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Introduction

In 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 
ĀėĄ­Ì�ĈºĈɐ�9ê�đėĄêɊ�Ąºđ�ÏáºĄĈ��Ąº�«º­óèÏêÆ�ÏêĹėºê­ºĄĈɐ�zÌº�Ä�ĈÌ-
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 
Æ�ááºĄÏºĈɊ�óĄ��ė³Ïó�ĸáºĈɐ��Ìºê�ĩóėɭĢº�³ºáÏĢºĄº³���ĀÏº­º�óÄ�­óêđºêđɊ�
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 
êóđɟɯɠ��Ĉ�ģºáá��Ĉ�đÌº��èóėêđ�óÄ�đÏèº�ĢÏĈÏđóĄĈ�Ĉđ�ĩº³�óê���­ºĄđ�Ïê�
piece of content and the calls-to-action that they responded to.

�º«ĈÏđºĈ��Ąº�ºĢºê�èóĄº�ɩÏêđºááÏÆºêđɪ�êóģɊ��ê³�đÌº�Ĉ�èº�­�ê�«º�
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.
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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 
«ºêºĸđĈɐ�mº�³�đÌĄóėÆÌ�đÌÏĈ�«óóÞ��ê³�áº�Ąê�Ĉóèº�ėĈºÄėá�ģ�ĩĈ�đó�
convince your management that Content Intelligence is a worth-
while investment.

zÌº�«óóÞ�«ºÆÏêĈ�ģÏđÌ�ɩ­óêđºêđ�­Ì�óĈɪ��ê³�đÌº�êºº³�ÄóĄ�«Ą�ê³Ĉ�
to produce content to increase the sales pipeline. Next, we get 
into how Content Intelligence,�ģÌÏ­Ì�ÏĈ�ĈÏèĀáĩ��ĄđÏĸ­Ï�á�ÏêđºááÏÆºê­º�
applied to content, helps brands manage and understand con-
đºêđ� ėĈ�Æº� Ĉó� đÌ�đ� đÌºĩ� ­�ê� ­óááº­đ� ĈđĄ�đºÆÏ­� ³�đ�� đó� ĀĄóĸáº� đÌº�
audience.

After reading this book, you’ll know how to apply Content Intel-
áÏÆºê­º�đó�³ÏĵºĄºêđ��Ąº�Ĉ�óÄ�ĩóėĄ�­óèĀ�êĩɊ��ê³�ĩóėɭáá�«º��«áº�đó�
teach your colleagues to do the same. You’ll streamline internal 
ĀĄó­ºĈĈºĈ��ê³�è�Þº�đÌºè�èóĄº�ºĶ­Ïºêđɐ

Foolish Assumptions
�Ìºê�ģĄÏđÏêÆ�đÌÏĈ�«óóÞɊ�ģº�è�³º�đÌºĈº��ĈĈėèĀđÏóêĈɉ

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

 » 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
zÌĄóėÆÌóėđ�đÌÏĈ�«óóÞɊ�ĩóė�ĸê³�ĈĀº­Ï�á�Ï­óêĈ�đó�­�áá��đđºêđÏóê�đó�
ÏèĀóĄđ�êđ�ÏêÄóĄè�đÏóêɐ�6ºĄºɭĈ�ģÌ�đ�đó�ºĨĀº­đɉ

zÌÏĈ�Ï­óê�ÏĈ�ėĈº³�ÄóĄ�ÌºáĀÄėá�ĈėÆÆºĈđÏóêĈ��ê³�đÌÏêÆĈ�ĩóė�è�ĩ�ĸê³�
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-
tial pitfalls.

zÌÏĈ� Ï­óê� Ï³ºêđÏĸºĈ� Ā�ĈĈ�ÆºĈ� đÌ�đ� ĀĄóĢÏ³º� �� èóĄº� đº­ÌêÏ­�á�
explanation.

�º�ėĈº� đÌÏĈ� Ï­óê� đó� ­�áá� óėđ� Þºĩ�ĀºĄÄóĄè�ê­º� Ïê³Ï­�đóĄĈ� ɞGi9Ĉɟɐ�
This information will help your management team measure how 
well Content Intelligence is working in your company.

Where to Go from Here
9Ä�ĩóė�³óêɭđ�Þêóģ�ģÌºĄº�ĩóėɭĄº�ÆóÏêÆɊ��Ì�ĀđºĄɯ1�ÏĈ���Æóó³�Āá�­º�
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 
�ê³�ĈÞÏĀ��Ąóėê³��Ĉ�ĩóė�Ĉºº�ĸđɐ
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Chapter 1

IN THIS CHAPTER

 » Understanding what Content 
Intelligence is

 » Learning Content Intelligence 
terminology

 » Avoiding threats to your content

 » Understanding the advantages of 
Content Intelligence

Understanding the 
Basics of Content 
Intelligence

Content Intelligence (CI) helps companies increase sales 
conversion rates and control content chaos, thanks to the 
ĀĄó�­đÏĢº� ĈėĀĀóĄđ� óÄ� �ĄđÏĸ­Ï�á� ÏêđºááÏÆºê­º� ɞ�9ɟ� đóóáĈ� áÏÞº�

natural language processing, convolutional neural networks, or 
image analysis applied to content.

In this chapter, we discuss Content Intelligence and how it 
ÌºáĀĈɯĩóė

 » Increase productivity and efficiency inside your 
 company. Using Content Intelligence software helps you 
rationalize and establish order across all of your content. 
CI automates each step in the content life cycle� such as 
tagging� With CI� your company’s departments can achieve 
greater agility.
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 » Protect brand consistency and intellectual property 
across your digital touchpoints and remove content 
duplication. CI 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�

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

These three topics are referred to as the �ïçteçt 9çteÞÞigeçce  ©eçeĵts 
throughout this book.

UTILIZING CONTENT 
INTELLIGENCE TERMINOLOGY
artificial intelligence (AI) 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 Mourney 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: +TML pages 
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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 Mourney�

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 CI engines.

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

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 CI� it is the set of 
concepts and tags that qualify content processed by CI 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.
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Finding Common Ground and 
Getting People Involved

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 
đó� ­ėĈđóèºĄĈɭ� Ąº�á� ºĨĀº­đ�đÏóêĈɐ� �Ĉ� �� ĄºĈėáđɊ� ­óèĀ�êÏºĈ� Āá�­º³�
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-
Äėá�èº�êĈ�ĸê³ÏêÆ�­óèèóê�ÆĄóėê³��ê³�ÆºđđÏêÆ�ĀºóĀáº�ÏêĢóáĢº³ɐ�
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.

