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Introduction

n today’s digital world, brands have become publishers. They

produce and deliver all sorts of content to engage with audi-

ences. In the fashion world, for example, magazines are becom-
ing retailers, featuring personalized ads or landing pages for
purchases. In turn, retailers are becoming influencers. The fash-
ion company NET-A-PORTER creates content and has its own
digital magazine, but even department store brands such as
Macy’s have a story to tell during the customer journey. Bloggers
likewise are increasingly behaving like brands.

As a marketer, you have thousands of pieces of content to man-
age and deliver. They may be HTML pages, images, videos, photo
galleries, or audio files. When you’ve delivered a piece of content,
you need to analyze the data collected from it to understand how
it performed among your audience.

Unfortunately, content challenges can exceed the resources you
have available. Marketers may fear that the piles of content they
are producing are damaging the brand and hurting the customer
experience though they don’t have the budget or the resources to
stay ahead of the avalanche of content.

New software solutions can control and track which pages have
been opened (and which have not), which videos have been
watched (or not), and which photo galleries have been viewed (or
not) — as well as the amount of time visitors stayed on a certain
piece of content and the calls-to-action that they responded to.

Websites are even more “intelligent” now, and the same can be
said for all other digital business channels. Technology is here to
help marketers face the situation and gain more value from their
content marketing activities.

Introduction 1



About This Book

The purpose of this book, Content Intelligence for Dummies, THRON
Special Edition, is to help marketers, editors, brand manag-
ers, content strategists, and sales managers understand how to
quickly activate Content Intelligence and take advantage of its
benefits. Read through this book and learn some useful ways to
convince your management that Content Intelligence is a worth-
while investment.

The book begins with “content chaos” and the need for brands
to produce content to increase the sales pipeline. Next, we get
into how Content Intelligence, which is simply artificial intelligence
applied to content, helps brands manage and understand con-
tent usage so that they can collect strategic data to profile the
audience.

After reading this book, you’ll know how to apply Content Intel-
ligence to different areas of your company, and you’ll be able to
teach your colleagues to do the same. You’ll streamline internal
processes and make them more efficient.

Foolish Assumptions

When writing this book, we made these assumptions:

3 When we talk about content, we mean HTML pages or
multimedia content (a video, a photo, an audio file, a white
paper, a presentation, or even a comment). Content is any
digital object that contains information or has a message to
communicate.

¥ You are a marketing or sales professional or a C-level member
of a company. You deal with content every day. You may be
looking for a way to manage content or at least get the most
benefit from its usage by your audience. You may, on the
other hand, simply be interested in how content is used within
your company.

2  Content Intelligence For Dummies, THRON Special Edition



¥ You are interested in discovering how much your company
can benefit from utilizing well-organized content.

3 You don't need to have deep technical competencies. We
start from the basics and explain the technical terminology
you need to know.

Icons Used in This Book

Throughout this book, you find special icons to call attention to
important information. Here’s what to expect:

This icon is used for helpful suggestions and things you may find
useful at some point.

This icon is used when something is important to call your atten-
tion to and bears repeating.

This icon is used when you should heed our advice to avoid poten-

=
m
=
m 4 qu ,
]
m
-~

tial pitfalls.
WARNING
—— This icon identifies passages that provide a more technical
N4 explanation.
TECHNICAL

STUFF

We use this icon to call out key performance indicators (KPIs).
This information will help your management team measure how
well Content Intelligence is working in your company.

©

Where to Go from Here

If you don’t know where you’re going, Chapter 1 is a good place
to start. However, if you see a particular topic that piques your
interest, feel free to jump ahead to that chapter. Each chapter is
written to stand on its own, so you can start reading anywhere
and skip around as you see fit.

Introduction 3
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IN THIS CHAPTER

Understanding what Content
Intelligence is

» Learning Content Intelligence
terminology

» Avoiding threats to your content

» Understanding the advantages of
Content Intelligence

Chapter 1
Understanding the
Basics of Content
Intelligence

ontent Intelligence (CI) helps companies increase sales

conversion rates and control content chaos, thanks to the

proactive support of artificial intelligence (AI) tools like
natural language processing, convolutional neural networks, or
image analysis applied to content.

In this chapter, we discuss Content Intelligence and how it
helps you

3 Increase productivity and efficiency inside your
company. Using Content Intelligence software helps you
rationalize and establish order across all of your content.
Cl automates each step in the content life cycle, such as
tagging. With Cl, your company’s departments can achieve
greater agility.

CHAPTER 1 Understanding the Basics of Content Intelligence 5



3 Protect brand consistency and intellectual property
across your digital touchpoints and remove content
duplication. Cl helps you collect coherent data and discover
each prospect’s interests in advance. You will then be able to
define which calls-to-action are the most relevant for each
customer.

3 Boost engagement and conversions by measuring how
your content marketing performs and consequently adapt
your content production. Cl improves your content strategy
and helps your editors produce the best next-generation
content.

These three topics are referred to as the Content Intelligence benefits
throughout this book.

REMEMBER

UTILIZING CONTENT
INTELLIGENCE TERMINOLOGY

artificial intelligence (Al) training: The process of refining artificial
intelligence by aligning taxonomies to your content marketing
strategy.

behavioral engine: An artificial intelligence feature that analyzes and
understands the behavior of users in order to provide an accurate
representation of their interests.

buyer’s journey: The process buyers go through to discover, assess,
and purchase a new product or service. The journey consists of three
stages: awareness (buyers identify a problem or an opportunity), con-
sideration (buyers consider solutions), and decision (buyers decide on
a way to satisfy their needs).

call-to-action (CTA): A marketing conversion event that is the result
of a user performing an action (for example, Register, Subscribe, Buy,
or Contact Us).

content: The representation of something through a digital medium.
Throughout the book we divide content into two types: HTML pages

6 Content Intelligence For Dummies, THRON Special Edition



and multimedia content (such as documents, images, videos, audio
files, webinars, slideshows, brochures, PDFs, and multimedia
galleries).

content experience: The way a user interacts with your content,
taking into consideration the graphic layout and the user experience.

Content Intelligence: The analysis and extraction of strategic data
from content usage with the help of artificial intelligence.

content performance: The ability to measure content’s impact on
the decision process of each buyer's journey.

dynamic content: A real-time, proactive approach that lets you sug-
gest relevant content in line with each user's interests.

intelligent content: Content that has been enriched with tags and
tracked by artificial intelligence engines (machines).

machine learning: The ability of an instrument to adapt to a certain
context without the need for programming or human intervention.

semantic engine and convolutional neural network: Artificial intel-
ligence tools that analyze and understand content, automatically clas-
sifying it to be exploitable by Cl engines.

single customer view: A real-time representation of the content
timeline and topics viewed by every customer in the buyer’s journey.

tag: A keyword or phrase attached to a piece of content that assists in
the online classification of the item it's attached to.

topic taxonomy: An organization of concepts that allows you to qual-
ify content based on a certain criterion. In regard to Cl, it is the set of
concepts and tags that qualify content processed by Cl software.

topic taxonomy tree: Structuring the topics of the taxonomy into a
hierarchical organization, thereby structuring the order and depen-
dency of the corresponding tags.

trending topics: Content topics that are most successful among
users.

CHAPTER 1 Understanding the Basics of Content Intelligence
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Finding Common Ground and
Getting People Involved

O

REMEMBER

Historically, brands communicated in one direction and in a
one-to-many manner. They have not always wanted, or been
able, to understand the points of view of the customers they want
to get in touch with. This is why they often missed the opportu-
nity to adapt their content, processes and, ultimately, themselves
to customers’ real expectations. As a result, companies placed
great value on the messages they sent out, while ignoring the
potential value in the response from customers.

Today’s brands are smarter. They know that being success-
ful means finding common ground and getting people involved.
Brand values and product information are easily shared among
customers, leaving them free to decide if they want to take part in
the conversation at all.

Understanding the true effects of what brands are communicat-
ing, though essential, has become increasingly complex. In par-
ticular, it is increasingly difficult to

¥ Discover every prospect’s interests in advance
¥ Understand what calls-to-action best fit each customer

9 Measure content performance to boost engagement and
conversions

The purpose of intelligent content is to help brands understand
customers’ interests.

Seeing the market as a conversation

In a conversation, listening and understanding how your words
affect the other person is crucial to making yourself under-
stood. Extracting the highest possible value from the interactions
between a brand and its customers means fully understand-
ing what those customers value. When you understand what is
important to consumers, you can improve the digital experiences
your brand offers, all the while increasing the effectiveness of
your marketing and sales activities.

8 Content Intelligence For Dummies, THRON Special Edition



Telling a story with your content has become a strategic part of
today’s communication tools. Conversing with your audience and
getting feedback directly from them can give you a competitive
advantage.

Utilizing storytelling in your marketing activities is required in
order to be effective at attracting and retaining a clearly defined
audience. This is where intelligent content comes into play.

Making your content intelligent means you tag your company’s
content to assist in creating and distributing even more valuable,
relevant, and consistent messages to the end-user. This capabil -
ity helps you delve even further into discovering your customer’s
interests.

