes. 

While you’re planning for the next year, don’t allow your budget alone to dictate whether you’ll keep or cut a 

platform, distribution channel or a certain frequency of posts. You’re looking at the entire ecosystem now, and 

it will quickly become apparent that doing away with one piece can undermine the health of the whole. Your 

world will crumble without the right content connections. 

Karen Budell is chief content officer at Imagination.

I am constantly amazed when recognizable brands are quite willing to pull the 

trigger on large content marketing campaigns based upon little more than  

demographic information and a hunch. More robust customer data probably 

exists somewhere in the company—collected for a random email campaign, a 

website analytics report, a Facebook ad campaign—but no one knows about it. 

Many times, the conversation goes something like this:

Can we get your email list to conduct a simple online survey of your  

existing customers/users?

“Uh, well, our group doesn’t really have access to that list.”

OR

“I’m not sure who has that database.”

OR

“Oh, God, no. The departments are incredibly protective of their lists.”

Well, can we take a look at your website analytics from the past few months to see what we 

can glean there?

“Our IT department controls all of that. I can put in a request, but it might take a few weeks.”

OR

“I’m not sure we can get that information. I haven’t seen any website analytics since I’ve been here.” 

Or, after we spend a few days or weeks strategizing and recommending keywords for a search engine 

marketing campaign:

“We can’t use any of those keywords. It turns out the ______ department is already bidding on those for one 

of their campaigns.”

   orange.imaginepub.com    |    orange    45



You Already Have the Data
A recent report sponsored by Gleanster and Yesmail surveyed 100 senior marketers from B2C mid-to-large 

($10 million to $1 billion+) companies with online and offline sales models. The report, The State of Customer 

Lifecycle Engagement in Mid-to-Large B2C Companies, found that “nine out of 10 organizations collected a 

tremendous amount of customer data that marketers simply don’t have access to when crafting customer 

communications,” including: 

• Behavioral data. Where else do they shop? What else do they eat? What else do they read?

• Web analytics. What do they do on your website? What do they search for on your website?

• Online/offline profitability. Do they purchase more, or shop more often, in store or online?

• Life stage attributes. Did someone just get married, divorced, have a baby, retire, get laid off?

• Socioeconomic data. Education level, income level?

• Channel preferences. Do they prefer a print magazine? Do they have more than one email account? Do 

they use Facebook mostly for family photos or to collect coupons and special offers?

• Propensity modeling. Is this person a high-value, ready-to-act person?

Incredibly, most of the respondents in the Gleanster report said they believed they were effectively delivering 

targeted offers to their customers. But, “just two out of 10 B2C organizations incorporated channel preference 

data, household composition data, propensity scores and behavioral data in targeted customer  

communications.” Instead, they used past-purchase data to “personalize” their customer communications, 

mainly because it was the only data available to them. In other words, they left money—sometimes a lot of 

money—on the table.

Start Somewhere…Please
If you’re about to commit big dollars to a large-scale, multichannel content marketing campaign, make sure it 

is based on more than an awesome creative idea. 

6 Key Marketing Trends for 2013 — and Tips for succeeding, a whitepaper sponsored by silverpop, predicts 

that “leading companies will move away from a list-based marketing approach to a constantly evolving  

‘persistent database’ married to behaviors across multiple channels, providing an all-encompassing view of 

customers and prospects.” (see “Zoom Out to the Ecosystem,” page 44.)

But what if your company isn’t yet able to deliver individualized content to segments of one? What if there is 

no centralized database tied to a robust marketing automation platform?

Easier just to skip it altogether and make assumptions about your audience, right?

“After all, who knows ‘our’ customers better than we do? We’ve been doing this a long time and we know 

what they want.”

You must start somewhere. I know it’s difficult. Daunting, even. Data scares the hell out of people because 

there’s just so much of it. 