�ê³ºĄĈđ�ê³ÏêÆ�đÌº�đĄėº�ºĵº­đĈ�óÄ�ģÌ�đ�«Ą�ê³Ĉ��Ąº�­óèèėêÏ­�đ-
ing, though essential, has become increasingly complex. In par-
đÏ­ėá�ĄɊ�Ïđ�ÏĈ�Ïê­Ąº�ĈÏêÆáĩ�³ÏĶ­ėáđ�đó

 » Discover every prospect’s interests in advance

 » Understand what calls-to-action best fit each customer

 » 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 
�ĵº­đ� đÌº� óđÌºĄ� ĀºĄĈóê� ÏĈ� ­Ąė­Ï�á� đó� è�ÞÏêÆ� ĩóėĄĈºáÄ� ėê³ºĄ-
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 
ĩóėĄ� «Ą�ê³� óĵºĄĈɊ� �áá� đÌº�ģÌÏáº� Ïê­Ąº�ĈÏêÆ� đÌº� ºĵº­đÏĢºêºĈĈ� óÄ�
your marketing and sales activities.
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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 
óĄ³ºĄ�đó�«º�ºĵº­đÏĢº��đ��đđĄ�­đÏêÆ��ê³�Ąºđ�ÏêÏêÆ���­áº�Ąáĩ�³ºĸêº³�
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 
­Ąº�đº�èė­Ì�èóĄº�­óêđºêđ�Ïê�³ÏĵºĄºêđɊ�Ĉ­�á�«áº�ÄóĄè�đĈɊ�ÄóĄ�è�êĩ�
³ÏĵºĄºêđ� ­Ì�êêºáĈɊ� ºĢºĄĩ� ³�ĩɐ� �óÏêÆ� Ĉó� ºĨĀóĈºĈ� ĩóėĄ� ­óêđºêđ�
marketing strategies to two threats: content paradox and content 
chaos.

Handling content chaos
Q�êĩ�«Ą�ê³Ĉ�ĸê³�đÌºèĈºáĢºĈ�Ïê�­óêđºêđ�­Ì�óĈɐ�"Ģºê�đÌóĈº�ģÌó�
plan a good content strategy at the beginning fail to follow 
through with it in the long term. The outcome is an unmanage-
�«áº�è�ĈĈ�óÄ�ėê³ÏĵºĄºêđÏ�đº³�­óêđºêđɐ
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Content chaos is the result of three factors:

 » In the 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

 » Create less content but of a higher quality

When brands don’t reuse the old pieces of content and continue to 
­Ąº�đº�êºģ�ĈđėĵɊ�đÌº��èóėêđ�óÄ�­óêđºêđ�đÌºĩ�Ì�Ģº�ĈđóĄº³�Ĉóèº-
ģÌºĄº�ÞººĀĈ�ÆĄóģÏêÆɐ��³³º³�đó�đÌ�đɊ�­Ąº�đÏêÆ�­óêđºêđ�­�ê�«º­óèº�
expensive — the more important the content becomes, the more 
of it you need, which costs more money.
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Eventually, creating new content becomes cost prohibitive so 
companies start to look for less expensive content options, often 
Ĉ�­ĄÏĸ­ÏêÆ�ăė�áÏđĩ�ÄóĄ�ăė�êđÏđĩɐ�zÌÏĈ�­�ê�ĈÏÆêÏĸ­�êđáĩ�đÌĄº�đºê�đÌº�
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.

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.

�áđÌóėÆÌ� è�ĄÞºđºĄĈ� �Ąº� Ìėè�ê� «ºÏêÆĈ� ģÏđÌ� ÆĄº�đ� Ïêđºááº­đė�á�
potential, they lack the speed and precision of a robot. This is why 
they need technology to help with their content marketing. When 
ĩóė��ĀĀáĩ�đº­ÌêóáóÆĩɊ�Ïê�đÌÏĈ�­�Ĉº��ĄđÏĸ­Ï�á�ÏêđºááÏÆºê­ºɊ�đó�­óê-
đºêđ�ĈđĄ�đºÆĩ��ê³�ģóĄÞĹóģĈɊ�ĩóė�đ�èº�­óêđºêđ�­Ì�óĈ��ê³�Ąº³ė­º�
the costs associated with creating and managing content.

�9�³óºĈ�đÌº�ɩÌº�Ģĩ�áÏÄđÏêÆɪ�óÄ�³�đ��­óááº­đÏóêɊ�ÄĄººÏêÆ�è�ĄÞºđºĄĈ�
đó�ÏêđºĄĢºêº��ê³�è�Þº�đÌº�ÏèĀóĄđ�êđ�­óêđºêđ�³º­ÏĈÏóêĈ�óê�đÌº�Ĺĩɐ�
�9�ÏĈ���ÌºáĀÄėá�đóóá�ÄóĄ�è�ĄÞºđºĄĈɊ�«ėđ�Ïđ�ó«ĢÏóėĈáĩ�³óºĈêɭđ�đ�Þº�đÌº�
place of human engagement with the content.

Understanding the Benefits of 
Content Intelligence

�º� èºêđÏóê� đÌº� đÌĄºº� «ºêºĸđĈ� óÄ� �óêđºêđ� 9êđºááÏÆºê­º� Ïê� đÌº�
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 
�ê³� đĄ�­Þ�«áºɐ� zÌº� ĈóÄđģ�Ąº� ɩáÏĈđºêĈɪ� đó� đÌº� ĢóÏ­ºĈɊ� ɩáóóÞĈɪ� �đ�
đÌº�Ïè�ÆºĈɊ�óĄ�ɩģ�đ­ÌºĈɪ�đÌº�ĢÏ³ºóĈɐ�9ê���Äºģ�èÏááÏĈº­óê³ĈɊ�Ïđ�­�ê�
classify the content to make applying CI much easier.

These materials are © 2018 John Wiley & Sons, Ltd. Any dissemination, distribution, or unauthorized use is strictly prohibited.
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This capability supports marketing departments in three ways:

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

 » CI collects strategic data generated by the content usage to 
support marketing teams’ decision-making processes�

 » CI makes the Mobs 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.

�9�ºêÆÏêºĈ�³óêɭđ�óêáĩ�ėê³ºĄĈđ�ê³�đÌº�è�Ïê�đóĀÏ­�óÄ���³ó­ėèºêđ�ɠ�
they parse words, phrases, and any other available element, more 
so than humans can do on their own. They also

 » Accurately analyze content.

