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Most companies spend at least 25 percent of their marketing budgets on content origination 
and delivery. And according to the Custom Content Council, B2B marketers invest an estimated 
$16.6 billion annually in digital content publishing to acquire business leads, influence customer 
specification and consideration, and educate and engage prospects. It should also come as no 
surprise that as quickly as marketers can create content, buyers and influencers are consuming 
it. According to the latest research from the Chief Marketing Officer (CMO) Council, in partner-
ship with NetLine, a vast majority—88 percent—of business buyers actually believe that online 
content has played a major to moderate role in vendor selection.

But issues still persist. In previous research, the CMO Council revealed that while content was 
important, the source of that content was critical. In its latest study, buyers confirm that third-
party research, analyst reports and trusted editorial coverage top the list of trusted sources, with 
just 9 percent thinking of vendors as trusted sources of content.

According to 350 business buyers, the content engagement cycle is an intricate journey in 
which multiple personas of content consumers each seek, source, share, use, act and rely on a 
broad variety of content formats and sources. The findings reveal that B2B buyers, influencers 
and researchers are not simply consuming content and speeding to decisions. Rather, they are 
creating distinct sharing circles that curate and circulate content across the decision-making 
hierarchy.

The research, conducted in partnership with NetLine, a world leader in business content syn-
dication, is just one indication that marketers need to fine-tune their content strategies and 
capabilities as they seek to effectively engage today’s customer audiences. NetLine’s audience, 
which was surveyed across multiple industry sectors and countries in an online survey during 
the first quarter of 2014, represents top B2B buyers and specifiers, each actively researching 
and engaging with content as part of the vendor selection journey. In addition, the CMO Council 
interviewed leading B2B marketing executives to better understand how they are tracking, map-
ping and leveraging their customers’ content consumption needs to activate and accelerate the 
sales process. 

INTRODUCTION 
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From the Middle Out (35 percent of 
respondents): Content sourcing and purchase 
decisions are driven by execution-level executives, 
but senior management is informed about how 
and why key decisions are made.

From the Bottom Up (30 percent of 
respondents): Junior or mid-level managers 
source primary content and share upstream to 
members of senior management, who then make 
the final purchase decision.

From the Top Down (29 percent of 
respondents): Senior management consumes 
content, sending information downstream for 
product identification and final purchase and 
execution.

Failing to Share (6 percent of respondents): 
Respondents admit that there is very little 
content sharing. 

CONTENT SHARING CIRCLES: 
How Content Flows Across a  
Decision Cycle

KEY FINDINGS Content sharing among buyers, specifiers and influencers is widespread. Survey 
respondents revealed that their organizations most often shared content in one of 
the following ways: 
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What is immediately evident from the buyers surveyed is that no distinct sharing circle pattern 
dominates, posing a challenge to marketing organizations that have established content 
development strategies that only look to sway or attract a specific level of executive. 

For marketers, these sometimes intersecting paths can pose a problem as savvy content 
marketing strategists are looking to better segment and understand their audiences in an effort 
to develop more relevant and impactful content. “Smart content marketing is a significant lever 
for any company, especially those in a crowded and confusing marketplace,” commented Tom 
Butta, Chief Marketing Officer for AppNexus. “The more value you give, the more benefit you 
get. Content marketing can go a long way toward shaping, reinforcing and building a leading 
brand.”

But Butta also points out that many marketers have fallen prey to the content noise trap, blindly 
creating an overwhelming amount of content and then targeting specific audiences without 
truly understanding where and how that audience prefers to consume the content that helps 
them make decisions.

At IBM, the content strategy has involved a specific focus on the customer, and they work to 
tailor content to specific clients, markets and roles. “To better understand content sourcing 
and sharing behaviors, we have codes associated with everything, and we track those very 
closely to understand which offers are most popular and in which channels,” said Alisa Maclin, 
Vice President of Industry Solutions Marketing with IBM Software Group. “All of our marketing 
content in any campaign is tracked from registration to pipeline and sales influence so we have 
a good read on what is effective.”

Sharing circles demonstrate how a single piece of content can have reach far beyond the 
individual downloader. Yet this survey demonstrates that these circles are most often originating 
from the center of the organization and radiating out, impacting both the C-suite and the 
junior functionary teams. As strategies are developed, these intricate paths must be addressed, 
tracked and measured to ensure that follow up and engagement strategies track to the content 
path that was followed during the decision-making process.

“Smart content marketing is a 
significant lever for any company... 
The more value you give, the more 
benefits you get.” 
      —Tom Butta, AppNexus
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THE CONTENT CONSUMPTION 
PERSONAS

Not only are sharing circles changing how leading marketers are developing and deploying their 
content, but new views into the behaviors and patterns of specific personas across the content 
and buying journey are also revealed in this research.

Six key content personas emerge, each with specific roles and responsibilities within the 
buying journey, but also with varying degrees of budget and authority within their business 
organizations. 

These individual personas can be grouped into three primary categories of buyers: researchers, 
influencers and decision-makers. While each has a distinct role and intent across the buying 
journey—and all value a similar type and origination of content—there are subtle variations in 
what each persona requires and values.

What is clear across all of these content consumption personas is that there is no single form or 
format of content that is helping to shape perceptions and direct decision making, but rather a 
combination of third-party research, validated thought leadership, and fact-based assessments 
and outlines of products and services that are most valued. In each case along the content and 
buying journey, content consumers are looking for a variety of formats in which to consume 
insight and intelligence that is void of vendor-heavy messaging.
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Grazers/Sharers (32 percent of respondents) 
Research, consume and summarize content with the clear intention of sharing the intelligence 
and content with colleagues. They see themselves as helping to facilitate the decision-making 
process. 
•	 Sixty-four (64) percent say they will source content around specific new solutions that may 

address a very specific process or functional need within the organization.

•	 These content consumers are also casually seeking content that can be leveraged to make 
final decisions as 39 percent will source content when asked to research key products or 
solutions. 

•	 Research reports and studies also top the list of content types that are most often consumed, 
followed by analyst intelligence and insight (47 percent). It is no surprise, given the behavior 
of content sourcing to influence purchase decisions, that technical specs (50 percent) and 
articles on trade publishing sites (33 percent) are also valued and often consumed.

•	 Grazers also have a greater tendency to source software demos and use cases as these 
researchers are sourcing content to help make specific decisions and need details to synthe-
size into their reports to colleagues.

•	 While research reports are most often consumed by both of the researcher personas, the 
grazer believes this content most influences the evaluation phase of the journey.