Content becomes responsive and returns useful information
about the audience, making it possible to successfully drive cus-
tomer behavior.

Determining if content is an
opportunity or a threat

By now it should be clear that content is one of the best opportu-
nities brands have to grow their business and engage with more
people by becoming their trusted reference point. People have
come to expect companies and brands they’re interested in to
deliver relevant content.

Twenty years ago, producing a successful quarterly campaign was
all marketing departments had to worry about. Now you have to
create much more content in different, scalable formats, for many
different channels, every day. Doing so exposes your content
marketing strategies to two threats: content paradox and content
chaos.

Handling content chaos

Many brands find themselves in content chaos. Even those who
plan a good content strategy at the beginning fail to follow
through with it in the long term. The outcome is an unmanage-
able mass of undifferentiated content.

CHAPTER 1 Understanding the Basics of Content Intelligence 9



REMEMBER

REMEMBER

Content chaos is the result of three factors:

¥ Inthe marketing department, each team works on its own to
create the content for its delivery systems. For example, the
email marketing team works for email marketing manage-
ment, and the web design team works for web design
management.

¥ Teams optimize content for their own channel delivery. The
organization has no cross-channel collaboration.

¥ Content is left within the contents’ stacks that host it, and it
stays there without the possibility of being reused.

Content chaos makes it harder to optimize content for omni-
channel customer experiences.

If the goal is the optimal management of content repositories,
brands have accomplished it already. But don’t you agree that
the goal is, instead, creating optimal customer experiences? If so,
your brand shouldn’t drown in a repository of content that you
never use, simply because it isn’t being managed properly.

When content isn’t tagged or there is no clear-cut system for tag-
ging, no person or system can analyze the material to understand
what it is about and how it can be reused. This represents a big
waste of resources.

Choosing volume or quality
in the content paradox

Marketers also face the content paradox, which is having to
choose to either

¥ Create a lot of content, or

3 Create less content but of a higher quality

When brands don’t reuse the old pieces of content and continue to
create new stuff, the amount of content they have stored some-
where keeps growing. Added to that, creating content can become
expensive — the more important the content becomes, the more
of it you need, which costs more money.

10  Content Intelligence For Dummies, THRON Special Edition



Eventually, creating new content becomes cost prohibitive so
companies start to look for less expensive content options, often
sacrificing quality for quantity. This can significantly threaten the
brand’s image because of the lack of consistently high-quality
material being put out to consumers. This problem is a paradox
because neither the price nor the volume of content required will
decrease. When this happens, the brand is stuck.

& Companies should be wary of content that is voluminous,
inexpensive, and easy to come by.

WARNING

Helping marketers strategize

Marketing departments cannot face content threats alone because
so many content channels are available and marketers have to
make decisions in real time.

Although marketers are human beings with great intellectual
potential, they lack the speed and precision of a robot. This is why
they need technology to help with their content marketing. When
you apply technology, in this case artificial intelligence, to con-
tent strategy and workflows, you tame content chaos and reduce
the costs associated with creating and managing content.

Al does the “heavy lifting” of data collection, freeing marketers
to intervene and make the important content decisions on the fly.
Al is a helpful tool for marketers, but it obviously doesn’t take the
place of human engagement with the content.

Understanding the Benefits of
Content Intelligence

We mention the three benefits of Content Intelligence in the
introduction of this chapter, but what exactly do they mean?

More and more companies are dealing online with thousands of
pieces of content. Luckily, with Content Intelligence, market-
ers can utilize the technology of the semantic engine to classify
them automatically. Content Intelligence software organizes and
assigns tags to any type of content in order to make it searchable
and trackable. The software “listens” to the voices, “looks” at
the images, or “watches” the videos. In a few milliseconds, it can
classify the content to make applying CI much easier.

CHAPTER 1 Understanding the Basics of Content Intelligence 11



This capability supports marketing departments in three ways:

3 Cl provides an ordered archive that is easy for marketing
personnel to refer to in the future.

¥ Cl collects strategic data generated by the content usage to
support marketing teams’ decision-making processes.

3 Cl makes the jobs of editors, web masters, and content
managers easier because it automatically organizes the
content, while leaving open the option to intervene
manually.

The following sections get into these ideas in more detail.

Gaining control over content

Content Intelligence gives you more control over your content.
When you utilize tags, you can organize and analyze all of your
content automatically, which, in turn, scales content operations.

Al engines don’t only understand the main topic of a document —
they parse words, phrases, and any other available element, more
so than humans can do on their own. They also

TIP

¥ Accurately analyze content.

¥ Analyze more content than humans can analyze, and in a
shorter amount of time.

¥ Improve the consistency of content tagging. If different
people tag content themselves, chances are they will tag it in
many different ways.

When you remove “human” limitations, you can overcome the
crippling chaos that arises from having piles of disorganized con-
tent. Instead, you can focus on the most important marketing
activities, such as strategizing and making decisions in real time.

Reaching each persona with
the right contents

You can send the right message to the right people when it will be
most effective in getting them to perform an action. That action

may be clicking through to your website, downloading an e-book,
or making a purchase.

12 Content Intelligence For Dummies, THRON Special Edition



REMEMBER

Content Intelligence allows you to optimize content for customer
relevance in two ways:

3 You'll know what your audience wants and you'll be able to
quickly present it to them by picking it up from your entire
body of content.

¥ Al can extend this optimization operation to all the content
available. This means you can get more value out of existing and
old content instead of letting it sit unused in content stacks while
you produce new material.

Automating content creation

Content Intelligence can shape and automate content creation
because it learns and understands what customers liked and rec-
ognizes what’s in the data repository. In this way, marketers and
editors can structure a better content strategy and also reuse the
content well.

CI analyzes content performance as well as the end-users’
interests. This capability helps marketers in two additional ways:

¥ It can provide inspiration, such as when an editor has to
create new content.

3 When you send automated messages, you can tailor them to
every single user.

Al can be in charge of every aspect of Content Intelligence.

With Content Intelligence, marketers finally have the time and
resources to focus on the data being collected. At last they have
a way to analyze their audience and develop an effective content
strategy.

CHAPTER 1 Understanding the Basics of Content Intelligence 13
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IN THIS CHAPTER

» Understanding Content Intelligence’s
positioning

» Discovering common business scenarios
» Learning to apply Content Intelligence

» Measuring Content Intelligence’s
performance

Chapter 2

Applying Content
Intelligence within
Companies and Brands

ontent Intelligence helps marketers control where photos,

videos, audio files, and texts are delivered. At the same

time, through tagging, it helps you understand which topic
each piece of content deals with. In this way, Content Intelligence
helps you gain precious data about your audience’s interests.
Content Intelligence solutions have become an invaluable digital
assistant for marketers, helping them attain the three Content
Intelligence benefits we present in Chapter 1.

In this chapter, we discuss the position of CI in the digital eco-
system and explore some business scenarios where CI would be
useful. Finally, we show you how to measure the performance of
your CI endeavors.

CHAPTER 2 Applying Content Intelligence within Companiesand Brands 15



Sharpening CI's Position in Your
Company’s Digital Ecosystem

REMEMBER

Content Intelligence software is designed to integrate with all
existing technologies within your company. It is positioned
between your public-facing website (the front end) and the tech-
nology that is behind the scenes (the back end). It feeds the front
end with content and provides the back end with the collected
data about each person’s interests.

CI occupies an important place at the center of your company’s
digital ecosystem. CI is the junction of all of your content pro-
cesses: production, management, and analysis of how the content
is used.

As a result, it is important that the Content Intelligence software
be able to manage everything centrally, as shown in Figure 2-1,
and at the same time be able to process the collected data. In this
way, the software allows a continuous exchange between the com-
pany’s data management and content management platforms.

Front-end systems o
==
it
Websites E-commerce  Social media Marketing Intranet
WCM WCM PLATFORM AUTOMATION WCM
Content FIRST-PARTY DATA
DEIE CONTENT INTELLIGENCE SOFTWARE TG E
PIM DMP CRM
Back-end systems

FIGURE 2-1: Cl software is the nexus of your content management.

Taming Brand Fragmentation with
Customer and Content Intelligence

The challenge for today’s marketing managers is keeping the
identity and the tone of voice of the brand consistent through
all its digital channels and touchpoints so it’s seamless for the
end-user.

16 Content Intelligence For Dummies, THRON Special Edition



TIP

O

REMEMBER

s

KPI

In many of today’s companies, content is stored in different silos.
For example, one type of content may be uploaded to Salesforce
Pardot to use in emails but also in WordPress to be published in
a blog post, in Adobe Experience Manager to be put on a website,
and in SAP Hybris to appear on the e-commerce website. That can
quickly turn into content chaos.

Here is where Content Intelligence software comes into play. It
provides important insights about your audience and improves
the efficiency of your content marketing. It also serves the needs
of the sales and business development departments.

With CI software, you can dynamically adapt one type of content
to any digital channel in real time. It can tell you where the con-
tent was published and who published it, as well as give you the
ability to remove it, if necessary.

Removing duplicates and having just one type of content deliv-
ered across all your channels simplifies marketing operations and
assures more control over that content.