 » Analyze more content than humans can analyze� and in a 
shorter amount of time�

 » Improve the consistency of content tagging� If di΍erent 
people tag content themselves� chances are they will tag it in 
many di΍erent ways�

�Ìºê� ĩóė� ĄºèóĢº�ɩÌėè�êɪ� áÏèÏđ�đÏóêĈɊ� ĩóė� ­�ê� óĢºĄ­óèº� đÌº�
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 
èóĈđ�ºĵº­đÏĢº�Ïê�ÆºđđÏêÆ�đÌºè�đó�ĀºĄÄóĄè��ê��­đÏóêɐ�zÌ�đ��­đÏóê�
may be clicking through to your website, downloading an e-book, 
or making a purchase.

These materials are © 2018 John Wiley & Sons, Ltd. Any dissemination, distribution, or unauthorized use is strictly prohibited.
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Content Intelligence allows you to optimize content for customer 
relevance in two ways:

 » 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.

 » AI 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.

 » When you send automated messages� you can tailor them to 
every single user�

�9�­�ê�«º�Ïê�­Ì�ĄÆº�óÄ�ºĢºĄĩ��ĈĀº­đ�óÄ��óêđºêđ�9êđºááÏÆºê­ºɐ

�ÏđÌ� �óêđºêđ� 9êđºááÏÆºê­ºɊ�è�ĄÞºđºĄĈ�ĸê�ááĩ� Ì�Ģº� đÌº� đÏèº� �ê³�
ĄºĈóėĄ­ºĈ�đó�Äó­ėĈ�óê�đÌº�³�đ��«ºÏêÆ�­óááº­đº³ɐ��đ�á�Ĉđ�đÌºĩ�Ì�Ģº�
��ģ�ĩ�đó��ê�áĩįº�đÌºÏĄ��ė³Ïºê­º��ê³�³ºĢºáóĀ��ê�ºĵº­đÏĢº�­óêđºêđ�
strategy.

These materials are © 2018 John Wiley & Sons, Ltd. Any dissemination, distribution, or unauthorized use is strictly prohibited.
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Chapter 2

IN THIS CHAPTER

 » Understanding Content Intelligence’s 
positioning

 » Discovering common business scenarios

 » Learning to apply Content Intelligence

 » Measuring Content Intelligence’s 
performance

Applying Content 
Intelligence within 
Companies and Brands

Content Intelligence helps marketers control where photos, 
ĢÏ³ºóĈɊ� �ė³Ïó� ĸáºĈɊ� �ê³� đºĨđĈ� �Ąº� ³ºáÏĢºĄº³ɐ� �đ� đÌº� Ĉ�èº�
time, through tagging, it helps you understand which topic 

º�­Ì�ĀÏº­º�óÄ�­óêđºêđ�³º�áĈ�ģÏđÌɐ�9ê�đÌÏĈ�ģ�ĩɊ��óêđºêđ�9êđºááÏÆºê­º�
ÌºáĀĈ� ĩóė� Æ�Ïê� ĀĄº­ÏóėĈ� ³�đ�� �«óėđ� ĩóėĄ� �ė³Ïºê­ºɭĈ� ÏêđºĄºĈđĈɐ�
�óêđºêđ�9êđºááÏÆºê­º�ĈóáėđÏóêĈ�Ì�Ģº�«º­óèº��ê�ÏêĢ�áė�«áº�³ÏÆÏđ�á�
�ĈĈÏĈđ�êđ� ÄóĄ�è�ĄÞºđºĄĈɊ� ÌºáĀÏêÆ� đÌºè� �đđ�Ïê� đÌº� đÌĄºº� �óêđºêđ�
9êđºááÏÆºê­º�«ºêºĸđĈ�ģº�ĀĄºĈºêđ�Ïê��Ì�ĀđºĄɯ1ɐ

9ê�đÌÏĈ�­Ì�ĀđºĄɊ�ģº�³ÏĈ­ėĈĈ�đÌº�ĀóĈÏđÏóê�óÄ��9�Ïê�đÌº�³ÏÆÏđ�á�º­ó-
ĈĩĈđºè��ê³�ºĨĀáóĄº�Ĉóèº�«ėĈÏêºĈĈ�Ĉ­ºê�ĄÏóĈ�ģÌºĄº��9�ģóėá³�«º�
ėĈºÄėáɐ�,Ïê�ááĩɊ�ģº�ĈÌóģ�ĩóė�Ìóģ�đó�èº�ĈėĄº�đÌº�ĀºĄÄóĄè�ê­º�óÄ�
ĩóėĄ��9�ºê³º�ĢóĄĈɐ

These materials are © 2018 John Wiley & Sons, Ltd. Any dissemination, distribution, or unauthorized use is strictly prohibited.
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Sharpening CI’s Position in Your 
Company’s Digital Ecosystem

�óêđºêđ� 9êđºááÏÆºê­º� ĈóÄđģ�Ąº� ÏĈ� ³ºĈÏÆêº³� đó� ÏêđºÆĄ�đº� ģÏđÌ� �áá�
ºĨÏĈđÏêÆ� đº­ÌêóáóÆÏºĈ� ģÏđÌÏê� ĩóėĄ� ­óèĀ�êĩɐ� 9đ� ÏĈ� ĀóĈÏđÏóêº³�
between your public-facing website (the front end) and the tech-
êóáóÆĩ�đÌ�đ�ÏĈ�«ºÌÏê³�đÌº�Ĉ­ºêºĈ�ɞđÌº�«�­Þ�ºê³ɟɐ�9đ�Äºº³Ĉ�đÌº�ÄĄóêđ�
end with content and provides the back end with the collected 
³�đ���«óėđ�º�­Ì�ĀºĄĈóêɭĈ�ÏêđºĄºĈđĈɐ

�9�ó­­ėĀÏºĈ��ê�ÏèĀóĄđ�êđ�Āá�­º��đ�đÌº�­ºêđºĄ�óÄ�ĩóėĄ�­óèĀ�êĩɭĈ�
³ÏÆÏđ�á�º­óĈĩĈđºèɐ��9� ÏĈ� đÌº� Ûėê­đÏóê�óÄ��áá�óÄ�ĩóėĄ�­óêđºêđ�ĀĄó-
cesses: production, management, and analysis of how the content 
ÏĈ�ėĈº³ɐ