Hunters/Gatherers (10 percent of respondents)
This is a rare breed of researcher whose role is to research and identify content, rarely consum-
ing the content they collect. They do not consume the information for their own insight. 
•	 Sixty-eight (68) percent are in a constant state of research, always identifying content that 

shares new best practices, trends and advancements in their market or industry.

•	 The hunter/gatherer is looking for the most broad expanse of content and is less interested 
in content sources that provide product or solution specifics. These content consumers want 
quantity, but not necessarily specificity.

•	 Very little of the content that the hunter/gatherer collects is used to influence the purchase 
decision. Instead, they believe their content is most valuable across the awareness and evalu-
ation phases of the buying journey.

•	 Fifty-nine (59) percent believe that research reports and studies are most valued in driv-
ing the awareness phase of the journey.

•	 Fifty-two (52) percent believe that analyst intelligence and insights are most valued in 
the evaluation phase.

THE RESEARCHERS
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Critical Contributors (25 percent of respondents)
While not budget holders, their primary role is to share knowledge and serve as a primary 
influencer in the buying process. They will both research and consume content independently.

•	 More strategic in their content gathering compared to the researchers, the critical contributor 
will source content at a specific time of need.

•	 They will source content when they want to learn about new solutions that could address 
specific problems or needs (62 percent).

•	 They will source content in response to a specific project, challenge or program being 
undertaken by the company (58 percent).

•	 As the primary source of intelligence and knowledge, the critical contributor must have a 
broad range of content in their knowledge base, often relying on summarized or “quick-bite” 
content versus luxuriating over a content buffet.

•	 Research reports and studies are turned to most often, according to more than half of 
respondents (56 percent), while technical specs and data sheets (49 percent), white 
papers (44 percent), and analyst reports (39 percent) are also valued.

•	 The critical contributor is more focused on the identification of insight that can help the 
organization press forward from the evaluation phase to the purchase phase of the buying 
journey. 

•	 Unlike the researchers, who were often consuming blog posts from thought leaders and 
highly value blogs to impact the awareness phase of the journey, these influencers are less 
likely to turn to this resource (only 11 percent cite blogs as a form of content that helps make 
better purchase decisions). They view it as a part of building awareness around issues (48 
percent) and not part of the evaluation (28 percent) or purchase (10 percent) phase. 

THE INFLUENCERS
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Informed Influencers (4 percent of respondents)
A key influencer for the organization, this small subset of influencers consumes content but does 
not research for it and does not have budget authority.

•	 While highly synthesized and summarized pieces of content like infographics and pictograms 
are being moderately consumed by all audiences, it is the informed influencer who most 
highly values these bite-size formats of content.

•	 While the critical contributor will turn to peer-written reviews (29 percent), the informed 
influencer is less likely to do so (only 7 percent), instead turning to use cases (20 percent) 
and research papers (33 percent) to form opinions and insights.

•	 The hallmarks of valued content for the informed influencer are easy to consume and packed 
with knowledge and authority. The most valued content types for this group are analyst intel-
ligence and insights (60 percent). 
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Decision Drivers (23 percent of respondents)
Primary decision makers and budget holders who both research and consume content.

•	 These are the executives that are looking to stay up to date on new trends and best prac-
tices but must also consume a wide range of content to make specific decisions for the 
organization.

•	 This group not only consumes and sources all of the time (65 percent), but must also 
stay up to date on new solutions that could impact the organization (56 percent) while 
sourcing content that is specific to decisions being made on products, solutions and 
projects being undertaken (58 percent).

•	 Research reports and studies are most important for this group (77 percent), with more 
importance placed on this content than any other persona.

•	 Other valued content resources include technical specs and data sheets (61 percent), 
analyst intelligence and insight (48 percent), white papers (37 percent), and editorial 
reviews and articles (32 percent).

•	 Interestingly, use cases (only 13 percent) and peer-written reviews (18 percent) are not 
seen as helping to make better decisions.

Authority Leaders (6 percent of respondents)
Consumes content and is both a primary decision maker and budget holder within the 
organization but does not research or source their own content.

•	 These budget holders and decision makers are really turning to content to help make a very 
specific decision as 61 percent say they will request and source content when they want to 
learn about new solutions.

•	 For the authority leader, research reports and studies (61 percent) and analyst insights  
(67 percent) are most often leveraged to make better decisions.

•	 Also often consumed are technical specs (50 percent) and white papers (39 percent). 

•	 Interestingly, this group appears to be more influenced by peers than their deci-
sion-driver counterparts, seeking out both use cases and testimonials (39 percent) and 
peer-written reviews (28 percent) with considerably more frequency (only 13 percent of 
decision drivers turn to use cases, and 18 percent turn to peer-written reviews).

THE DECISION MAKERS
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Content marketing must look at the content itself, the channels through which it is being 
distributed and the audiences who are hungry for more. Marketers also must be able to see how 
content is consumed in order to refine their efforts moving forward. 

“When we participate in formal syndication programs, we get weekly reports that tell us about 
the content that has been consumed, and some vendors even provide information about other 
content types that seem to be working for other vendors,” says Mary Bermel, Vice President 
of Global Integrated Marketing for CA Technologies. “The data we have around syndication 
comes from our own efforts, as well as third-party sources, so it’s a combination of what we can 
manage and what third parties provide.” 

Kimberly Kupiecki, Global Communications Director of Dow Water & Process Solutions agrees, 
adding that the organization worked to understand the details of each segment, as well as 
the issues that exist within the customer’s individual markets. “We develop messaging that 
speaks to those concerns so that the content is relevant for them. We are getting better at 
understanding how to speak our customers’ languages and connecting our value to their pain 
so that our content resonates with them,” she explains.

In response, the B2B buyers surveyed agree that marketers must become far more relevant 
across all forms and formats of content. What follows are 10 major takeaways learned directly 
from the buyers we are all looking to impact and sway.

1. Online content sourcing by buyers has a big influence in identifying, qualifying and 
selecting vendors.  

Consider that:

•	 Fifty-four (54) percent of respondents note that it keeps them current on new 
technologies.

•	 Forty (40) percent say it helps them identify potential suppliers, partners and solution 
providers.

•	 Thirty-eight (38) percent note that it provides strategic insights and shapes purchase 
specifications.

•	 Thirty-seven (37) percent report that it educates them about issues, problems and 
challenges in their industry.

