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A Web CMS
That Sucks Less
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being a

“Data Driven” Marketer
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Convert Customers!
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Data Is only important

- If you have something
to measure!
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IS
Marketing
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If You're An Marketer

You're In The
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MANAGE CORNTEMT MOT TECHMOLGEY

But, of course you need both....

YOU HAVE TO

L~ OF COURSE!
WHAT DOES IT COST AND
WHAT’'S THE ROI?

VA1)

THE CONSULTANTS HANDBOOK PART 7:
SHOW YOUR CUSTOMER THAT YOU ARE THE SMART 6UY
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Technology should make it dead
simple for us to launch new
micro-sites and landing

page programs

We shouldn’t have to bother IT L
with complex technology projects '
In order to launch content

marketing efforts
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To Focus On As A

Content Driven Marketer




Not only a lead generation engine
an awareness and brand builder

establish expertise

build trust

Establish your brand as a leader
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Experience Life Magazine: Healthy. Happy. For Real.

[ < l > j u [_] u ' http: / /www.experiencelifemag.com/

L

‘Inbox @ [ Experience Life Magazine: Health...

Yo v ‘erv Google

= (Consclous B()u/f/.’(’(-)])ing
| FREE Teleseminar teinesor poeizo

at 7:00 pm CST

Healthy
Leammg From

HEALTHY.
HAPPY.
FOR REAL.

About Us

On Newsstands
Past Issues
Reader Services
Our Friends

Talk To Us
Advertise With Us
Special Offers
Subscribe

Digital Edition
Healthy Learning

In This Issue
View the table of
contents.

Your Body, Reframed

How to get your brain on board with your fitness progress.

Most Read

Most Emailed |

. Core Essentials

. Your Fltness Personality
. Starting Fresh

. The New Veganism

Artichokes

. Maximize Your Metabolism
. Fast Food for Career

Women (and Men)

. Resolutions Workshop

2009: One Step at a Time

. Core Values
. Tough Love

SUBSCRIBE »

May 2009
See the Current Issue

Conscious Bookkeeping

FREE Teleseminar

Wodnasday Andl 30 3¢ 7.00 om (ST

Done
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1. The Importance of Organic, Free Range Content

“The new publishing model on the Web is not about hype
and spin and messages

and, in the process,
branding you or your organization as a leader”

- David Meerman Scott
The New Rules of Marketing & PR
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Technology is an enabler of the
conversation — not an impediment to it.

CM Process should enable

you to manage content any where,
any time in any format:

Web Site

Landing Pages

Microsites

Social Media (Twitter, Facebook)
Mobile

Content Management should
aggregate content for you too.

UGC
External Sites, syndication feeds
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3. Use Data To Gain Insight And Optimize Content

Have the capabllity to measure

Everything.... And then don't.

But more important....

Is measuring Who, and Why...

What content is resonating
A/B Testing, Multivariate testing

Testing creative

Most Importantly...
Optimizing that content....
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Robert Rose
Vice President, Marketing & Strategy
rob.rose@crownpeak.com

Follow me on Twitter: @therobrose

www.crownpeak.com

Blog.marketingo2.com

Blog.contentmanagement.com