When Content Intelligence is applied for brand consistency, it
keeps the brand’s tone of voice and messages consistent and
aligned with your content strategy.

Content Intelligence remembers every user’s online path. You
might decide not to show users something they have already
seen. The software dynamically adjusts a web page as the users
are viewing it, keeping it aligned with their interests.

Measure the amount of the time saved in updating a single piece
of content across all touchpoints.

You can discover more here:
http://bit.ly/TameBrandFragmentation.

Personalizing Website Experiences
with Dynamic Content

The good news is that it’s now possible to make users’ multi-
channel surfing a unique and consistent journey.

Thanks to support from artificial intelligence, Content Intelli-
gence software studies the topics users are interested in by fol-
lowing their online behavior.

CHAPTER 2 Applying Content Intelligence within Companiesand Brands 17
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KPI

Good CI software doesn’t just compare people’s online behavior
with that of other users with similar profiles and then calcu-
late cross-channel data in real time. It also recommends specific
content based on the single user’s current interests.

In this way, HTML pages (website pages, landing pages, applica-
tions, and so on) can become personalized. Once a page has been
visited, it starts suggesting additional articles, videos, and other
follow-up material to make the customer experience complete
and personalized, thereby increasing customer satisfaction and
engagement. Moreover, if different users have different interests,
the same website can appear completely different to each of them,
like the websites shown in Figure 2-2.

Woman, age 32
Interests: European capitals,
history, museums, romantic places

Man, age 28
Interests: seaside,
nature, night life =i _—
0060 L]

FIGURE 2-2: The same website displays pages differently for each user.

Measure the click-through rate increase on recommended
content.

Learn more here:
http://bit.ly/PersonalizeCustomerExperience.
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Increasing E-commerce Site
Performance

Within your e-commerce site, two main types of product-related
content exist:

3 Product-specific content: This includes product pictures, tech
sheets, usage videos, and instructions. These items are typically
used in e-commerce catalogs and in the final buying process.

3 Product usage or product pairing content: This is used to
showcase products, such as brochures, testimonials using
products, use cases, or expert reviews.

The best customer experience is when the user receives the appro-
priate content for every life cycle stage of the buyer’s journey.
This helps the buying decision, as shown in Figure 2-3.

AWARENESS
Customers identify a problem or an opportunity White papers, e-books, checklists, videos,
educational material, web articles

CONSIDERATION
Customers consider solutions Product pages, case studies,
FAQs, data sheets, demos

DECISION
Customers decide
on a way Free trials, live demos,
to satisfy the need consultants, estimates

FIGURE 2-3: Delivering content at the appropriate stage in the buying cycle.

So how does Content Intelligence help e-commerce? When it
links to the whole digital experience, it doesn’t leave users dis-
appointed with the information provided, possibly causing them
to leave the company’s touchpoints to search elsewhere for more
information. Ultimately, CI could prevent the potential customer
from moving to the competition.

For example, say people visit an e-commerce page because they
are interested in a product. They see some images, but there are
no product sheets, instructional videos, or testimonials. They feel
that without this information it is impossible to make a decision
about whether or not to purchase, so they exit the e-commerce
site to look for it on their own by using search engines.
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The brand risks losing such customers because they exited its
e-commerce site; they may encounter another brand and ulti-
mately decide to purchase from the competition.

This is why it is essential that you nurture users with different
types of essential information that they may need to make a pur-
chasing decision. This helps prevent users from abandoning your
e-commerce site before having made a purchasing decision.

With Content Intelligence:

¥ Every website or application suggests product pages directly
on the website, at precisely the right moment for each
individual user.

¥ Within the product page, users are supported with content
suggestions to highlight every piece of useful information in
order to make an informed decision and complete the buying
process right away.

¥ E-commerce stops being just a product catalogue and
becomes a platform that offers a full engagement
experience.

Content Intelligence unifies the taxonomies of content marketing
and e-commerce in a unique language for the users.

Measure the increase in pages visited per session.

Discover more here:
http://bit.ly/IncreaseEcommercePer formance.

Discovering Customer Interests in
Advance to Enrich Your CRM

20

Let’s forget about the Internet for a second and think about the
example of a maitre d’ in your favorite restaurant.

An experienced maitre d’ does not offer steak to a customer he
knows is a vegan. He remembers which customer likes to browse
the wine menu, who does not drink, or who is happy with the
house wine. A good maitre d’ can anticipate the customers’ needs
and improve the customer experience and retention.
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The maitre d’ knows that mapping potential customer interac-
tions and interpreting them creates an advantage for both the
customer and the brand. It’s the same with an online customer
journey.

In the buyer’s journey, users tell a lot about themselves. They
reveal their passions, interests, and wishes, as well as their

expectations from the brand they are dealing with.
REMEMBER

Content Intelligence can analyze and interpret the actions people
take online — for example, which videos they watched, the types
of news stories they read on the mobile app, and the products they
looked for on an e-commerce website.

The wealth of data collected on these channels can now help the
sales team know in advance the items that interest the client, as
well as what he or she needs to see during the buyer’s journey,
as shown in Figure 2-4. Now the brand can propose personalized
calls-to-action . . . just like a great maitre d’.

Users are more likely to respond to a call-to-action if it is person-
alized and it addresses a specific interest of theirs.

TP You can provide strategic insights to the sales team by enriching
the CRM process.

ENGAGE WITH THE
FOLLOWING INTERESTS

ollnl

Relevant Best CTA
content > NAME ENGAGEMENT TIMELINE B
contact | []
INFO |:|

PROFILE |:|

CUSTOMER PROFILE
FIGURE 2-4: Determine effective calls-to-action based on the content a
customer views.

Measure the increase in the percentage of CRM users that you
know the interests of.

KPI Learn more here: http://bit.1ly/EnrichCRMdata.
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Increasing the Personalization of
Marketing Automation Actions

REMEMBER

Modern marketing automation tools are forced to use technical
data to profile known and anonymous users. The data may include
the user’s IP address and country and whether the user is a recur-
ring or new website visitor. This kind of information gives you the
big picture, but it tells you little or nothing about each individual
visitor.

Content Intelligence greatly improves marketing automation
capabilities by adding information about visitors’ interests to the
application. Users who come from the same country, use the same
device, and have similar viewing frequencies can be clearly dif-
ferentiated and targeted in a personalized way by leveraging data
about their interests, even if this is the first time they have seen
the content in question.

Content Intelligence allows the use of semantic information to
classify both visitors and content, which has an important impact
on marketing automation tools.

In fact, classic marketing automation tools provide a set of
rules to trigger actions that engage customers. For example,
recurring visitors who come from a particular page and spend
more than ten seconds on this page will be shown a particular
call-to-action. Every time new content is published on the site,
for example on the blog, most or all of the marketing automation
rules must be updated to include the new content. These tools can
be powerful, but the manual intervention required is expensive
and cumbersome.

Instead, Content Intelligence allows you to personalize market-
ing automation’s triggers, basing them also on semantic mean-
ing. For example, a recurring visitor interested in certain topics,
collected from videos, pages, and photo galleries viewed, sees a
particular call-to-action based on his or her personal interests.
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In this way, every new piece of content automatically updates
triggers with no human intervention required.

Measure the increase in the number of returning visitors (RV)
who consume website content.

kel Learn more here:
http://bit.ly/IncreaseMarketingAutomationPersonalization.

Personalizing Email Content

Modern marketing automation tools have workflows or features
that organize and automatically send personalized emails.

When we talk about personalized emails, we mean email messages
in which the content included depends on the user’s interests.
These interests are determined by analyzing the types of content
the user has seen on various communication channels.

Thanks to this approach, a marketing automation tool’s workflow
can be programmed to consult the CI behavioral engine on a daily
basis, allowing it to learn, over time, which topics are relevant in
the moment to every customer. Here are the ways in which a CI
engine is activated:

3 Manual operation: With this option you have more control,
the engine can be activated faster, and the editorial team
decides which messages are the most relevant to send to
each potential customer. For example, you can decide to
send a follow-up email about a particular topic, or informa-
tion about a promotion that includes a personalized
call-to-action to push a purchase.

9 Automatic operation: This is an option for an experienced
marketing team. The content can be chosen directly by the
Content Intelligence software.

To sum up:

¥ Content Intelligence determines the interests of every user in
a particular moment.
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¥ Marketing automation software consults the Content
Intelligence engine to synchronize the profile of every
contact and updates his or her interests as appropriate.

3 Every user receives a personalized email (either a single
message or a weekly digest). The email adheres to the
editorial rules set in the marketing automation tool or the
choice made by the Cl recommendation engine.

3 You can follow the “good marketer rule,” which is to send
each user the right content, in the right moment, at the right
place, and not something that looks like spam.

Measure the increase in the number of returning visitors (RV)
who consume website content.

KPI

Engaging the Unknown Social
Media Audience

Connecting social networks to your Content Intelligence system is
a great opportunity for your brand because

¥ They become places to have daily interaction with users.
Social media is different from websites or e-commerce sites
because on the latter, consumers come for a specific reason,
such as when they are interested in a particular topic or a
product of yours.