KEY TAKEAWAYS IMPACTING 
CONTENT MARKETING 
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2. There are three essential factors driving customers’ need to constantly seek and find 
relevant decision-support information:

•	 Learn about new developments and best practices in their industry or markets  
(62 percent)

•	 Discover new solutions that address specific process or functional needs (60 percent)

•	 Address a project, challenge or program being undertaken in their company (52 percent)

3. Independent third-party validation and insights trump all, but don’t discount the data sheet.  

The top five content types that are most valued by business buyers and specifiers include:

1. Research reports and studies (65 percent) 

2. Technical spec sheets and data sheets (50 percent) 

3. Analyst intelligence and insight (46 percent) 

4. White papers (35 percent)

5. Articles on trade publishing sites (30 percent) 

4. Don’t put all of your content eggs in one basket.  
Content consumers value different types and sources of content as they progress through the 
buying journey, and many times, a single piece of content holds value across multiple stages of 
the journey. Content sources with the most influence during three key stages of the sales pro-
cess include:

Awareness  
Research reports and studies (1); articles on trade publishing sites (2); blog posts from thought 
leaders (3); community posts and discussions (4); white papers (5); webinars (6)

Evaluation
Research reports and studies (1); analyst intelligence and insight (2); technical specs and data 
sheets (3); editorial reviews and articles (4); PowerPoint presentations (5); white papers (6) 

Purchase
Technical specs and data sheets (1); software or product demos (2); use cases and testimonials 
(3); branded marketing content (4); white papers (5); analyst intelligence and insights (6)



THE CONTENT CONNECTION TO VENDOR SELECTION | STRATEGIC BRIEF

© 2014 CMO COUNCIL  All Rights Reserved. 13

5. The road to sales closure starts online, but not necessarily on your website.  
Some 68 percent start their content sourcing at search engines and portals, 40 percent go to 
vendor websites, and 25 percent are activated by emails from a trusted source or peer. The 
types of content that are most valued and used in the early stages of the business buying cycle 
include:

•	 Comprehensive industry/category surveys and studies (52 percent)

•	 Technical details about products and solutions (44 percent)

•	 Analyst reviews or recommendations (43 percent)

•	 Expert-originated content with supporting facts and research (35 percent) 

•	 Content published by third-party sources (35 percent)

6. Sharing circles are not just digital; they also meet in person, so don’t make sweeping channel 
assumptions.  
The importance of content sharing circles is amplified as more organizations look to bring 
collaborative group buying and shared decision-making to their organizations. To power this 
process, most organizations are blending the traditional meeting with the cloud-based shar-
ing platform. The primary ways that stakeholders in the buying process collaborate and share 
knowledge are through:

•	 Formal meetings (67 percent)

•	 Emails with links for downloading content (56 percent)

•	 Group presentations summarizing factors that influence purchase decisions (54 percent)

Nearly 40 percent of buyers say they use an online collaboration system, and 27 percent report 
using new cloud-based platforms to facilitate procurement. With sharing circles in mind, this 
now adds increased importance to the ability to track the journey of a single piece of content, 
especially as it makes its way onto these new collaboration platforms.

7. The buying process has lots of chiefs, but nobody wants to be left out in the cold.  
Most buyers rate the process for gaining collective buy-in on issues, requirements and needs as 
only fairly or moderately effective (62 percent) compared to 34 percent who believe this pro-
cess is extremely effective. 

A surprisingly high percentage of senior executives are perceived to be involved in determining 
purchase needs and understanding areas of opportunity. Nearly 40 percent are said to be highly 
involved and tuned in to industry issues and trends; 33 percent are believed to be fairly involved 
and knowledgeable, as well as open to learning more.
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8. Focus on the sharing circle or persona behavior, not just job title.  
Title cannot predict content value or sourcing. Senior management executives value and 
leverage the same content sources and channels as the professional buyers. Some 35 percent 
of buyers believe management is strongly influenced by the same sources of information 
as those doing the research and qualification, and 52 percent believe they are somewhat 
influenced.

9. Stop pushing—validate and educate, and the pull will come.  
Buyers are looking for validation and independent authority leadership to influence and edu-
cate. Third-party and branded content sourcing plays an important role in the specification of 
RFPs, as well as the qualification and selection of vendors being asked to compete for busi-
ness. The top five reasons business buyers use this content are to:

•	 Identify best practices and best-of-breed solutions (51 percent)

•	 Determine where competitive differentiation can be achieved (50 percent)

•	 Clarify the position of a specific vendor or partner (43 percent)

•	 Set the strategic agenda and assess areas of need and prioritization (42 percent)

•	 Provide perspective from a trusted, neutral source (33 percent)

Third-party content is also frequently or sometimes used by 92 percent of buyers to maintain 
a vendor relationship or advocate the use of the vendor’s products or services.

10. Stop pushing—validate and educate, and the pull will come. 
Valued content and content sources also influence account growth and the extension 
of customer lifetime value. Content plays a pivotal role in add-on buying decisions or 
supplemental purchases following the initial contract. A surprising 86 percent frequently 
or sometimes use additional digital content to identify complementary or add-on products 
while just 12 percent rarely undertake further content sourcing.
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What is clear from the buyers, specifiers, influencers and researchers tapped in this study is that 
there isn’t one magic form of content that will lead to a purchase. Instead, content must be lev-
eraged across the journey, advancing the right personas through their own processes to shape 
and mold perceptions and intentions. 

Marketers are still on a journey to identify and crystallize their content marketing strategies and 
are working to eliminate one-off or random acts of content marketing in lieu of holistic cam-
paigns and strategies that drive experiences and engagements through highly valued channels. 
Buyers have clearly voiced their needs and expectations, issuing a call for third-party, validated 
and trusted content to stay abreast of new issues, solutions, best practices and trends that will 
impact their businesses, projects and decisions. What remains to be seen is how marketers will 
respond.

The CMO Council’s Content ROI Center (www.contentroicenter.org) is just one resource to help 
marketers along this journey. The center is designed to be a go-to source of thought leader-
ship and services to help marketers more fully leverage the power of content to grow business 
opportunities and brand presence. 

A total of 352 respondents took part in the online survey during January 2014. Participants  
from all executive levels and areas of responsibility were drawn from nearly 30 different industry 
sectors. Representation across company size included 23 percent for companies with revenues 
of more than $1 billion; 10 percent for companies with revenues between $501 million and  
$1 billion; 32 percent for companies between $50 million and $500 million; and 36 percent  
for companies with revenues less than $50 million.

CONCLUSION 

METHODOLOGY
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As this study shows, buyers are looking for content from trusted third-party sources, and ven-
dors fall far from the top of the top of this list. Marketing executives who were interviewed as 
part of this study unanimously agreed that a solid content strategy is imperative for building 
awareness of their offerings and services, but they realize that doing so requires them to posi-
tion themselves as trusted experts in their field by providing content that provides real value for 
their audience rather than a push for products or services.