�Ĉ���ĄºĈėáđɊ�Ïđ�ÏĈ�ÏèĀóĄđ�êđ�đÌ�đ�đÌº��óêđºêđ�9êđºááÏÆºê­º�ĈóÄđģ�Ąº�
«º��«áº�đó�è�ê�Æº�ºĢºĄĩđÌÏêÆ�­ºêđĄ�ááĩɊ��Ĉ�ĈÌóģê�Ïê�,ÏÆėĄºɯȪɢ1Ɋ�
�ê³��đ�đÌº�Ĉ�èº�đÏèº�«º��«áº�đó�ĀĄó­ºĈĈ�đÌº�­óááº­đº³�³�đ�ɐ�9ê�đÌÏĈ�
ģ�ĩɊ�đÌº�ĈóÄđģ�Ąº��ááóģĈ���­óêđÏêėóėĈ�ºĨ­Ì�êÆº�«ºđģººê�đÌº�­óè-
Ā�êĩɭĈ�³�đ��è�ê�Æºèºêđ��ê³�­óêđºêđ�è�ê�Æºèºêđ�Āá�đÄóĄèĈɐ

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 
ºê³ɢėĈºĄɐ

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

These materials are © 2018 John Wiley & Sons, Ltd. Any dissemination, distribution, or unauthorized use is strictly prohibited.
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9ê�è�êĩ�óÄ�đó³�ĩɭĈ�­óèĀ�êÏºĈɊ�­óêđºêđ�ÏĈ�ĈđóĄº³�Ïê�³ÏĵºĄºêđ�ĈÏáóĈɐ�
,óĄ�ºĨ�èĀáºɊ�óêº�đĩĀº�óÄ�­óêđºêđ�è�ĩ�«º�ėĀáó�³º³�đó�q�áºĈÄóĄ­º�
Pardot to use in emails but also in WordPress to be published in 
��«áóÆ�ĀóĈđɊ�Ïê��³ó«º�"ĨĀºĄÏºê­º�Q�ê�ÆºĄ�đó�«º�Āėđ�óê���ģº«ĈÏđºɊ�
�ê³�Ïê�q�i�6ĩ«ĄÏĈ�đó��ĀĀº�Ą�óê�đÌº�ºɢ­óèèºĄ­º�ģº«ĈÏđºɐ�zÌ�đ�­�ê�
ăėÏ­Þáĩ�đėĄê�Ïêđó�­óêđºêđ�­Ì�óĈɐ

6ºĄº� ÏĈ�ģÌºĄº��óêđºêđ� 9êđºááÏÆºê­º�ĈóÄđģ�Ąº�­óèºĈ� Ïêđó�Āá�ĩɐ� 9đ�
provides important insights about your audience and improves 
đÌº�ºĶ­Ïºê­ĩ�óÄ�ĩóėĄ�­óêđºêđ�è�ĄÞºđÏêÆɐ�9đ��áĈó�ĈºĄĢºĈ�đÌº�êºº³Ĉ�
óÄ�đÌº�Ĉ�áºĈ��ê³�«ėĈÏêºĈĈ�³ºĢºáóĀèºêđ�³ºĀ�ĄđèºêđĈɐ

�ÏđÌ��9�ĈóÄđģ�ĄºɊ�ĩóė�­�ê�³ĩê�èÏ­�ááĩ��³�Āđ�óêº�đĩĀº�óÄ�­óêđºêđ�
đó��êĩ�³ÏÆÏđ�á�­Ì�êêºá�Ïê�Ąº�á�đÏèºɐ�9đ�­�ê�đºáá�ĩóė�ģÌºĄº�đÌº�­óê-
tent was published and who published it, as well as give you the 
�«ÏáÏđĩ�đó�ĄºèóĢº�ÏđɊ�ÏÄ�êº­ºĈĈ�Ąĩɐ

mºèóĢÏêÆ�³ėĀáÏ­�đºĈ��ê³�Ì�ĢÏêÆ�ÛėĈđ�óêº�đĩĀº�óÄ�­óêđºêđ�³ºáÏĢ-
ºĄº³��­ĄóĈĈ��áá�ĩóėĄ�­Ì�êêºáĈ�ĈÏèĀáÏĸºĈ�è�ĄÞºđÏêÆ�óĀºĄ�đÏóêĈ��ê³�
�ĈĈėĄºĈ�èóĄº�­óêđĄóá�óĢºĄ�đÌ�đ�­óêđºêđɐ

�Ìºê� �óêđºêđ� 9êđºááÏÆºê­º� ÏĈ� �ĀĀáÏº³� ÄóĄ� «Ą�ê³� ­óêĈÏĈđºê­ĩɊ� Ïđ�
keeps the brand’s tone of voice and messages consistent and 
�áÏÆêº³�ģÏđÌ�ĩóėĄ�­óêđºêđ�ĈđĄ�đºÆĩɐ

�óêđºêđ� 9êđºááÏÆºê­º� Ąºèºè«ºĄĈ� ºĢºĄĩ� ėĈºĄɭĈ� óêáÏêº� Ā�đÌɐ� �óė�
might decide not to show users something they have already 
Ĉººêɐ�zÌº�ĈóÄđģ�Ąº�³ĩê�èÏ­�ááĩ��³ÛėĈđĈ���ģº«�Ā�Æº��Ĉ�đÌº�ėĈºĄĈ�
�Ąº�ĢÏºģÏêÆ�ÏđɊ�ÞººĀÏêÆ�Ïđ��áÏÆêº³�ģÏđÌ�đÌºÏĄ�ÏêđºĄºĈđĈɐ

Qº�ĈėĄº�đÌº��èóėêđ�óÄ�đÌº�đÏèº�Ĉ�Ģº³�Ïê�ėĀ³�đÏêÆ���ĈÏêÆáº�ĀÏº­º�
óÄ�­óêđºêđ��­ĄóĈĈ��áá�đóė­ÌĀóÏêđĈɐ

�óė�­�ê�³ÏĈ­óĢºĄ�èóĄº�ÌºĄºɉ� 
http://bit.ly/TameBrandFragmentation.