¥ On social media, two groups of target users are interested in
your brand:

Followers

Potential followers who, for the moment, are “ignoring”
the brand

CI can profile every user, including the unknown ones. Imagine,
for example, that a company promotes premium content on social
networks. When a user in the target audience sees the post and
clicks the download button to get the content, CI communicates
between the download page and the social media network to track
the contact and make it recognizable to the CI software. Even if
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TIP

KPI

the company still doesn’t know this person, because he or she
hasn’t purchased anything yet, CI can start suggesting personal-
ized content.

Content Intelligence helps you link your social media platforms
with your content strategy, lead generation, and the nurturing
process.

Measure the increase in the percentage of returning visitors pro-
filed by the social campaign.

Learn more here: http://bit.ly/EngageSocialMediaAudience.

Empowering Content Strategy
and Analysis

It would be great if you, as a marketer, had a way to know which
topics your audience is interested in. You could then focus your
efforts on writing articles that your audience would appreciate.
You would know which photos and videos to publish and be sure
of earning a lot of views and likes. By concentrating on the topics
that appeal to your audience, you would optimize your resources
and make the best use of your personal effort.

Content Intelligence can help you improve your content strategy
because by tagging content, you can collect information about the
interests of potential customers, even the anonymous ones. In
this way, CI tells you in advance which content to show to them
in future interactions.

Your content strategy will improve because:

9 You will know which content (images or videos, for example)
brings more people into your online store.

3 You can measure content performance and understand
which topics and formats influence the most conversions,
also taking into consideration the interests collected for each
user and on which channel the content was seen. You will be
able to personalize the content for everyone.

9 You will avoid the mistake of showing content that your
audience has already seen.
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¥ You will increase your content’s value and return on invest-
ment (ROI) by transforming content into information that is
useful for the sales team by

Always sending the most appropriate calls-to-action, both
through email marketing and direct contact with a sales
person

Immediately recognizing the interests of the users so their
buyer journey doesn't restart from the beginning every time

Helping the sales team understand where a user is in the
buyer’s journey. Which stage of the decision process is
the visitor in? Is he at the awareness level? Is she consid-
ering making a purchase?

¥ You will have ongoing insight into trending topics. This
information will help you manage content and redefine your
go-to-market strategies.

¥ Marketers will be sawvier about what truly persuades
customers.

Measure the topic’s and content’s incidence rate on a specific
conversion.

KPI Learn more here: http://bit.1ly/EmpowerContentStrategy.
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IN THIS CHAPTER

» Determining where Content Intelligence
can fall short

» Avoiding overlap with existing systems

» Learning how to organize and tag
different kinds of content

» Remembering that evolutionary change
takes time

Chapter 3
Understanding When
Content Intelligence
Can Fall Short

n order to be a good Content Intelligence manager, you need to

know the benefits of CI and how it enhances companies’ inter-

nal processes and roles. It’s also important to know what can
threaten CI, leading to negative results.

In this chapter, we share some useful tips to help you apply CI in
the right way and integrate content data with the existing plat-
forms your company owns. By following these procedures, you
can avoid avoiding dangerous and useless overlap and confusion.

Tagging Based on Inconsistent
Taxonomy

To get the best results from Content Intelligence, you have to be
consistent with content tagging. Oftentimes within a company, the
tagging process follows different rules depending on the depart-
ment or external agency. What’s even worse is if the company has
no rules to follow. In both cases, the result is chaotic tagging.
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The most common cause of chaotic tagging is that the company
doesn’t have a unique and official taxonomy to follow. Busy mar-
keting departments often don’t have the time to determine and
finalize an official taxonomy.

More specifically, the causes of chaotic tagging are:

3 Content duplication: This takes place when two identical
pieces of content are used on more than one channel and
tagged differently. An example of this is when an image is
used in two different front-end systems.

¥ Different content formats: This happens when pieces of
content on the same topic are delivered on different plat-
forms and are tagged in different ways. Examples of different
platforms are spreadsheets, e-commerce sites, and videos.

AN EXAMPLE OF CHAOTIC
TAGGING

Imagine a travel company with a variety of content about the same
topic, delivered on different touchpoints:

® Multimedia content available on an e-commerce page: The
content is RomeColosseumTour.mpeg (a 4k resolution video), and it
is not tagged.

® Landing page of online websites: The page is about a trip to
Rome that the travel company offers. An internal editor tagged it
as “Historical Tours.”

® Image on a mobile app for a last-minute promotion: The app
requires Colosseum_small.jpg (a 128x128 square thumbnail), which
an external editor tagged as “Lastminute.”

The aggregate customer view information (often referred as a “single
customer view") of the user who has seen that content may seem
unclear or even contradictory, even if the content contains relevant
information. Now, imagine if he or she looks at tens or hundreds of
pieces of content tagged in a chaotic way! You won't be able to under-
stand the user’s interests and you won't know what to offer her or him.
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¥ Inconsistency among editors: Sometimes editors do not
use the same taxonomy to tag content. For example, an
internal editor may tag the content one way, and an external
agency's editor may use a different taxonomy.

The more correct your tagging is, the more relevant the insights
given by the CI software will be. Figure 3-1 shows a single cus-
tomer view created by a travel agency’s Content Intelligence soft-
ware. The “tag cloud” on the right side of the screen provides
insights into the current interests of one person, Kate Parker.
Below that, the CI software suggests topics and content that
might interest her.

AN EXAMPLE OF CORRECT
TAGGING

Consider how the same travel company can correctly tag its content:

® Multimedia content available on an e-commerce page: The
content is RomeColosseumTour.mpeg (a 4k resolution video) and is
tagged as “Historical tour, Colosseum.”

® Landing page of online websites: The page is about a trip to
Rome that the travel company offers. It is tagged as “Historical
tour, Rome.”

® Image on a mobile app for a last-minute promotion: The app
requires Colosseum_small.jpg (a 128x128 square thumbnail),
tagged as “Rome, Historical tour, Lastminute offer.”

When a user looks at these items, the single customer view informa-
tion will be coherent and will tell you that this user

® |sinterested in trips and tours to historic places
® |s especially interested in Rome

® Appreciates receiving last-minute travel promotions

You then have enough information to start personalized marketing
automation activities toward this user and send him or her relevant
content and CTAs.
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Kate Parker sstaccess: Today  sromcounry: United States  sumber of sccesses n fast 60 days: 100

CONTACT INFO?

ENGAGED WITH THE FOLLOWING INTERESTS

PROFILE

v Countryof ergn

THIS CONTACT MIGHT BE INTERESTED IN

FIGURE 3-1: A single customer view created by Cl software.

The takeaway is clear: It is essential that Content Intelligence
software be able to

3 Assure that there is a unique taxonomy, periodically
updated. The taxonomy must be in line with the editorial
strategy and needs and must be able to change over time.

3 Apply that taxonomy to every type of content, regardless of
what format it is in or on which technology platform it is
housed.

¥ Prevent the duplication of content across digital channels,
thereby avoiding inconsistent tagging.

Many times, multimedia content (photos or videos, for example)
& is ignored and only HTML pages are tagged. This is not a good
practice because multimedia is interesting content that provides

warning  the most data.

Tags should be coherent but also relevant: It is better to use fewer,
but highly relevant, tags. For example, a photo, a video, and an
HTML page about “Sightseeing Trip in Rome” should not have
tags such as “European capitals” because this category is too
general.

The various editorial departments of your company should meet
@ periodically with the Content Intelligence manager to verify that
their work is in line with the company’s general guidelines and

TP taxonomy.
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Confusing Cl with Business Intelligence
and Advanced Analytics Data

Advanced analytics, business intelligence, social media listen-
ing, big data analysis — it’s terminology you likely know well.
Sometimes, because of the many technologies and tools the
marketplace offers, it isn’t easy to understand the differences
among these concepts. Lack of clarity about these terms can slow
the process of leveraging the data collected by CI, which means
sharply reducing the content’s overall performance.

To make sure you start from a common understanding, here are
the definitions of a few key concepts:

3 Advanced analytics: The autonomous or semi-autonomous
examination of data collected from audience web surfing to
discover deeper insights and make predictions. Useful for
marketers.

3 Business intelligence: The applications, infrastructure, and
tools that enable access to and analysis of information,
collected from production and business processes, to
improve and optimize decisions and performance. Useful
for business decision makers.

3 Content Intelligence: The systems and software that collect
data from content to discover customers’ interests and obtain
actionable insights for content strategy. Useful for marketers
and sales people.

Advanced analytics tools can cross-check data on website activity
(for example, the number of website views, pages viewed, average
time on page, and bounce rate) and segmentation data collected
in the customer relationship management (CRM) software. This
process creates behavior and surfing profiles for every audience
segment.

Business intelligence focuses on processing the transactional data
of the purchase or after the purchase. It also cross-checks data
collected by advanced analytics and can provide metrics and stra-
tegic insights into buyer behavior. This data can be helpful for
management when your company is making predictions about
purchases, organizational changes, improvement of the produc-
tion flow, and efficiency.
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REMEMBER

This is where Content Intelligence comes into play. CI brings you
data about a person’s interests by analyzing content topic usage.