The marketers interviewed vary in their sophistication and adoption of an effective content mar-
keting strategy, and many are still refining their processes for segmentation and distribution. 
While some are able to cater content to their audience in a variety of formats based on how dif-
ferent users want to experience it and where they are in the journey—in addition to being able to 
measure the impact of this content and refine their content efforts moving forward—others have 
a long way to go. And even for those who feel they have solid content strategies, many still only 
use traditional distribution channels and have yet to fully capitalize on the potential reach their 
content could achieve.

While marketers have taken the first step by recognizing the importance of being able to pro-
vide the right content across all of the channels in which customers and prospects are engaging, 
taking the next step by broadening the reach of their content and partnering with organiza-
tions who have access to relevant audiences will help to gain further traction for this content. 
Maximizing the reach of content will help ensure that it achieves its true potential and resonates 
with as many people as possible—which will boost its value and engage new prospects in the 
process. 

THE MARKETING POINT  
OF VIEW
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The Vice President of Marketing for a successful brokerage firm focuses primarily on market-
ing for retirement plans and services, and she says the majority of the content they produce 
is focused on the awareness and recognition processes that take place before a sale. Overall, 
she says the goal of their content is to position the organization as an advocate for the end 
consumer and to differentiate themselves from competitors across the B2B and B2B commodi-
ties-driven landscape.

While she feels that the company does a good job of educating consumers, she says they have 
done very little with segmentation strategies and are primarily basing their content efforts on 
anecdotal evidence.

“We need to do a bit more research about what is important for our different types of prospects 
and clients at different stages of the process,” she says. “I think there is a lot more that we can 
do empirically to learn about what our clients and prospects are looking for and to measure the 
uptake of that content.”

She says the company works to track content through the procurement stages—especially 
awareness and differentiation—but this process can be challenging. While she would like to be 
able to tie specific measures around sales goals and prospects as they move through the pipe-
line, they are in the early stages of identifying how content is consumed and how it is impacting 
sales closure rates.

“We’ve only begun to measure the impact of content over the last year, and our goal for 2014 
is to become more effective at tying these pieces together,” she says. “In terms of content that 
we develop and deliver to our clients, we can track consumption of enewsletters, but it is not as 
easy on the prospect side. We do gate some assets to capture information, but for most of it we 
use a free distribution mechanism.”

ANONOMOUS
Vice President of Marketing
Anonymous Brokerage Firm
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While most content development processes are handled internally, she says that certain parts of 
the organization are beginning to work with agencies to develop stronger content and distribute 
it more effectively. These processes are still in the beginning stages, but she says they have also 
begun to leverage external sources to achieve the greatest reach.

“We have begun to promote our content in some industry publications and enewsletters, and 
we are finding that our reach is much greater if we sponsor external content sources,” she says. 
“We often get more downloads in one day through these outlets than we get in two months if 
we use solely our own mechanisms. I think this underscores the importance of knowing where 
our core audience is and how we can use other sources to better leverage our own content.”

While she expects that the company will maintain a continued focus on building awareness 
through content in 2014, she says they will also be looking into ways to reinforce the brand’s 
value proposition, and this will likely involve the continued use of external content avenues.

“We need to be cognizant of how we are using content for each type of prospect or client, 
so we are going to focus more on trade publications and digital communications that we can 
sponsor and where we can embed content,” she says. “We will also be doing some work with 
LinkedIn, which will help us see how we are building followers, as well as improve measurements 
around consumption.”

“We’ve only begun to measure the 
impact of content over the last year, 
and our goal for 2014 is to become 
more effective at tying these pieces 
together.”



THE CONTENT CONNECTION TO VENDOR SELECTION | STRATEGIC BRIEF

© 2014 CMO COUNCIL  All Rights Reserved. 20

Allegro Development is currently undergoing a rebuilding process, and this includes an update of 
the content they have available. Chief Marketing Officer Melanie Ofenloch says that three-quar-
ters of their content is centered around the pre-sales process while the remaining quarter is 
purchase-driven. As they look to make updates and begin customizing key themes into their 
content that can be used by the sales team, Ofenloch says they are learning more about what 
types and formats of content resonate and why, as well as what inspires readers to click.

Ofenloch recognizes the value that the right content can have for a business, and the company 
is currently taking steps to extract the most value from its content marketing efforts.

“We’ve shifted in the last year from a focus on marketing features and functionality to one that 
revolves around marketing business value,” she says. “Because we are addressing the issues that 
keep our customers and prospects up at night, we are finding that they are much more willing 
to have conversations with us at a higher level.”

Because the company is in the early stages of re-focusing its content marketing efforts, they 
have little in place in terms of measurement, but Ofenloch says they will be conducting much 
more measurement by 2015. Currently, they are working to segment their content audience to 
determine what resonates with them.

“We are in the process of segmenting our audience geographically, by industry and by role,” she 
says. “While it may sound cliché, I absolutely believe that content is king because it establishes 
you as a thought leader and shows that you understand your audience’s issues, which helps you 
to be included in their initial selection process. If you continue to hone and target your content 
accordingly, then it can help with the procurement stages. However, I believe this is more of a 
desired state versus a usual state for B2B companies today.”

MELANIE OFENLOCH
Chief Marketing Officer
Allegro Development
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When producing content for its various audiences, Ofenloch believes it is important to ensure 
that it is integrated into campaigns or initiatives that support the overall marketing mix. She 
says they are working with a PR firm to produce a number of bylined articles, and they produce 
a number of webinars and participate in thought leadership opportunities. They also have a 
number of ways of distributing and syndicating this content to gain the most value from it.

“We use a mix of PR, events, trade shows, webinars, white papers, SEO/digital marketing and 
keywords right now to gain exposure to our content, and we are looking at a relationship with 
several energy publications to do more of this,” she says. “We can also track who is referencing 
our content from a PR perspective, and we can gate our white paper and webinar downloads. 
We are using Marketo and Netsuite and are in the process of implementing tracking extensions 
to do more of that this year.”

“Because we are addressing the 
issues that keep our customers and 
prospects up at night, we are finding 
that they are much more willing to 
have conversations with us at a 
higher level.”



THE CONTENT CONNECTION TO VENDOR SELECTION | STRATEGIC BRIEF

© 2014 CMO COUNCIL  All Rights Reserved. 22

AppNexus is a leading company in the advertising technology industry. From its beginnings, 
AppNexus understood the importance of content marketing in shaping the future of the indus-
try. Chief Marketing Officer Tom Butta discusses his views on how relevant content can help 
create greater levels of awareness, knowledge and value perception in the customer engage-
ment lifecycle.

Butta believes that relevant, thought-leading content is a critical foundation to building 
relationships and creating trust. 