Personalizing Website Experiences  
with Dynamic Content

The good news is that it’s now possible to make users’ multi-
­Ì�êêºá�ĈėĄĸêÆ���ėêÏăėº��ê³�­óêĈÏĈđºêđ�ÛóėĄêºĩɐ

zÌ�êÞĈ� đó� ĈėĀĀóĄđ� ÄĄóè� �ĄđÏĸ­Ï�á� ÏêđºááÏÆºê­ºɊ� �óêđºêđ� 9êđºááÏ-
gence software studies the topics users are interested in by fol-
áóģÏêÆ�đÌºÏĄ�óêáÏêº�«ºÌ�ĢÏóĄɐ

These materials are © 2018 John Wiley & Sons, Ltd. Any dissemination, distribution, or unauthorized use is strictly prohibited.
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.óó³��9�ĈóÄđģ�Ąº�³óºĈêɭđ�ÛėĈđ�­óèĀ�Ąº�ĀºóĀáºɭĈ�óêáÏêº�«ºÌ�ĢÏóĄ�
ģÏđÌ� đÌ�đ� óÄ� óđÌºĄ� ėĈºĄĈ� ģÏđÌ� ĈÏèÏá�Ą� ĀĄóĸáºĈ� �ê³� đÌºê� ­�á­ė-
á�đº�­ĄóĈĈɢ­Ì�êêºá�³�đ��Ïê�Ąº�á�đÏèºɐ�9đ��áĈó�Ąº­óèèºê³Ĉ�ĈĀº­Ïĸ­�
�­óêđºêđ�«�Ĉº³�óê�đÌº�ĈÏêÆáº�ėĈºĄɭĈ�­ėĄĄºêđ�ÏêđºĄºĈđĈɐ

9ê�đÌÏĈ�ģ�ĩɊ�6zQI�Ā�ÆºĈ�ɞģº«ĈÏđº�Ā�ÆºĈɊ�á�ê³ÏêÆ�Ā�ÆºĈɊ��ĀĀáÏ­�-
đÏóêĈɊ��ê³�Ĉó�óêɟ�­�ê�«º­óèº�ĀºĄĈóê�áÏįº³ɐ�\ê­º���Ā�Æº�Ì�Ĉ�«ººê�
visited, it starts suggesting additional articles, videos, and other 
ÄóááóģɢėĀ�è�đºĄÏ�á� đó�è�Þº� đÌº� ­ėĈđóèºĄ� ºĨĀºĄÏºê­º� ­óèĀáºđº�
and personalized, thereby increasing customer satisfaction and 
ºêÆ�Æºèºêđɐ�QóĄºóĢºĄɊ�ÏÄ�³ÏĵºĄºêđ�ėĈºĄĈ�Ì�Ģº�³ÏĵºĄºêđ�ÏêđºĄºĈđĈɊ�
đÌº�Ĉ�èº�ģº«ĈÏđº�­�ê��ĀĀº�Ą�­óèĀáºđºáĩ�³ÏĵºĄºêđ�đó�º�­Ì�óÄ�đÌºèɊ�
áÏÞº�đÌº�ģº«ĈÏđºĈ�ĈÌóģê�Ïê�,ÏÆėĄºɯȪɢȪɐ

Qº�ĈėĄº� đÌº� ­áÏ­ÞɢđÌĄóėÆÌ� Ą�đº� Ïê­Ąº�Ĉº� óê� Ąº­óèèºê³º³�
­óêđºêđɐ

Iº�Ąê�èóĄº�ÌºĄºɉ� 
http://bit.ly/PersonalizeCustomerExperienceɐ

FIGURE 2-2: The same website displays pages di΍erently for each user�

These materials are © 2018 John Wiley & Sons, Ltd. Any dissemination, distribution, or unauthorized use is strictly prohibited.
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Increasing E-commerce Site  
Performance

Within your e-commerce site, two main types of product-related 
­óêđºêđ�ºĨÏĈđɉ

 » 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�

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

zÌº�«ºĈđ�­ėĈđóèºĄ�ºĨĀºĄÏºê­º�ÏĈ�ģÌºê�đÌº�ėĈºĄ�Ąº­ºÏĢºĈ�đÌº��ĀĀĄó-
ĀĄÏ�đº� ­óêđºêđ� ÄóĄ� ºĢºĄĩ� áÏÄº� ­ĩ­áº� Ĉđ�Æº� óÄ� đÌº� «ėĩºĄɭĈ� �ÛóėĄêºĩɐ�
zÌÏĈ�ÌºáĀĈ�đÌº�«ėĩÏêÆ�³º­ÏĈÏóêɊ��Ĉ�ĈÌóģê�Ïê�,ÏÆėĄºɯȪɢȫɐ

qó� Ìóģ� ³óºĈ� �óêđºêđ� 9êđºááÏÆºê­º� ÌºáĀ� ºɢ­óèèºĄ­ºɑ� �Ìºê� Ïđ�
áÏêÞĈ�đó�đÌº�ģÌóáº�³ÏÆÏđ�á�ºĨĀºĄÏºê­ºɊ�Ïđ�³óºĈêɭđ�áº�Ģº�ėĈºĄĈ�³ÏĈ-
appointed with the information provided, possibly causing them 
to leave the company’s touchpoints to search elsewhere for more 
ÏêÄóĄè�đÏóêɐ��áđÏè�đºáĩɊ��9�­óėá³�ĀĄºĢºêđ�đÌº�ĀóđºêđÏ�á�­ėĈđóèºĄ�
ÄĄóè�èóĢÏêÆ�đó�đÌº�­óèĀºđÏđÏóêɐ

,óĄ�ºĨ�èĀáºɊ�Ĉ�ĩ�ĀºóĀáº�ĢÏĈÏđ��ê�ºɢ­óèèºĄ­º�Ā�Æº�«º­�ėĈº�đÌºĩ�
�Ąº�ÏêđºĄºĈđº³�Ïê���ĀĄó³ė­đɐ�zÌºĩ�Ĉºº�Ĉóèº�Ïè�ÆºĈɊ�«ėđ�đÌºĄº��Ąº�
êó�ĀĄó³ė­đ�ĈÌººđĈɊ�ÏêĈđĄė­đÏóê�á�ĢÏ³ºóĈɊ�óĄ�đºĈđÏèóêÏ�áĈɐ�zÌºĩ�Äººá�
that without this information it is impossible to make a decision 
�«óėđ�ģÌºđÌºĄ�óĄ�êóđ�đó�ĀėĄ­Ì�ĈºɊ�Ĉó�đÌºĩ�ºĨÏđ�đÌº�ºɢ­óèèºĄ­º�
ĈÏđº�đó�áóóÞ�ÄóĄ�Ïđ�óê�đÌºÏĄ�óģê�«ĩ�ėĈÏêÆ�Ĉº�Ą­Ì�ºêÆÏêºĈɐ