You will be able to understand what this user has done before
entering one of your touchpoints or what that person has done
before coming back for a second time. Eventually, CI will integrate
with the advanced analytics and the business intelligence plat-
forms, and they will complement each other.

Content Intelligence adds entirely new qualitative data to the
quantitative data that you already have. It tells you about customer
interests derived from analyzing the content the user views, and
consequently, which content influences the conversion process.

Dealing with Al Engines That Lack
Product Information

TIP

Most Content Intelligence software relies on a pre-built taxonomy
tree to classify topics. For example, when shown a web page, the
CI software “reads” the text (by understanding phrase structure)
and identifies keywords that describe the topic of each sentence.
Then it finds the taxonomy’s most fitting pre-built topic class
that includes most of those keywords.

Instead, effective Content Intelligence software must provide a
bespoke analysis. Semantic analysis and image recognition must
extract the main keywords describing all the concepts that are
being discussed in the content and map them to the business-
specific taxonomy. Every business requires a unique set of classi-
fications because the default classifications are either too generic
or too broad to be practical.

An example of AI being applied to classify content in a relevant
way is product recognition. An Al engine can be trained to find
a company’s product, understand each model, and automatically
link the product page with content information coming from the
product information management (PIM) or enterprise resource
planning (ERP).

Eventually, the Content Intelligence engine learns to recognize
and assign increasingly relevant and business-specific topics,
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recognize your products, and relate content to the decision stage
of the buyer’s journey. The results are that

3 Editors spend less time on content tagging.

¥ You gain more consistent data.

Lacking a Content Intelligence Manager
across Departments

O

REMEMBER

©

REMEMBER

Content Intelligence brings benefits to many departments and
colleagues within your company. It’s a great opportunity to
remove data silos from your organization. In many companies,
departments work with processes that are quite different, which
means they have few opportunities to work together on a com-
mon basis. Without a Content Intelligence manager you can’t
bring your departments together to work cooperatively.

CI will succeed only if you have an “owner” to make it all possible.
Without that person, your company will find it difficult to follow a
consistent process and leverage the data derived from intelligent
content.

Content Intelligence is an extraordinary opportunity because it
enables the various departments of your company to communi-
cate with each other. A company that uses CI software naturally
moves toward a common taxonomy. Data collected by the dif-
ferent departments can be aggregated to provide a comprehen-
sive vision of how they contribute to achieving the company’s
objectives.

Figure 3-2 shows why Content Intelligence is a strategic way to
strengthen the links among the different people and roles in your
company. By working together in this way, your departments
create a solid foundation on which to develop products and build
good relationships with customers.

To help every team benefit from CI, the Content Intelligence
manager has to ensure continuity across the project and nurture
the development and organization of the processes.
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(CONTENT INTELLIGENCE )

&

PRODUCT

Build content strategy
on product benefits

MARKETING

Content strategy ROI

E

SALES

Customer interests in
advance

Efficiency and cost
rationalization

Product evolution by
customer interests

Improve conversion
rates on omni-channel
experience

Send personalized CTA

Data and content
protection

FIGURE 3-2: Strengthening links across the company.

Take care to properly organize the different phases, focus on met-
rics and KPIs to collect data, and periodically share the results of
your actions with the entire company.

The next three sections highlight three periodic maintenance
activities that the Content Intelligence manager must carry out.
These activities are essential to guarantee CI success.

Managing siloed data results
and a lack of sharing

Talk with the different stakeholders in the company and define
the goals they have for Content Intelligence. Show them how to
measure the performance of the CI software and Al engines and
get them used to analyzing and leveraging data. Finally, help
them figure out what needs improvement if the results don’t meet
their expectations.

Deleting data silos and helping stakeholders become more open-
minded are the trademarks of a great company. This is why the
role of Content Intelligence manager is so crucial to your organi-
zation. When you implement and use CI correctly, your company
can avoid silos and speed decision making.

Handling Al engines that aren’t
periodically maintained
Behavioral analysis engines and artificial intelligence engines are

great technological innovations because you do not need a scien-
tific background to be able to benefit from them.
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Monitoring and assisting the training of the engine is one of the
Content Intelligence manager’s occasional responsibilities. It takes
only a little time each month but is an important task.

It is essential to periodically verify if your Al engines learn your
classification system over time, or if they work from general defi-

nitions. This means you should
REMEMBER

3 Merge duplicated tags.

¥ Link and compare your editors’ tags and your Al's tags and
merge them if necessary.

¥ Keep the taxonomy in order.

Proceeding when trackers haven’t
been inserted

No trackers means no data!

When your company adopts new technology, you’re understand-
ably busy. Don’t let the demands on your time distract you from
the importance of Content Intelligence.

WARNING

Work with your colleagues in the digital and IT departments to
T periodically verify that CI trackers are configured and working
\/ properly. Otherwise, your company will miss out on important

tecHnicar  data because CI won’t analyze your content.
STUFF

You should periodically verify

3 HTML page trackers: These monitor website pages and
landing pages viewed.

3 Multimedia content trackers: These monitor views of
videos, images, or documents, for example.

¥ Call-to-action trackers: These monitor user activities such
as downloading a white paper, watching a video, or subscrib-
ing to a newsletter.

If your trackers are working properly, you should be able to com-

bine data coming from the different trackers to understand how
content led a user to move toward responding to a call-to-action.
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Dealing with the Inability to Change
Taxonomy on the Fly

Marketing departments can be incredibly busy. Your priorities
may change quickly, and you may not have time to tag content.
Maybe you’ve launched a new website and you don’t want to miss
out on the data CI can provide you. Don’t worry, because good CI
software lets you start tagging immediately, or any time after the
website is online. You can even analyze all the data collected since

the launch and retroactively apply your taxonomy to it.

Another important aspect is that taxonomy changes over time,
according to the evolution of the product and the content strat-
egy that is active in that moment. Tagging content should be a
dynamic activity, able to adapt itself periodically. The Content
Intelligence software you choose must be able to adjust tax-
onomies against changing road maps and strategies, over time,

without losing data.

For example, you may create a new product category. If the cur-
rent category is “televisions,” you might add the category “Inter-

net TV.”

Sometimes a new topic comes into the spotlight and makes your
storytelling topics change a bit. For example, you might change
the topic from “travels to Samarkand” to “travels in the Middle
East.” When this happens, Content Intelligence software must
be able to update the existing data collected in the past accord-
ing to the up-to-date taxonomy. This capability allows the
marketing, sales, and production departments to have the most

up-to-date data.

No one needs to change the tags of the existing content manually
because the Content Intelligence software handles the changes

for you.

applying it to all data collected until that moment, without losing

@ Make sure your CI software can adapt the taxonomy retroactively,

any information.
REMEMBER
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IN THIS CHAPTER

» Determining the role of content in your
organization

» Defining the content life cycle and
delegating tasks

» Connecting all digital channels to the
Content Intelligence software

» Measuring results and sharing progress

Chapter 4
Activating Content
Intelligence in Your
Business

ontent Intelligence helps your company obtain the three
benefits introduced in Chapter 1:

3 Increase productivity and efficiency inside your company.
Using Content Intelligence software helps you rationalize and
create order across all of your content. Cl automates each
step in the content life cycle, such as tagging. With Cl, your
company’s departments can achieve greater agility.

3 Protect brand and intellectual property across your
digital touchpoints and remove content duplication.
Cl helps you collect coherent data and discover each
prospect’s interests in advance. You will then be able to
define which calls-to-action are the most relevant for each
customer.
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 Boost engagement and conversions by measuring how
your content marketing performs and consequently
adapt your content production. Cl improves your content
strategy and helps editors produce the best next-generation
content.

In this chapter, we delve into the steps to take to achieve those
benefits. By following these steps, you can make your content
intelligent and deliver measurable results to your management
team.

Preparation Activities: Understanding
the Role of Intelligent Content

REMEMBER

In this section, we clue you in to the role of intelligent content in
your marketing strategy, and then we offer some recommended
guidelines for establishing your CI strategy.

By using content, marketers can discover the interests of every
persona (target customer). This knowledge is exploited through
content topics.

This is why content has an important strategic role in mod-
ern companies. You can use topics to discover customer inter-
ests without relying on third-party data, which means saving
money and improving data quality. However, the key to ensur-
ing successful content strategies is that your content must be
intelligent.

Customers’ pain points, needs, and wants are the key points of
intelligent content. The main goal is to attract an audience and
generate qualified leads to improve conversion rates and increase
sales across multiple touchpoints.
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Drivi

CONTENT TOPICS =
USER INTERESTS

Customers spend time online on different channels (websites, blogs,
social networks, or e-commerce sites). Typically, such activity consists
of collecting information in order to solve a problem or to choose the
best product to buy. People collect this information by visiting con-
tent. By doing so, they tell a ot about themselves, the problems they
have to solve, and the products they're considering buying.

Therefore, the new challenge of marketing departments is to change
their point of view from a customer-centric perspective toward a
content-centric one. If you tag your content correctly, you'll have the
key to understanding people’s interests.