“Most markets suffer from noise,” Butta says. “Put yourself in the shoes of a prospect or 
customer. Vendors shout loudly about their particular solutions. News media typically report 
on ‘what was’ or, at best, ‘what is.’ Analysts then add their take on the situation. What if 
someone can make sense of the madness? What if someone can rise above the noise and 
provide thought-leading content that reduces confusion while creating new levels of clarity? 
That’s real-deal content marketing. It’s ambitious, and it’s hard, but it works.”

Butta also believes industry markets are confusing places because they’re changing at ever-
increasing rates. A point of view about tangible issues or vexing problems can provide real 
value to customers and prospects alike. If you focus on customer and industry problems, you 
can increase your odds of being seen as a trustworthy provider and—potentially—a valued 
partner.

To measure the relevance of actual content, Butta says it’s important to have ongoing 
interactions with the people whom you are targeting. You want to know how useful the 
content is, as well as to see where and how often the content is shared, tweeted or mentioned. 

When it comes to distribution of content, Butta says it’s important to have your own 
proprietary channel as well as to leverage existing industry media channels. 

TOM BUTTA
Chief Marketing Officer
AppNexus
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“AppNexus uses its blog as its primary avenue for content, and the company works hard to 
make that content as interesting as possible so there is more demand for it,” he says. “AppNexus 
also selectively syndicates its content through other highly vetted sources. I’ve come to believe 
that being narrow and specialized in distribution is important because of the associative impact 
on brand and reputation.

“Smart content marketing is a significant strategic lever for any company, especially those 
in crowded and confusing marketplaces. The more value you give, the more benefit you get. 
Content marketing can go a long way toward shaping, reinforcing and building a leading brand.”

“Smart content marketing is a 
significant strategic lever for 
any company, especially those 
in crowded and confusing 
marketplaces. The more value you 
give, the more benefit you get.”
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As an IT management software and solutions provider, CA Technologies is focused on provid-
ing content that customers need throughout the buying journey. Mary Bermel, Vice President 
of Global Integrated Marketing, says that while content tends to have a pre-sales focus, they are 
also dedicated to creating content that aids customers in their purchase decision process.

According to Bermel, all of the company’s content is based on the buyer journey and the under-
standing that the buyer is in control. She believes their job is to ensure that people have the 
information they need to become educated on their solutions and to justify their decision to 
select CA Technologies as a vendor. 

In order to improve the success of their content efforts, she says they recently implemented 
marketing automation software to learn more about how they can meet the content consump-
tion needs of customers and prospects.

“We are monitoring content consumption through marketing automation, although I don’t 
feel that we have all of the analytics we need to show the impact of content on close rates,” 
she says. “However, we have data that shows us where customers are moving forward, where 
they are getting stuck and where we might need to make adjustments to better support their 
journey.”

With respect to content, Bermel says they have specific goals tied to their various content pro-
grams, including webinars, content syndication media and email campaigns, as a few examples. 
Establishing plans and goals for content is critical because she says each piece addresses differ-
ent needs based on the solution.

“Solutions with which customers are very familiar may not require much educational content, 
but a brand-new product would require a lot of educational content,” she says. “We develop 
content based on what we perceive to be the requirements of the buyer, whether it’s helping 
them select a solution or validating us as a vendor.”

In terms of segmentation, Bermel says they divide customers into four groups: discovery, con-
sideration, decision and advocacy. While they cater content around these groups and their 
various places in the buyer journey, she believes there is always room to improve in this area.

MARY BERMEL
Vice President of Global  
Integrated Marketing  
CA Technologies
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“We are committed to developing content that is aligned to the buyer journey so that we 
achieve the greatest impact,” she says. “Through content, we are also able to get a better under-
standing of the customer based on the types of content they consume. This helps us to make 
sure that sales doesn’t engage with the customer directly until we are confident that they fit the 
right profile as a lead. Marketing automation also helps us measure and test the success of con-
tent before a prospect engages with sales.”

Bermel says the company works to create content that is driven by deep insights, and they are 
working to extend the content they already have into multiple formats, such as creating a short 
e-book or podcast based on a white paper and then distributing that content through multiple 
channels. She believes this strategy helps to support the different ways in which buyers may 
want to interact with content throughout their research process.

“I think there are some gaps in consistency and our ability to always create content that is based 
on deep insights, but this is a big area of focus and will be one in which we challenge ourselves 
moving forward,” she says.

When it comes to content syndication, Bermel says they engage with third parties, such as 
technology sites and social media, and they are placing increased focus on the variety of 
community-based technology sites as they see more customers using them. Currently, their syn-
dication efforts are primarily rooted in tried-and-true trade media publications and niche social 
media sites.

“When we participate in formal syndication programs, we get weekly reports that tell us about 
the content that has been consumed, and some vendors even provide information about other 
content types that seem to be working for other vendors,” she says. “The data we have around 
syndication comes from our own efforts, as well as third-party sources, so it’s a combination of 
what we can manage and what third parties provide to us.”

“We are committed to developing 
content that is aligned to the buyer 
journey so that we achieve the 
greatest impact.”
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As an organization that does a great deal of business through OEM partners and distributors, 
Dow Water & Process Solutions often uses content to increase awareness and educate audi-
ences about their products and services. Global Communications Director Kimberly Kupiecki and 
Strategic Marketing Manager Nanette Hermsen share that the company is also looking to create 
a storytelling strategy through content to better engage customers and prospects.

Kupiecki and Hermsen explain that the purpose of content depends on the message they are 
communicating. For example, when they deploy new technology, content may be used to edu-
cate while content that communicates updates about well-known technologies may take on a 
more informative tone. Other information regarding the company’s high-end business exchange, 
for example, may contain a blend of both.

“Raising awareness is critical so that our customers will want to engage with us and try our new 
products,” Hermsen says. “We are in a very data-heavy industry, so we are also invested in our 
own pilots to be able to produce qualification and validation data in the awareness process. 
However, customers often still want to try products for themselves, so raising awareness helps 
them engage, but we need to have data behind the content.”

Kupiecki explains that the goal of content is more about encouraging preference for the brand 
and increasing interest. To ensure they are on the right path, they track email response rates for 
various campaigns and compare them to other regions and industry standards. 

“The industry standard is 19.7 percent, and we tend to get response rates well over 35 percent—
sometimes as high as 68 percent,” Kupiecki says. “We localize our campaigns and translate for 
different regions, and we also have a Customer Information Group that evaluates leads and 
passes them along to sales for deeper engagement. Sales then tracks them using a CRM tool.”

While they say the company segments their audience, they admit this is one area where they 
hope to continue improving. They currently purchase lists and target individuals within different 
industries, but they are hoping to broaden their scope of segmentation.