FIGURE 2-3: Delivering content at the appropriate stage in the buying cycle.
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zÌº� «Ą�ê³� ĄÏĈÞĈ� áóĈÏêÆ� Ĉė­Ì� ­ėĈđóèºĄĈ� «º­�ėĈº� đÌºĩ� ºĨÏđº³� ÏđĈ�
e-commerce site; they may encounter another brand and ulti-
è�đºáĩ�³º­Ï³º�đó�ĀėĄ­Ì�Ĉº�ÄĄóè�đÌº�­óèĀºđÏđÏóêɐ

zÌÏĈ� ÏĈ�ģÌĩ� Ïđ� ÏĈ�ºĈĈºêđÏ�á� đÌ�đ�ĩóė�êėĄđėĄº�ėĈºĄĈ�ģÏđÌ�³ÏĵºĄºêđ�
types of essential information that they may need to make a pur-
­Ì�ĈÏêÆ�³º­ÏĈÏóêɐ�zÌÏĈ�ÌºáĀĈ�ĀĄºĢºêđ�ėĈºĄĈ�ÄĄóè��«�ê³óêÏêÆ�ĩóėĄ�
ºɢ­óèèºĄ­º�ĈÏđº�«ºÄóĄº�Ì�ĢÏêÆ�è�³º���ĀėĄ­Ì�ĈÏêÆ�³º­ÏĈÏóêɐ

�ÏđÌ��óêđºêđ�9êđºááÏÆºê­ºɉ

 » 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 o΍ers a full engagement 
experience.

�óêđºêđ�9êđºááÏÆºê­º�ėêÏĸºĈ�đÌº�đ�ĨóêóèÏºĈ�óÄ�­óêđºêđ�è�ĄÞºđÏêÆ�
�ê³�ºɢ­óèèºĄ­º�Ïê���ėêÏăėº�á�êÆė�Æº�ÄóĄ�đÌº�ėĈºĄĈɐ

Qº�ĈėĄº�đÌº�Ïê­Ąº�Ĉº�Ïê�Ā�ÆºĈ�ĢÏĈÏđº³�ĀºĄ�ĈºĈĈÏóêɐ

Discover more here:  
http://bit.ly/IncreaseEcommercePerformanceɐ

Discovering Customer Interests in 
Advance to Enrich Your CRM

IºđɭĈ�ÄóĄÆºđ��«óėđ�đÌº�9êđºĄêºđ�ÄóĄ���Ĉº­óê³��ê³�đÌÏêÞ��«óėđ�đÌº�
ºĨ�èĀáº�óÄ���è�ÔđĄº�³ɭ�Ïê�ĩóėĄ�Ä�ĢóĄÏđº�ĄºĈđ�ėĄ�êđɐ

�ê�ºĨĀºĄÏºê­º³�è�ÔđĄº�³ɭ�³óºĈ�êóđ�óĵºĄ�Ĉđº�Þ�đó���­ėĈđóèºĄ�Ìº�
ÞêóģĈ�ÏĈ���ĢºÆ�êɐ�6º�Ąºèºè«ºĄĈ�ģÌÏ­Ì�­ėĈđóèºĄ�áÏÞºĈ�đó�«ĄóģĈº�
the wine menu, who does not drink, or who is happy with the 
ÌóėĈº�ģÏêºɐ���Æóó³�è�ÔđĄº�³ɭ�­�ê��êđÏ­ÏĀ�đº�đÌº�­ėĈđóèºĄĈɭ�êºº³Ĉ�
�ê³�ÏèĀĄóĢº�đÌº�­ėĈđóèºĄ�ºĨĀºĄÏºê­º��ê³�ĄºđºêđÏóêɐ
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zÌº�è�ÔđĄº�³ɭ�ÞêóģĈ� đÌ�đ�è�ĀĀÏêÆ�ĀóđºêđÏ�á� ­ėĈđóèºĄ� ÏêđºĄ�­-
tions and interpreting them creates an advantage for both the 
­ėĈđóèºĄ��ê³�đÌº�«Ą�ê³ɐ�9đɭĈ�đÌº�Ĉ�èº�ģÏđÌ��ê�óêáÏêº�­ėĈđóèºĄ�
ÛóėĄêºĩɐ

9ê� đÌº� «ėĩºĄɭĈ� ÛóėĄêºĩɊ� ėĈºĄĈ� đºáá� �� áóđ� �«óėđ� đÌºèĈºáĢºĈɐ� zÌºĩ�
reveal their passions, interests, and wishes, as well as their 
ºĨĀº­đ�đÏóêĈ�ÄĄóè�đÌº�«Ą�ê³�đÌºĩ��Ąº�³º�áÏêÆ�ģÏđÌɐ

�óêđºêđ�9êđºááÏÆºê­º�­�ê��ê�áĩįº��ê³�ÏêđºĄĀĄºđ�đÌº��­đÏóêĈ�ĀºóĀáº�
đ�Þº�óêáÏêº�ɠ�ÄóĄ�ºĨ�èĀáºɊ�ģÌÏ­Ì�ĢÏ³ºóĈ�đÌºĩ�ģ�đ­Ìº³Ɋ�đÌº�đĩĀºĈ�
of news stories they read on the mobile app, and the products they 
áóóÞº³�ÄóĄ�óê��ê�ºɢ­óèèºĄ­º�ģº«ĈÏđºɐ

The wealth of data collected on these channels can now help the 
sales team know in advance the items that interest the client, as 
ģºáá��Ĉ�ģÌ�đ�Ìº�óĄ�ĈÌº�êºº³Ĉ�đó�Ĉºº�³ėĄÏêÆ�đÌº�«ėĩºĄɭĈ�ÛóėĄêºĩɊ�
�Ĉ�ĈÌóģê�Ïê�,ÏÆėĄºɯȪɢȬɐ�Sóģ�đÌº�«Ą�ê³�­�ê�ĀĄóĀóĈº�ĀºĄĈóê�áÏįº³�
­�ááĈɢđóɢ�­đÏóêɯɐɯɐɯɐɯÛėĈđ�áÏÞº���ÆĄº�đ�è�ÔđĄº�³ɭɐ

�ĈºĄĈ��Ąº�èóĄº�áÏÞºáĩ�đó�ĄºĈĀóê³�đó���­�ááɢđóɢ�­đÏóê�ÏÄ�Ïđ�ÏĈ�ĀºĄĈóê-
�áÏįº³��ê³�Ïđ��³³ĄºĈĈºĈ���ĈĀº­Ïĸ­�ÏêđºĄºĈđ�óÄ�đÌºÏĄĈɐ

�óė�­�ê�ĀĄóĢÏ³º�ĈđĄ�đºÆÏ­�ÏêĈÏÆÌđĈ�đó�đÌº�Ĉ�áºĈ�đº�è�«ĩ�ºêĄÏ­ÌÏêÆ�
đÌº��mQ�ĀĄó­ºĈĈɐ

Qº�ĈėĄº� đÌº� Ïê­Ąº�Ĉº� Ïê� đÌº� ĀºĄ­ºêđ�Æº� óÄ� �mQ�ėĈºĄĈ� đÌ�đ� ĩóė�
Þêóģ�đÌº�ÏêđºĄºĈđĈ�óÄɐ