CONTENT CHANNELS PEOPLE
Storytelling Distribution Needs

LT S~ > Q A
Interestsﬁg

ng the Cl Process across the Entire

Content Life Cycle

TIP

Applying Content Intelligence will help make you a more efficient
communicator both within the company and with your customers.

The transition to implementing Content Intelligence may seem
complicated and difficult. The truth is, however, you won’t have to
drastically change your existing workflow. Instead, all you need to

do is incorporate CI into what you’re already doing.
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The first thing to do is identify the steps that constitute the con-
tent life cycle, shown in Figure 4-1. The content life cycle is made
up of every step you take to create and publish content, as well as
every other action that takes place between these steps.

PUBLICATION INT E
CREATION APPROVAL TAGGING Ugnegno REHGENC ARCHIVE
Integrated Content
Delivery Intelligence

FIGURE 4-1: The steps that make up the content life cycle.
The steps are:

1. creation: This step begins when you decide the final goal
and the target of the content. At this stage, it is important to
identify the topics that you plan to incorporate into the
content. These topics will be reflected by the tags you will
add in Step 3.

2. Approval: Once you have created the content, ensure you
have acquired approvals from all appropriate levels of
management.

3. Tagging: Once the content has been approved, add tags to
enrich the content. Doing this with Content Intelligence
software simplifies the actions taken by the Al engines,
editors, and by PIM systems. Tags should be consistent with
the guidelines decided upon in the Creation phase.

Make clear which team members have authority to change

& approved tags and make sure they do so, when necessary.
Otherwise, you might spend a lot of time trying to figure out
WARNING who changed a tag. To avoid this problem, make sure your Cl

software includes an audit feature that lets the platform
administrators know who performs which actions. In this
way, you can make teams accountable.

4. publication: Once content has been published, Content
Intelligence consistently collects useful data because it
removes duplicate content and provides a centralized
repository to serve multiple touchpoints.

5. Intelligence: Thanks to the screening performed by Al
engines, you can obtain first-party data about your users’
interests to verify content performance and enhance each
user's profile. These are important processes that improve
the content you provide your customers.
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6. Archive: Recording data is essential. When content is out of
date — for example, when it discusses products that are no
longer available — it shouldn’t be in circulation. However, this
content and the data related to it can be useful when creating
future content.

Content and taxonomies don’t have to be separated. “0ld” con-
tent can be archived but shouldn’t be deleted from the Content
Intelligence software, because you would lose all the data that
content contains.

Keep track of the time used to create or commission a piece of
content. In addition, record how long it takes to be enriched by
Al engines, editors, or product information management (PIM).
Then compare this data with the time and effort required if you
use good Content Intelligence software.

Benefit One: Increasing Productivity
and Efficiency

By now, you’ve learned how important it is to manage the entire
life cycle of content and understand how it has been used by cus-
tomers. However, you can’t achieve this benefit if your company
suffers from content chaos. The problem can spread easily because
marketing departments manage large amounts of content on dif-
ferent channels and frequently have to make real-time decisions.

Marketers are responsible for the steps of the content life cycle,
but these activities can slow down if the team is not well organized
or if a new priority arises. Thanks to artificial intelligence, Content
Intelligence software can perform many of these operations
automatically, reducing what the team has to do and letting them
focus on more strategic activities that require their intellectual
talents.

Content Intelligence increases productivity and efficiency within
your company. It lets you gain complete control over your con-
tent’s life cycle because Al engines tag content, putting it in order
and preventing content chaos.
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The next few sections offer some things for you to consider when
putting the first Content Intelligence benefit into practice.

Measure and compare the time spent on the content production
process by various departments and agencies before and after the

application of Content Intelligence.
KPI

Organizing a team and assigning roles

The players involved in the content life cycle can typically be
grouped into the three categories shown in Table 4-1.

TABLE41 Team members and roles

Cl Role Functions Typical Profile
Content user Every internal or external stakeholder A peripheral
who has access rights to the Cl software marketing
and uses content in multiple contexts. department,
For example, downloading a brochure, product dealer,
embedding a video, or linking a photo. press agency,

or business partner.

Content editor A content user with the need to create An editor or
new content. This person takes partin content creator
the company’s approval workflow and
the enrichment phase of the content's
production (through use of tags).

Content The main person who utilizes the Cl A content

Intelligence software. This person has multiple roles:  marketing manager,

manager ® Define and maintain the digital manager,
topic taxonomy marketing

Organize the contributor’s workflow manager, or analyst

Decide how and when content is
approved and tagged

® Periodically check platform settings
and data quality

® Continuously analyze data collected
and share the results

You need Content Intelligence software that lets you manage all
users’ roles.

REMEMBER
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Designing the Cl workflow and

approval process

It is important to streamline the content creation process and
decide quickly and effectively what access rights the roles and
actors will have. Here’s an example to help you understand how
to design and easily implement a workflow’s creation and appli-

cation process.

We advise you to start with a simple workflow and then allow it
to evolve little by little. Over time you may want to make the pro-
cess more complex and structured, so as to allow all stakehold-
ers to work in an orderly and controlled way. See Table 4-2 for a

typical workflow.

1aBLE42 A typical workflow

Step of the
workflow Meaning
In progress The content has been planned

and people can collaborate on
creating and editing it.

Users involved (read,
write, share)

Content editors

To be approved The content is completed. It is
ready to be evaluated by the

stakeholders.

The people in charge review
the content and evaluate

whether or not it is ready to
be used in the funnel. If it is
ready, they move it forward
to the next step. Otherwise,
they send it back to editors.

The content has been
approved. The Content
Intelligence manager can now
tag it appropriately.

Approved,
to be tagged

Content Intelligence
managers tag the content
according to its stage in the
funnel of the buyer’s journey
(Awareness, Consideration,
or Decision stage).

Once the content has been
approved and tagged, it is
ready to be published. From
here, it can be picked up
and published in the
appropriate channels.

Complete

The Content Intelligence
manager (or Cl software)
moves content from this
stage to any channel
(website, blog, or social
media platforms).
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CI software can let you automate your workflows. With CI, in
some particular cases, publication on your digital touchpoints can
be automatic.

Creating a topic taxonomy

An appropriate taxonomy is essential to gain consistent data with
CI. Tags, the most basic elements of a taxonomy, are fundamen-
tal to collecting customers’ interest data and to measuring the
results of your content marketing strategy.

We recommend that you begin with a clear definition of a starting
taxonomy (you will be able to change it later).

A good way to build your topic taxonomy is to consider which
stage of the buyer’s journey a piece of content corresponds to.

The three stages in the buyer’s journey are awareness, consider-
ation, and decision, and every piece of content usually corre-
sponds to one of these stages. Each content item has a precise
goal: creating awareness about something, bringing the user to
consider a certain topic and related products, and leading the user
to buy one or more of those products.

You can start with a small, simple topic taxonomy. To begin, draw
inspiration from the buyer’s journey steps and define which are
the topics your company wants to deal with. Then, just tag your
content to match those topics.

For example, here’s the starting taxonomy of an automotive com-
pany. It is just a group of tags, all together without distinctions.

CO2 emissions, comfort, security, car child lock, steering wheel
lock, hybrid fuel technology, station wagon, city car, crossover
SUV, sedan, Ambra car, Delorean car, Herbie car.

Next, you can improve your taxonomy’s structure by creating a
taxonomy tree. This structural device defines relationships among
your topics. Deeper levels of the tree identify sub-points within
the more general concepts at higher levels of the tree. Using a
taxonomy tree provides these benefits:

¥ The time required for tagging is reduced. Thanks to the
dependency-relation in the taxonomy tree, if you select a
major tag, the result is the same as if you had selected all of
its sub-tags.
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¥ Data collected by the Cl is more complete.

¥ You will identify a user’s location in the buyer’s journey more
easily and accurately.

Methods for creating a topic taxonomy tree vary, depending on
whether or not you have an e-commerce site. With an e-commerce
site, the procedure is slightly different because the e-commerce
software requests additional details about your product catego-
ries. The next two sections explain how to create your topic tax-
onomy tree with, or without, an e-commerce site.

Defining the topic taxonomy tree
(if you don’t have an e-commerce site)

As we discuss in the previous section, it’s useful to build your
topic taxonomy tree considering which stage of the buyer’s jour-
ney content corresponds to.

That’s why we suggest that you organize your taxonomy tree
against the following three categories that refer to the three
stages of the buyer’s journey:

3 Customer interests: These tags usually describe what
topics or keywords users look for when they're in the
awareness stage.

3 Company topics: These tags usually describe a more
business-oriented aggregation of customer interests. They
are based on the main company topics that appeal to
customers when they're in the consideration stage.

3 Product categories: These tags usually describe a product
or a service that can be bought. This category corresponds to
the decision process.

Thanks to Content Intelligence, if you structure the tags in this
way, you will have a good knowledge of each user’s interests.