KIMBERLY KUPIECKI 
Global Communications Director
Dow Water & Process Solutions

NANETTE HERMSEN 
Strategic Marketing Manager
Dow Water & Process Solutions



THE CONTENT CONNECTION TO VENDOR SELECTION | STRATEGIC BRIEF

© 2014 CMO COUNCIL  All Rights Reserved. 27

“We are looking to get more segmented around the maturity of our audience,” Hermsen says. 
“Depending on where certain targets play within the value chain or geographically, some are not 
to the same specification level as others, so we want to be sure we understand their needs and 
provide the most relevant information for them.”

Kupiecki continues, “We do our best to understand the details of each segment, as well as the 
issues that exist within those markets, and we develop messaging that speaks to those concerns 
so that the content is relevant for them. We are getting better at understanding how to speak 
our customers’ languages and connecting our value to their pain so that our content resonates 
with them.”

To track and determine the effectiveness of their content, the company uses platforms like 
Silverpop, Google Tracking, Eloqua and Google Analytics, to name a few. They also track social 
media efforts, which are becoming a greater area of focus. Recently, the company re-launched 
its website using Sitecore, a web content management system that provides more specific infor-
mation about how people are engaging with the site.

“In addition to email campaigns, we are also using infographics to tell succinct stories about 
complex issues and make the content available to a broad audience,” Kupiecki says. “Once we 
develop the content, we use a distribution service that both pushes it out and measures its 
effectiveness.”

Overall, Kupiecki and Hermsen say the company has developed a solid library of content, and 
they use it for email campaigns, graphics, trade shows, etc. to ensure that it remains consistent. 
Over the next year, they hope to take the content they already have and analyze how they can 
repurpose it for different content outlets to maximize its effectiveness.

“We have really expanded the way we are able to reach our audiences in the past year and hope 
to continue that process,” Hermsen says. “We want to look at content from the standpoint of 
storytelling so that we resonate with them. Additionally, we are hoping to add influence from 
government agencies and trade associations to enhance our thought leadership perspective 
and better understand how those sectors are progressing so we can determine the best ways to 
engage with them.”

“We are getting better at 
understanding how to speak 
our customers’ languages and 
connecting our value to their pain 
so that our content resonates with 
them.”



THE CONTENT CONNECTION TO VENDOR SELECTION | STRATEGIC BRIEF

© 2014 CMO COUNCIL  All Rights Reserved. 28

As a software services and IT solutions provider, EPAM Systems caters to a highly saturated 
market in which its target audience has many vendor options. As a result, Vice President of 
Marketing Joseph King says that most of the company’s content is designed to create aware-
ness, recognition, trust and qualification. Their primary goal through content is to establish a 
brand identity with executives and differentiate the company within the marketplace.

King says that content marketing programs are becoming much more important to their sales 
and marketing efforts. Because their target audience—primarily CIOs—is inundated with market-
ing messages from their competitors, he doesn’t believe that content is going to have a direct 
impact on the sales cycle in terms of closure rates. For this reason, he says they need to be able 
to differentiate themselves through how they think.

“The goal of our content is to get us into conversations with executives to create awareness and 
demonstrate what sets us apart,” he says. “Those relationships are going to be the real factors 
that impact selling cycles and closure rates.”

While they have begun segmentation efforts by audience, King says the company is still trying 
to establish its voice as an organization, and they haven’t yet started to segment their content 
based on each stage of the decision-making journey. He also believes that the type of content 
they create is important, particularly as new channels gain popularity.

“We are known for excellence in software engineering and are very comfortable talking and 
selling to IT and engineering executives, but the buyer is changing, and collectively we aren’t 
as comfortable creating content for the CMO audience,” he says. “We also need to remain in 
tune with the types of content our audience want to experience. More and more, people are 
becoming prone to watching short videos versus reading a 10-page white paper, so we need to 
integrate more of the formats that resonate with our audience.”

King says they use traditional PR channels to distribute content, and these relationships help 
to influence B2B buyers through social media and media relations channels. While they don’t 

JOSEPH KING
Vice President of Marketing 
EPAM Systems
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currently syndicate their marketing content, their partners are building out a plan to begin 
experimentation with this later this year.

When it comes to measurement, he says they have a rudimentary tracking system, but they are 
working to build more analytics into their platform, and they receive reports on a daily basis. The 
company is also redesigning its website and conducting an audit of how they track and use ana-
lytics, so he expects some changes to take place beginning in 2015.

“We likely fall a bit short in terms of really targeting our audience and understanding their 
behavior, and we aren’t sure yet how our content impacts and influences closure rates based 
on our current analytics,” King says. “I would like to learn more about how content positively or 
negatively affects our customers, but I don’t know if we will ever get to a point where our con-
tent has much influence over the final selection process. We are selling multi-million-dollar deals, 
so while content will always be important, it will never replace the relationships we build in terms 
of deal closures.”

“More and more, people are 
becoming prone to watching short 
videos versus reading a 10-page 
white paper, so we need to integrate 
more of the formats that resonate 
with our audience.”
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In the Industry Solutions Group at IBM—which includes two of IBM’s key initiative areas, Smarter 
Commerce and Smarter Cities—content marketing plays a major role in familiarizing clients and 
prospects with IBM’s solutions and capabilities. Vice President of Industry Solutions Marketing 
Alisa Maclin says that in order to have an effective content marketing strategy, it is essential to 
understand the interests and challenges of individual customers, engage them in a way that is 
timely and relevant, and build ongoing relationships. The market that Industry Solutions serves 
includes many types of roles, from procurement, supply chain, sales, marketing and customer 
service professionals to chief risk officers, chiefs of police and mayors. An effective strategy not 
only requires great content, but the manner in which it is delivered is highly important as well. 

Maclin says that about 30 percent of her organization’s content is designed to impact the pur-
chase decision, but much more emphasis is placed on content that builds awareness, including 
primary research, thought leadership and customer case studies. 

“Some great examples of our primary research are our CxO studies conducted by IBM’s Institute 
for Business Value—such as the ‘Chief Marketing Officer Study’ and the ‘Chief Procurement 
Officer Study’—which include the results of face-to-face interviews with thousands of senior 
leaders around the world,”* she says. “IT buying is shifting from IT to line-of-business leaders, 
such as CMOs and VPs of ecommerce and customer service, and we need to be able to engage 
these decision makers effectively. Thought leadership and market insight are key parts of our 
content strategy to demonstrate how the marketplace is changing and how our solutions and 
capabilities are helping our clients respond to and capitalize on these trends.”

An example of this is the “IBM Digital Analytics Holiday Benchmark,” conducted each year, 
which tracks and reports clients’ website traffic from different types of devices, in addition to 
purchase behavior.