Iº�Ąê�èóĄº�ÌºĄºɉ�http://bit.ly/EnrichCRMdataɐ

FIGURE 2-4: Determine e΍ective calls-to-action based on the content a 
customer views.
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Increasing the Personalization of 
Marketing Automation Actions

Qó³ºĄê�è�ĄÞºđÏêÆ��ėđóè�đÏóê� đóóáĈ��Ąº� ÄóĄ­º³� đó�ėĈº� đº­ÌêÏ­�á�
³�đ��đó�ĀĄóĸáº�Þêóģê��ê³��êóêĩèóėĈ�ėĈºĄĈɐ�zÌº�³�đ��è�ĩ�Ïê­áė³º�
the user’s IP address and country and whether the user is a recur-
ĄÏêÆ�óĄ�êºģ�ģº«ĈÏđº�ĢÏĈÏđóĄɐ�zÌÏĈ�ÞÏê³�óÄ�ÏêÄóĄè�đÏóê�ÆÏĢºĈ�ĩóė�đÌº�
big picture, but it tells you little or nothing about each individual 
ĢÏĈÏđóĄɐ

�óêđºêđ� 9êđºááÏÆºê­º� ÆĄº�đáĩ� ÏèĀĄóĢºĈ� è�ĄÞºđÏêÆ� �ėđóè�đÏóê�
capabilities by adding information about visitors’ interests to the 
�ĀĀáÏ­�đÏóêɐ��ĈºĄĈ�ģÌó�­óèº�ÄĄóè�đÌº�Ĉ�èº�­óėêđĄĩɊ�ėĈº�đÌº�Ĉ�èº�
device, and have similar viewing frequencies can be clearly dif-
ferentiated and targeted in a personalized way by leveraging data 
�«óėđ�đÌºÏĄ�ÏêđºĄºĈđĈɊ�ºĢºê�ÏÄ�đÌÏĈ�ÏĈ�đÌº�ĸĄĈđ�đÏèº�đÌºĩ�Ì�Ģº�Ĉººê�
đÌº�­óêđºêđ�Ïê�ăėºĈđÏóêɐ

�óêđºêđ� 9êđºááÏÆºê­º� �ááóģĈ� đÌº� ėĈº� óÄ� Ĉºè�êđÏ­� ÏêÄóĄè�đÏóê� đó�
classify both visitors and content, which has an important impact 
óê�è�ĄÞºđÏêÆ��ėđóè�đÏóê�đóóáĈɐ

In fact, classic marketing automation tools provide a set of 
ĄėáºĈɯ đó� đĄÏÆÆºĄ� �­đÏóêĈ� đÌ�đ� ºêÆ�Æº� ­ėĈđóèºĄĈɐ� ,óĄ� ºĨ�èĀáºɊ�
recurring visitors who come from a particular page and spend 
more than ten seconds on this page will be shown a particular 
­�ááɢđóɢ�­đÏóêɐ�"ĢºĄĩ�đÏèº�êºģ�­óêđºêđ�ÏĈ�Āė«áÏĈÌº³�óê�đÌº�ĈÏđºɊ�
ÄóĄ�ºĨ�èĀáº�óê�đÌº�«áóÆɊ�èóĈđ�óĄ��áá�óÄ�đÌº�è�ĄÞºđÏêÆ��ėđóè�đÏóê�
ĄėáºĈ�èėĈđ�«º�ėĀ³�đº³�đó�Ïê­áė³º�đÌº�êºģ�­óêđºêđɐ�zÌºĈº�đóóáĈ�­�ê�
«º�ĀóģºĄÄėáɊ� «ėđ� đÌº�è�êė�á� ÏêđºĄĢºêđÏóê� ĄºăėÏĄº³� ÏĈ� ºĨĀºêĈÏĢº�
�ê³�­ėè«ºĄĈóèºɐ

9êĈđº�³Ɋ��óêđºêđ�9êđºááÏÆºê­º��ááóģĈ�ĩóė�đó�ĀºĄĈóê�áÏįº�è�ĄÞºđ-
ing automation’s triggers, basing them also on semantic mean-
ÏêÆɐ�,óĄ�ºĨ�èĀáºɊ���Ąº­ėĄĄÏêÆ�ĢÏĈÏđóĄ�ÏêđºĄºĈđº³�Ïê�­ºĄđ�Ïê�đóĀÏ­ĈɊ�
collected from videos, pages, and photo galleries viewed, sees a 
Ā�ĄđÏ­ėá�Ą�­�ááɢđóɢ�­đÏóê�«�Ĉº³�óê�ÌÏĈ�óĄ�ÌºĄ�ĀºĄĈóê�á� ÏêđºĄºĈđĈɐ�
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9êɯ đÌÏĈ� ģ�ĩɊ� ºĢºĄĩ� êºģ� ĀÏº­º� óÄ� ­óêđºêđ� �ėđóè�đÏ­�ááĩ� ėĀ³�đºĈ�
đĄÏÆÆºĄĈ�ģÏđÌ�êó�Ìėè�ê�ÏêđºĄĢºêđÏóê�ĄºăėÏĄº³ɐ

Qº�ĈėĄº� đÌº� Ïê­Ąº�Ĉº� Ïê� đÌº� êėè«ºĄ� óÄ� ĄºđėĄêÏêÆ� ĢÏĈÏđóĄĈ� ɞm�ɟ�
ģÌó�­óêĈėèº�ģº«ĈÏđº�­óêđºêđɐ

Iº�Ąê�èóĄº�ÌºĄºɉ� 
http://bit.ly/IncreaseMarketingAutomationPersonalizationɐ

Personalizing Email Content
Qó³ºĄê�è�ĄÞºđÏêÆ��ėđóè�đÏóê�đóóáĈ�Ì�Ģº�ģóĄÞĹóģĈ�óĄ�Äº�đėĄºĈ�
đÌ�đ�óĄÆ�êÏįº��ê³��ėđóè�đÏ­�ááĩ�Ĉºê³�ĀºĄĈóê�áÏįº³�ºè�ÏáĈɐ

When we talk about personalized emails, we mean email messages 
Ïê�ģÌÏ­Ì� đÌº� ­óêđºêđ� Ïê­áė³º³� ³ºĀºê³Ĉ� óê� đÌº� ėĈºĄɭĈ� ÏêđºĄºĈđĈɐ�
These interests are determined by analyzing the types of content 
đÌº�ėĈºĄ�Ì�Ĉ�Ĉººê�óê�Ģ�ĄÏóėĈ�­óèèėêÏ­�đÏóê�­Ì�êêºáĈɐ

zÌ�êÞĈ�đó�đÌÏĈ��ĀĀĄó�­ÌɊ���è�ĄÞºđÏêÆ��ėđóè�đÏóê�đóóáɭĈ�ģóĄÞĹóģ�
­�ê�«º�ĀĄóÆĄ�èèº³�đó�­óêĈėáđ�đÌº��9�«ºÌ�ĢÏóĄ�á�ºêÆÏêº�óê���³�Ïáĩ�
basis, allowing it to learn, over time, which topics are relevant in 
đÌº�èóèºêđ�đó�ºĢºĄĩ�­ėĈđóèºĄɐ�6ºĄº��Ąº�đÌº�ģ�ĩĈ�Ïê�ģÌÏ­Ì����9�
engine is activated:

 » 0anual 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.