But even a little bit of data is better than a hunch. It can be as simple as remote user testing, a Web-based 

survey, a social media survey or an email survey that you promote on your linkedIn page or your Twitter  

account. You could even call your customers. (Yes! On the phone!) You could do a series of focus groups, or 

even one focus group. Buy a few ads if you must, but get your actual customers (or at least your target  

audience) to tell you what they like, want or hate. 

Be transparent; tell them why you want to know how old they are, what channels they use and what 

times of the day they use them, what they like/hate about your website, the likelihood they’ll shop for 

one of your brands in the next 30 to 60 days. Go ahead, ask them. some of them might answer for free, 

some might require an incentive, and many won’t respond at all. But you’ll have more real information 

than you started with. If that information matches your hunch, well, good for you. But you might just 

be surprised at what your customers tell you. And then you’ll be able to spot a really awesome creative 

idea when you hear/see it, because you’ll know it resonates with your customers.

look to the Cloud
By Tim smith

Michelle O’Hagan is senior vice president of digital delivery at Imagination. 

“There will be a shortage  
of talent necessary  
for organizations to take  
advantage of big data.”
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By 2017, CMOs will spend more on IT than their counterpart CIOs, according 

to Gartner analyst laura Mclellan.

Gartner’s research shows:

• 2011 B2B and B2C marketing budgets as a percentage of revenue were 

almost three times higher (10 percent) than IT budgets (3.6 percent).

• 2012 IT budgets were expected to grow 4.7 percent, while marketing 

budgets in general were predicted to grow 9 percent. High-tech marketing 

budgets, more specifically, were expected to increase 11 percent.

• On average, nearly one-third (30 percent) of named marketing-related 

technology and services is bought by marketing already. What’s more, 

marketing now influences almost half of all purchases.

Financial risk isn’t the only concern for CMOs with ever-growing data needs. 

Execution risk is even more likely. Current in-house technology staff might 

not have the skills or be able to provide the necessary man-hours to acquire 

the servers, storage and Internet bandwidth to capture the fire-hose of data 

required to build a big data-backed decision support system. Even if the 

technology staff could build it, they might not have the skills to roll up the 

data in a way that can be shared with marketing decision makers.

•  “There will be a shortage of talent necessary for organizations to take  

advantage of big data. By 2018, the United states alone could face a 

shortage of 140,000 to 190,000 people with deep analytical skills as well as 

1.5 million managers and analysts with the know-how to use the analysis of 

big data to make effective decisions.”  –McKinsey Global Institute Report

• “The lack of simple tools that make it easy to consume and put critical data into the hands of business users 

is a perceived barrier that keeps big data an IT endeavor rather than a business-driven initiative to support 

decision-making across the organization.”  –IDG Research services 2013 survey of 200 business leaders

 

Partnering with the CTO/CIOs to find a cloud-based saas provider can provide the data insights about today’s 

customers at a fraction of the cost to roll your own. Internet juggernauts such as Google and Amazon are 

already providing robust big data cloud storage and decision tools. There is a plethora of startups also trying 

to bridge the growing capabilities gap.  

BigMl, a Corvallis, Oregon-based startup, has a cloud-based machine learning platform that lets business 

users create predictive models quickly. startups like Talend, snaplogic and Tableau software are pushing the 

human-to-big-data interface capabilities to the next level. These young companies are delivering real-time 

smart dashboards and data visualizations that become the decision tools for multiple lines of business so they 

can go beyond “best guess.”  

Other benefits of these Internet leaders and startups include domain expertise and execution agility. They 

can execute quickly without the constraints of corporate IT and focus solely on their respective domains.

Amazon and Google have figured out how to scale and store more data than is imaginable. The above start-

ups run their platforms usually on Amazon or Google’s cloud services. By sharing the investment that these 

cloud companies have made, economies of scale can be realized. These platform choices will cost a fraction 

of a DIY big data approach.  n

Tim smith is vice president of development and technology at Imagination.
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