“We make this benchmark data available to our clients so they know where their website traffic 
is coming from, and they can compare their results to the average for their category,” she says. 
“The data is available in real-time for our clients, and we post updates on key market stats to our 

ALISA MACLIN
Vice President of Industry  
Solutions Marketing 
IBM Software Group

* http://www-935.ibm.com/services/us/gbs/thoughtleadership/
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website every three hours on key shopping days, like Black Friday, Cyber Monday, Christmas Day 
and Boxing Day in the U.K. For example, mobile saw tremendous growth through the holidays. 
Cyber Monday experienced the highest growth year over year, with mobile traffic up 50 percent 
and mobile sales up 55 percent. Around the holidays, we also report the benchmark results to 
the press. There is significant interest from the public in general on shopping trends during the 
holidays, and this information is highly relevant for our clients, particularly in the retail, consumer 
products and travel industries. As a result, the content not only provides our clients and pros-
pects with timely insight, but it also creates awareness of our capabilities and generates leads.” 

In terms of the value and relevance of content, Maclin says there is continued focus on tailoring 
to specific clients and roles. During the last few years, she says the Industry Solutions Group has 
invested more than $3 billion in acquiring new companies to build out their portfolio to address 
emerging customer needs. Many of those acquisitions are in new market areas, so they continue 
to improve their ability to reach buyers that they may not have engaged with previously.

Additionally, she says great emphasis is being placed on ensuring their content is available 
in ways that clients want to experience it—whether that is a physical document, website, 
mobile-enabled content, etc.—and that the content is geared toward specific roles and stages in 
the customer journey.

IBM tracks content consumption differently depending on the channel. For example, their 
marketing automation platform provides information about who is requesting information, 
which can then be routed for nurturing campaigns or possible follow-up from lead development 
representatives. For some social channels, on the other hand, IBM is simply tracking clicks to 
materials rather than collecting personally identifiable information to determine who is using 
or sharing that content. They also employ social sentiment analysis on campaigns such as the 
holiday benchmark.
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“To better understand content sourcing and sharing behaviors, we have codes associated with 
everything, and we track those very closely to understand which offers are most popular and 
in which channels,” she says. “We then do a deeper analysis to determine which regions and in 
which accounts and stages of the buying cycle our offers have the most influence. All of our 
marketing content in any campaign is tracked from registration to pipeline and sales influence, 
so we have a good read on what is effective.”

Moving forward, Maclin says that tapping into new markets requires awareness, as well as sub-
stantiation on the benefits that other clients are seeing, ROI and specifics about their offerings. 
As a result, they continue to evaluate the most engaging ways to present this information.

“We are going to increase investments in web, social and mobile because more and more, that 
is the way our clients wish to engage, and our clients are increasingly interested in self-serve 
content,” she says. “We are moving much more toward delivering digital content in ways that 
customers like to consume and share, such as infographics that can be shared through social 
media and video.”

“All of our marketing content in any 
campaign is tracked from registration 
to pipeline and sales influence, so 
we have a good read on what is 
effective.”
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Wells Fargo Advisors is the third-largest investment services firm in the U.S. and serves both 
B2C and B2B markets. With respect to the company’s B2B content, Chief Marketing Officer Chris 
Moloney says the majority is centered around thought leadership and building awareness and 
trust, although they have recently begun to use content for direct purchase impact and creating 
relationships, and he sees that being a big focus for 2014.

Moloney says that content marketing’s impact on the business has exploded, and they are 
seeing a great deal of search happening on the web and social media prior to people making a 
purchase decision. As a result, Moloney says it is critical for the company to be present in these 
avenues with thought leadership content.

“Content is even more important to have in these areas than pure advertising because of the 
influence that content is having on the purchase journey,” he says. “It is more approachable and 
consumable than traditional advertising, and we want to be able to provide the important infor-
mation that people are seeking.”

Because most of the company’s content is online, he says they are able to easily track engage-
ment levels and usage of content and how those track to conversion rates. The company also 
tracks content that is emailed or distributed in paper form, although offline content is more diffi-
cult to track.

Because of the industry in which the company operates, Moloney says it is important to be sen-
sitive to consumers’ needs and to demonstrate why the company is the best option for them.

“As an investment services firm, it is a very emotional and personal decision for people to decide 
to use us, so it is important for them to feel good about their decision,” he says. “Content needs 
to reflect who we are, and what other people are saying about us through social media is criti-
cal. In the last three years, we have seen our content move rapidly to the online space, and this 
has been a big driver of our strategy.”

CHRIS MOLONEY
Chief Marketing Officer
Wells Fargo Advisors
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In terms of segmentation, Moloney says they group customers as individuals, as groups, as com-
panies or as new potential clients. They also provide content based on whether a customer is 
new or is being recruited for additional services. However, this segmentation can provide some 
challenges in the development and delivery processes.

“Our biggest challenge in content development is that people are consuming content in differ-
ent ways,” he says. “For example, a huge number of people are now searching for video content 
via YouTube, and being able to rapidly produce video content has been a struggle for us. It can 
be fairly expensive and can take a lot of time to produce. Another area where we are working 
to get stronger is infographics so that we can present complex information in a visual, easily 
digestible way.”

Content is typically only distributed by employees or affiliates of the firm due to the compli-
ance-heavy nature of the industry. Moloney says that content distributed by social media or the 
web must go through a review and approval process, and it is all tracked.

“Content is distributed through the web with the goal of capturing a lead, and if someone 
becomes a lead, we can see the path they took to get to that point and are able to track their 
content consumption,” he says. “If we don’t receive lead information or personally identifiable 
information, we use broad Internet measurement tools to see the flow of who is consuming con-
tent or visiting our site, although we may not know who each individual is. The combination of 
these things allows us to understand engagement even if we don’t know who you are.”

Moloney says the company uses a few different organizations to gather online analytics and 
information about the people who visit their sites and consume content. They have a wealth of 
data—so much that it can complicate how they make decisions.
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“We are still learning how to make decisions based on the data we have available in order to get 
a better understanding of the purchase journey,” he says. 

To gain exposure, Moloney explains that they pay to advertise and promote their online content 
rather than syndicating it, and they have also participated in research initiatives and promoted 
this content through advertising, PR, social media and more to reinforce their position as a 
thought leader and trusted expert within the industry.

While most of their content is directed toward consumers in the middle-to-lower parts of the 
sales funnel—where purchase decisions tend to be made—for 2014, he says the company is 
going to increase their focus on content geared toward the upper funnel in order to build early 
awareness and consideration. He also expects video to play a greater role in their content 
strategy.

“Video is going to be a big leap for us because it is a great way to communicate the fairly com-
plex benefits of our services, as well as what differentiates us,” he says. “This can sometimes be 
hard to do through advertising or print ads, so we will be shifting our focus to video and will 
hopefully build engagement as a result.”