For example, here’s how a company that produces organic, hand-
made snacks and creates content to convince people to buy its
products might set up its taxonomy. The company does not have
an e-commerce site.
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3 Customer Interests
breakfast products
healthy food

palm-oil free
whole grain
energy snacks

3 Company Topics
hand-made

mixtures
biscuits
super vitaminic

nutritional harmony

3 Product Categories
LittleStar Biscuits
Magic Cookies
Biocookies
Happy Breakfast Cereals
5 Cereals and Chock

The categories and their names may vary from these because
you should adapt them to your brand. Just remember that tags
with the same meaning (or referring to the same concept for your
business) should never be duplicated.

If you want to improve your understanding of how to
create a taxonomy and tag content, visit this link:
http://bit.ly/CreateYourCompanyTaxonomy.

Defining the topic taxonomy tree
(if you have an e-commerce site)

As in the two preceding cases, if your company has an e-commerce
site, a good practice is to build your topic taxonomy tree by con-
sidering which stage of the buyer’s journey each piece of content
corresponds to.
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However, if you have an e-commerce site, you must add more
levels of detail to the product information. We suggest you orga-

nize the taxonomy tree according to these five categories:

3 Customer interests: These tags usually describe what
topics or keywords users look for when they're in the
awareness stage.

 Company topics: These tags usually describe a more
business-oriented aggregation of customer interests. These
tags are based on the main company topics appealing to
customers when they're in the consideration stage.

3 Product categories: This is the primary way to group
products with similar features. You can also add subcatego-
ries. These tags usually describe a product or service that
can be bought.

This category and the next two correspond to content made
for the decision stage.

3 Product brands: These tags represent the brands that are
present in your product catalog.

3 Product features: These characteristics mark each product
and help boost its appeal to potential buyers. They might be
used to formulate a product marketing strategy that
highlights the usefulness of a specific product to targeted
potential consumers.

Thanks to Content Intelligence, if you structure tags in this way,
you will not only have a good knowledge of each user’s interests;
you will also ensure consistency between the content marketing
and e-commerce worlds. This will help you collect consistent data.

Suppose your e-commerce website sells sporting clothes of dif-

ferent brands. Here’s how you might set up the taxonomy.

¥ Customer Interests
athletics
basketball
soccer

running

CHAPTER 4 Activating Content Intelligence in Your Business

47



3 Company Topics
Comfort
Performance
High-quality materials

Durability

Resistance

3 Product Categories
T-shirts
Pants
Shoes
Sneakers
With shoelaces

Without shoelaces

3 Product Brands
Brand A
Brand B
Brand C

3 Product Features
Waterproof
Breathable
Fitted
Lightweight

The categories and their names may vary from these because
you should adapt them to your brand. Just remember that tags
with the same meaning (or referring to the same concept for your
business) should never be duplicated.

If you want to improve your understanding on how to create
@ your taxonomy and tag content, and also to connect the
e-commerce products SKU to the content, visit this link:
TIp http://bit.ly/CreateYourCompanyTaxonomy.
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Applying taxonomies to content

Content Intelligence software lets you apply tags to content
(HTML pages and multimedia content). This capability is essen-
tial to tracking your users’ content usage.

Editors can also remove tags applied by semantic engines if they
decide those tags are not appropriate. Figure 4-2 shows a tagged
image and the topic taxonomy tree from which the tags were
taken.

Information in language: EN

Tags that will be added

Fashion Model

scription

clothing
brunette
pretty
women
portrait
adult
fashion

[ ciothing < J brunette < Joretty < Lw

luxury

FIGURE 4-2: Image tagging inside Cl software, and a fashion company's topic
taxonomy tree.

When you have developed your topic taxonomy tree, a good guide-
line is to apply to the content the tags included in the category
of the relative buyer’s journey stage and, at most, the previous
stage. For example, when you have content that corresponds to
the awareness stage, it should be tagged with customer interests
tags. Instead, say you don’t have an e-commerce site; content
that supports buying decisions should have tags related to prod-
uct categories and possibly to company topics.
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Here’s why: Each piece of content that you create is aimed at a
particular stage of the buyer’s journey. Once you’ve tagged that
content, it will tell you accurately where the user who views it is
in his or her buyer’s journey.

Tagging content with CI also helps when you need to search
for content inside the CI software and to understand where it is
being used.

Benefit Two: Protecting Brand
Consistency and Intellectual Property

TIP

Another challenge for marketing managers is making the brand
and its messages consistent through all of your channels and
digital touchpoints. Most of the time, content (more specifi-
cally multimedia content) is duplicated and uploaded on different
platforms — for example, an e-commerce platform and a website
platform.

The second benefit of CI is that it helps you determine which
content is published on which of the company’s touchpoints
(and who published it), eliminating confusion and giving you the
opportunity to keep an eye on how content is being used.

This means you can ensure maximum protection of the content
that your marketing department distributes on multiple digital
channels and increase brand consistency.

Controlling multimedia content
delivery from Cl software

Multimedia content is essential to satisfying users’ needs and
collecting their interests. However, if your Content Intelligence
software does not manage this content correctly, you risk losing
important data or collecting inconsistent information.

In fact, without CI software it would be an extremely complex and
expensive task to tag and track a video about a product hosted on
YouTube, all the while consistently applying the same tags to a
photo gallery about the same product on WordPress, and tracking
it. An entirely new level of complexity arises if you need to track
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the same content in a PDF, correctly tagged. It won’t be easy to
collect and put together this data to have a complete overview.

Good CI software enables you to centralize content and deliver
each item directly from a single location with no duplication. In
this way, you can assure consistency to the brand and its mes-
sages, as well as collect consistent data, as shown in Figure 4-3.

You will have a unique version of the content, adaptable dynami-
cally and in real time to every channel and system. This capabil-
ity assures an omni-channel customer experience. It also reduces
the time spent locating and updating content across all touch-
points. In fact, the Content Intelligence manager can change (or
remove) content on the CI software once and it will be updated
(or removed) immediately on all of the touchpoints where it is
published.

Good CI software delivers multimedia content across digital
channels without affecting the existing front-end systems, such
as CMS and e-commerce.

Social

Mobile
Websites '

_____

CRM

FIGURE 4-3: Assuring consistency across channels and touchpoints.

CHAPTER 4 Activating Content Intelligence in Your Business 51



=05 Make sure your Content Intelligence software can unambiguously
6 track content and manage its delivery directly, avoiding duplica-

tecunicar  tions that would reduce the quality of the final data.
STUFF

Tracking intranet and extranet
activities and downloads

Being able to manage access to internal archives for colleagues
from other departments or external stakeholders becomes
even more important at this point. It allows you to profile the
“premium” audience — the users who have exclusive access to
corporate reserved areas.

As examples, think about a multimedia repository for the techni-
cians of a company that produces boilers, or the press area of a
brand’s website.

Tracking the activities of these users means collecting the
same insights that Content Intelligence usually returns for the
“potential client” audience. You can then use this information
for an in-depth analysis about how the content is performing for
these users, whether they’re accessing the information via your
intranet or extranet.

Benefit Three: Boosting Customer
Engagement and Conversion Rates

The third benefit of Content Intelligence is that thanks to artifi-
cial intelligence, you can get the most out of your content while
minimizing the effort required from your teams. The analysis of
the data collected by Content Intelligence helps you achieve the
following objectives:

¥ Understand the topics and product features that influenced
users to respond to a CTA. Also know the main trending
topics on the anonymous audience for each touchpoint.
In this way, you can focus your budget on which content you
know performs best.
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¥ Profile the interests of each user in order to customize sales
and marketing automation initiatives. Make sure you know
the percentage of the users in your CRM of which you know
the interests about topics and products you offer.

¥ Increase engagement by personalizing the customer
experience and suggesting relevant content based on the
real interests of each person.

In the next section, we explain how to utilize the data collected by
Content Intelligence.

Connecting digital touchpoints
to Content Intelligence

Content Intelligence software usually provides a small piece
of HTML code to insert into your digital touchpoints to add
a tracking feature we call a Content Intelligent tracker. As a first
step, it is important to insert the Content Intelligence tracker into
each of your touchpoints so that you can automatically import all
of your content inside the workflow where the tagging process
takes place.

Remember that good Content Intelligence software doesn’t have
to force you to tag the content — you can tag content after upload-
ing it, for example. Once content is tracked, you can tag it (or edit
the tags) at any time without losing any previous data.

This idea is fundamental because marketers don’t always have the
time to do everything in the right order. The nature of their job
and the timing of campaign launches make that impossible. The
correct Content Intelligence software lets you perform actions
in the order you need because you can’t afford to let the lack of
tagging have a negative impact on your team’s work. This is why
we recommend you find CI software that allows you to update
tagging on all historical data after you perform tag changes.

Tracking and measuring content
performance
Most of a company’s marketing investments go toward content

production. Every brand needs lots of up-to-date and high-
quality content — all without exceeding the budget. It is a real
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challenge that marketing managers face every day. That is where
Content Intelligence comes in.

CI software tracks the calls-to-action customers have responded
to (for example, making a purchase, submitting a newsletter
request, or downloading a white paper) and then measures the
performance of your content.

At that point, CI can understand if and how this content influ-
enced your customers’ behavior toward a purchase and, therefore,
the conversion rates.