“In the last three years, we have seen 
our content move rapidly to the online 
space, and this has been a big driver 
of our strategy.”
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After 20 years in the lead generation and content marketing business, NetLine is always looking 
for insights and trends from our audience of more than 75 million people. As a company that 
sees and measures the effectiveness of thousands of pieces of content, this survey reaffirmed 
the traits we see in our successful clients’ content syndication and lead generation programs.

NetLine has found these common traits of successful lead generation programs:

•	 Focused content drives better leads. The more the content speaks to your target market, 
the greater the level of response. Companies who modify and adapt a single piece of content 
to target specific segments (such as company size, verticals, geography, job title, etc.) do far 
better than those who utilize the same content, regardless of target. While this requires addi-
tional work, it clearly achieves superior results.

•	 Content should be targeted to different levels of the buying funnel. One of our clients is 
driving awareness well through a basic “How to…for Dummies” ebook. These leads are then 
fed increasingly more detailed content through nurturing programs until the prospects are 
ready for the sales group. The same client uses more detailed content for higher-quality but 
lower-quantity sales leads. This client’s use of different types of content is a best practice.

•	 Influencers are key to decision making in almost every company. A common request we 
receive from clients is to filter out all prospects below the vice president level. We caution 
our clients against this as studies (including this one) have shown that while VP or C-level 
executives often make the final decision, they are rarely actively involved in the actual process 
leading up to that decision. The research, comparison of vendors and detailed analysis are 
done at a variety of levels within the organization, and filtering influencers out of your lead- 
generation campaign can cripple your chances of success.

•	 Great content is often distributed after the initial download. Good content is often more 
valuable than the initial download metrics would have you believe. Many times, content enters 
an organization at unexpected points and is distributed throughout from there. Our research 
shows that good content is typically passed on to a minimum of five other people within an 
organization.

ROBERT ALVIN
CEO and Chairman  
NetLine

EXPERT PERSPECTIVE  
FROM NETLINE 



THE CONTENT CONNECTION TO VENDOR SELECTION | STRATEGIC BRIEF

© 2014 CMO COUNCIL  All Rights Reserved. 37

•	 Business benefits resonate. Gone are the days when siloed groups within organizations made 
decisions based solely on their own specific needs. Increasingly, we find that the overall com-
pany’s business benefits play a far bigger role in purchase decisions. 

•	 Looks matter. Although good content is judged on a variety of characteristics, the data 
shows that the cover and title of your content will have a dramatic effect on whether or not 
your content is downloaded. We have advised many clients who have given us great content 
with a plain white cover about the importance of an interesting and inviting cover. Years of 
testing a variety of content have proven the dramatic increase in registrations that a good 
cover can generate.

•	 Sound bites and snippets work. Use the most appealing quotations, graphics and data points 
from your content to snag the interest of your prospects. We have proven that the content’s 
title, cover and abstract descriptions directly affect the client’s click-through rates. Engage 
your prospect as quickly as possible in order to get them to register and download your 
content.

Consumers of content today are smart, educated and weary of typical marketing speak. Readers 
use content to educate themselves and discover new solutions to the problems they face in 
their day-to-day lives, and content written without this motivation typically does not perform 
well. At NetLine, we are driven to provide both our clients and audience with the highest-quality 
content and lead-generation campaigns, which is why we have sponsored this research. 
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ABOUT THE CMO COUNCIL
The Chief Marketing Officer (CMO) Council is dedicated to high-level knowledge exchange, 
thought leadership and personal relationship building among senior corporate marketing lead-
ers and brand decision-makers across a wide range of global industries. The CMO Council’s 
7,000-plus members control more than $400 billion in aggregated annual marketing expendi-
tures and run complex, distributed marketing and sales operations worldwide. In total, the CMO 
Council and its strategic interest communities include more than 20,000 global executives in 
more than 110 countries covering multiple industries, segments and markets. Regional chapters 
and advisory boards are active in the Americas, Europe, Asia-Pacific, Middle East, India and 
Africa. The council’s strategic interest groups include the Coalition to Leverage and Optimize 
Sales Effectiveness (CLOSE), LoyaltyLeaders.org, Marketing Supply Chain Institute, Customer 
Experience Board, Market Sense-Ability Center, Digital Marketing Performance Institute, 
GeoBranding Center and the Forum to Advance the Mobile Experience (FAME). More informa-
tion about the CMO Council is available at www.cmocouncil.org. 

ABOUT THE CONTENT ROI CENTER
The CMO Council’s Content ROI Center is a strategic interest community dedicated to improving 
the performance of content marketing within marketing organizations. The center is developing 
thought leadership and driving conversation across its membership on best practices, trends 
and challenges in content marketing. The center also works selectively with B2B companies that 
are making significant investments in content marketing to analyze and evaluate current prac-
tices and help elevate content ROI. Learn more at www.contentroicenter.com.

ABOUT NETLINE
NetLine is the world leader in business content syndication aimed at driving buyer engagement, 
customer lead acquisition and sales pipeline performance. Its Precision Targeting Engine™ and 
global multi-channel network of more than 15,000 website properties enable B2B marketers to 
reach a diverse audience of more than 75 million business professionals across more than 350 
industry sectors. NetLine’s multi-channel content delivery model allows for brand customization, 
content adaptation and flexible market access through publisher websites, expert blogs, email, 
search engines, social media networks, e-newsletters and mobile. Founded in 1994, NetLine 
Corporation is privately held and headquartered in Los Gatos, California, with operations around 
the globe. For more information, visit www.netline.com.
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MARKETWIRED
Marketwired is a leader in the evolving category of social communication, with a client base 
that spans Fortune 500 companies, advertising and PR agencies, government, educational 
institutions and non-profit organizations around the world. Our solutions, powered by our inno-
vative social intelligence engine Sysomos, are the choice of nine of the top 10 on Interbrand’s 
list of the 100 best global brands. We help clients make sense of social media conversations 
in 186 languages, and we offer translation services for our distribution clients in 55 languages. 
An innovator since our founding in 1983, we’ve changed the way companies do business with 
breakthroughs like social media releases, embedded multimedia, SEO-enhanced press releases, 
and the ability to create content shaped by real-time social media insights.  
www.marketwired.com. 

QUALTRICS
For a long time, the only people with access to Qualtrics survey software were our closest 
friends and a bunch of Scott’s MBA students. It was our research clients who pushed us to open 
up the system and gave us the feedback needed to make it both the easiest to use and most 
sophisticated research suite on the market. www.qualtrics.com

PARTNERS & AFFILIATES 