Remember to insert the call-to-action’s tracker into the Content
Intelligence software. This way, you can see what each user did
before and after the purchase.

Recognizing customer interests

Users tell a lot about themselves through their behavior online —
for example, which video they watched, which newsletter articles
they read, or which social posts they saw. These choices tell you
about the users’ socio-demographic profiles, what they are pas-
sionate about, what they are interested in, what they want, and
what they expect from your brand.

Content Intelligence collects exactly this information for
you, enriching the CRM and marketing automation data with
up-to-date information about your clients. Thanks to this infor-
mation, you can

¥ Choose the perfect call-to-action for each user.

¥ Help sales and shopping assistants by providing them with
insights about what the user likes. This information helps
your team establish a special relationship with each user.

¥ Create, in real time, a dynamic list for your marketing
automation and send people offers when you know they
have a real interest in your product.

To take advantage of these capabilities of C, it is essential that you
insert the tracker to sync the CRM contact-ID of each user with
the identification of that user on Content Intelligence software.
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Then, you can use the information you obtain from performed
calls-to-action on your channel to enrich your Content Intelli-
gence, thereby improving its data quality. For example, you can
collect the email addresses users give you when they subscribe to
your newsletter.

Be sure your CI software provides very simple synchronization
mechanisms that can easily integrate with existing calls-to-action.

Here’s an example to help you better understand this point:
http://bit.ly/CTAintegration.

Making websites and pages dynamic

Websites and pages are usually static. When you build them, you
choose where your content will appear on the page. For example,
if you place one video and two images, all of the users who visit
that page will see the same video and images.

Instead, CI lets you use dynamic content. You can personal-
ize the omni-channel customer experience of every person who
visits any of your website pages or applications — regardless of
whether they are customers, known users (people who gave you
their contact information but haven’t bought anything yet), or
anonymous visitors.

Every time a user enters your page, CI software suggests the
content that fits best his or her interests. CI software also avoids
showing content that the person has already seen, if necessary.
The choice is made in a dynamic way, and the content can change
every time, depending on which user is on the page.

That’s why a website can appear completely different to a couple
who prefers romantic vacations and to a young man who wants to
have parties with friends during his vacation.

CI collects cross-channel data. When you connect CI software
to the omni-channel customer experience, you can always offer
your users personalized content, no matter which touchpoint
they’re using. In this way, you can anticipate users’ interests and
make them feel comfortable and understood.
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In Figure 4-4, all three users see a static page identically. Their
personal identity doesn’t affect the content presented on the
page. They’re just users.

USER eee Y

- //.
USER /i/

Static site Local
repository

USER
FIGURE 4-4: A static page is the same for all users.

In Figure 4-5, the same web page is made up of dynamic content
and it appears differently for every user. CI software recognizes
Mary, Mark, and Paul and offers them content on different topics,
depending on their interests. The content is not pre-set: CI works
proactively to choose the right content for the right person.

Even if a user has already surfed your website, but you still don’t
know his or her identity, the CI software monitors the user’s
interests and builds the pages dynamically.

Dynamic content is provided via machine learning computing.
Remember to verify that your CI software’s content recommen-
dation algorithms are not only based on similar tags, but that
they’re composed of a hybrid combination of the following data:

¥ Content topics
¥ Similarities of user behavior toward content viewed

¥ Editorial strategy (for example, a specific topic boost or
specific content filtering)
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FIGURE 4-5: A dynamic page offers each user individualized content.
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IN THIS CHAPTER

Understanding the importance of a
Content Intelligence manager to bring
teams together

» Applying Content Intelligence effectively

» Outlining the most important aspects of
Content Intelligence to consider

» Being inspiring and passionate

Chapter 5
Ten Content Intelligence
Do’s and Don'ts

ontent Intelligence will be revolutionary for your company.

Your role of Content Intelligence manager is crucial to pro-

viding continuity, helping people use CI, helping your man-
agement team collect data, and showing how CI is improving
business performance.

Always keep the experiences shared in this book as a point of ref-
erence, but, at the same time, don’t hesitate to share yours in the
Content Intelligence Network (www.contentintelligence.net).
This website offers everything you need to know about Content
Intelligence. It’s a great place to compare your experiences with
those of other marketers, industry experts, and people who use
CI every day.

Here are ten important points to keep in mind when investing in
Content Intelligence:

3 Do track HTML pages, but also multimedia content.

Always remember to track both HTML pages and multimedia
content within Content Intelligence. The former contains
important information to qualify the audience. The latter is the
follow-up content, contained in HTML pages (for example,
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images, videos, audio, webinars, or brochures), that allows you
to qualify and refine your profile of the customer’s interests.

3 Don't use too many tags. .. less is more.

Avoid “tag anxiety”! You don't have to immediately start
tagging, and you don't have to complete this task today. Take
your time, learn how to tag correctly, and refine your tagging
skills month by month.

Don't go overboard and have content with too many tags.
You will always have time to add new ones. Dealing with
excessive tags from Day 1 can be confusing instead of useful.
Moreover, use only essential tags. To avoid confusion, make
sure your tags are strictly related to the topic of the content
and not general or collateral ones.

Also, when tagging content, keep in mind the relationship
between the topic taxonomy and the buyer’s journey.

You can find more information here:
http://bit.ly/CreateYourCompanyTaxonomy.

3 Do periodically update the topic taxonomy.

It is essential to keep the semantic engine of the Al aligned to
your editorial taxonomy. This practice offers the following
benefits:

It maintains the connection between the topics selected
by Al and your vocabulary and jargon.

It trains the Al engine to tag correctly, more quickly, and
in line with your brand's taxonomy.

In addition, the activity of maintaining the topic taxonomy
(or your topic taxonomy tree, if you use one) is important

to organize those tags that have not been organized in the
official taxonomy yet. Often they will be merged or linked to
existing ones.

Dedicate some time each month to keeping the topic
taxonomy up to date. This way, you get the most relevant
data from your Cl.

3 Do pursue content design goals as Cl starting points.

When you are thinking about producing new content, the
first thing you have to figure out is what results you want to
achieve. This helps you create effective content from the
very beginning. You're ready to create content when
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You've defined the content objective, relative to its buyer's
journey position.

The content's title will be successful for search engine
optimization (SEO), regardless of whether the content is a
web page, video, audio file, photo gallery, or some other
type of content.

The content abstract, mock-up, or storyboard is compli-
ant with your topic taxonomy.

3 Do keep an eye on the Content Intelligence tracking.

Periodic maintenance of your Cl should become a best
practice. Remember to check periodically, together with your
colleagues in the digital and IT departments, that these
trackers are working properly:

HTML page trackers: These monitor website pages or
landing pages viewed.

Multimedia content trackers: These monitor videos,
images, or documents viewed, for example.

Call-to-action trackers: These monitor user actions such
as downloading a white paper, watching a video, or
subscribing to a newsletter.

3 Do involve product managers and content editors in
deciding objectives and taxonomy.

Always remember: Content Intelligence is a combination of
three different worlds:

Al engines
Editorial categorization made by editors

Product categorization that usually stays in the product
information management (PIM) system, if you have an
e-commerce solution.

It's therefore important that you periodically hold a round-
table discussion with your company’s product management,
sales, and marketing/editorial team. Work with these
colleagues to standardize taxonomies and initiatives.

3 Don't be in a hurry — think efficiency before complexity.

In order to best utilize Cl and help all stakeholders benefit from
it, understand your organization’s existing content environ-
ment. Assess what your company is already doing before
improving upon it. The first step is to collect a footprint of your
content and enrich it with the tags from the topic taxonomy.
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After that you can

Improve the topic taxonomy in line with the type of data
to be collected.

Improve content production’s effectiveness.

Leverage a content strategy to personalize communica-
tion and marketing actions.

Do create a content strategy, even if you have little content.

It doesn't matter if your company has just a few pieces of
content or many. Just remember that it is the content your
company uses to represent itself at every digital touchpoint.
No matter how much content you have, begin looking at it in
a qualitative way. This is the beginning of a process, so don't
worry if it takes time. One small step can be the start of a
great change.

Do track content visits and calls-to-action, even content
isn't tagged yet.

The first thing to do is activate the trackers, whether they
should track views of your content, events, or calls-to-action.
Even if the content isn't appropriately tagged, Content
Intelligence can recalculate and update the data.

The important thing is that the trackers are active and working.
Don't worry about tagging all the content right off the bat.
Remember to verify whether or not your Content Intelligence
software can calculate data again over time. In fact, if you decide
to change your taxonomies, the content should be automatically
retagged according to the up-to-date topic taxonomy.

Do share Content Intelligence progress and results
among your stakeholders.

Content Intelligence involves multiple business departments.
Don't lose focus on the need to keep them onboard and
regularly update them about progress. Sharing goals among
the different departments and refining goals if necessary is
the starting point of every new project meant to involve the
whole company and improve its success.

Also remember that change takes time.

Throughout this book, we provide key performance indica-
tors (KPIs) to measure each goal. It's important to share
these KPIs with your stakeholders monthly. You'll improve
KPI results, and you'll continually refine and improve your
way of doing Content Intelligence.
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