 » 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.

 » 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 CI recommendation engine.

 » 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.

Qº�ĈėĄº� đÌº� Ïê­Ąº�Ĉº� Ïê� đÌº� êėè«ºĄ� óÄ� ĄºđėĄêÏêÆ� ĢÏĈÏđóĄĈ� ɞm�ɟ�
ģÌó�­óêĈėèº�ģº«ĈÏđº�­óêđºêđɐ

Engaging the Unknown Social  
Media Audience

�óêêº­đÏêÆ�Ĉó­Ï�á�êºđģóĄÞĈ�đó�ĩóėĄ��óêđºêđ�9êđºááÏÆºê­º�ĈĩĈđºè�ÏĈ�
a great opportunity for your brand because

 » They become places to have daily interaction with users. 
Social media is di΍erent 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

�9�­�ê�ĀĄóĸáº�ºĢºĄĩ�ėĈºĄɊ�Ïê­áė³ÏêÆ�đÌº�ėêÞêóģê�óêºĈɐ�9è�ÆÏêºɊ�
ÄóĄ�ºĨ�èĀáºɊ�đÌ�đ���­óèĀ�êĩ�ĀĄóèóđºĈ�ĀĄºèÏėè�­óêđºêđ�óê�Ĉó­Ï�á�
êºđģóĄÞĈɐ��Ìºê���ėĈºĄ�Ïê�đÌº�đ�ĄÆºđ��ė³Ïºê­º�ĈººĈ�đÌº�ĀóĈđ��ê³�
­áÏ­ÞĈ�đÌº�³óģêáó�³�«ėđđóê�đó�Æºđ�đÌº�­óêđºêđɊ��9�­óèèėêÏ­�đºĈ�
between the download page and the social media network to track 
đÌº�­óêđ�­đ��ê³�è�Þº�Ïđ�Ąº­óÆêÏį�«áº�đó�đÌº��9�ĈóÄđģ�Ąºɐ�"Ģºê�ÏÄ�
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the company still doesn’t know this person, because he or she 
Ì�Ĉêɭđ�ĀėĄ­Ì�Ĉº³��êĩđÌÏêÆ�ĩºđɊ��9�­�ê�Ĉđ�Ąđ�ĈėÆÆºĈđÏêÆ�ĀºĄĈóê�á-
Ïįº³�­óêđºêđɐ

�óêđºêđ�9êđºááÏÆºê­º�ÌºáĀĈ�ĩóė�áÏêÞ�ĩóėĄ�Ĉó­Ï�á�èº³Ï��Āá�đÄóĄèĈ�
with your content strategy, lead generation, and the nurturing 
ĀĄó­ºĈĈɐ

Qº�ĈėĄº�đÌº�Ïê­Ąº�Ĉº�Ïê�đÌº�ĀºĄ­ºêđ�Æº�óÄ�ĄºđėĄêÏêÆ�ĢÏĈÏđóĄĈ�ĀĄó-
ĸáº³�«ĩ�đÌº�Ĉó­Ï�á�­�èĀ�ÏÆêɐ

Iº�Ąê�èóĄº�ÌºĄºɉ�http://bit.ly/EngageSocialMediaAudienceɐ

Empowering Content Strategy  
and Analysis

It would be great if you, as a marketer, had a way to know which 
đóĀÏ­Ĉ�ĩóėĄ��ė³Ïºê­º�ÏĈ� ÏêđºĄºĈđº³�Ïêɐ��óė�­óėá³�đÌºê�Äó­ėĈ�ĩóėĄ�
ºĵóĄđĈ�óê�ģĄÏđÏêÆ��ĄđÏ­áºĈ� đÌ�đ�ĩóėĄ��ė³Ïºê­º�ģóėá³��ĀĀĄº­Ï�đºɐ�
�óė�ģóėá³�Þêóģ�ģÌÏ­Ì�ĀÌóđóĈ��ê³�ĢÏ³ºóĈ�đó�Āė«áÏĈÌ��ê³�«º�ĈėĄº�
óÄ�º�ĄêÏêÆ���áóđ�óÄ�ĢÏºģĈ��ê³�áÏÞºĈɐ��ĩ�­óê­ºêđĄ�đÏêÆ�óê�đÌº�đóĀÏ­Ĉ�
that appeal to your audience, you would optimize your resources 
�ê³�è�Þº�đÌº�«ºĈđ�ėĈº�óÄ�ĩóėĄ�ĀºĄĈóê�á�ºĵóĄđɐ

�óêđºêđ�9êđºááÏÆºê­º�­�ê�ÌºáĀ�ĩóė�ÏèĀĄóĢº�ĩóėĄ�­óêđºêđ�ĈđĄ�đºÆĩ�
because by tagging content, you can collect information about the 
ÏêđºĄºĈđĈ� óÄ� ĀóđºêđÏ�á� ­ėĈđóèºĄĈɊ� ºĢºê� đÌº� �êóêĩèóėĈ� óêºĈɐ� 9ê�
đÌÏĈ�ģ�ĩɊ��9�đºááĈ�ĩóė�Ïê��³Ģ�ê­º�ģÌÏ­Ì�­óêđºêđ�đó�ĈÌóģ�đó�đÌºè�
Ïê�ÄėđėĄº�ÏêđºĄ�­đÏóêĈɐ

�óėĄ�­óêđºêđ�ĈđĄ�đºÆĩ�ģÏáá�ÏèĀĄóĢº�«º­�ėĈºɉ

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

 » 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.

 » 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 savvier about what truly persuades 
customers.

Qº�ĈėĄº� đÌº� đóĀÏ­ɭĈ� �ê³� ­óêđºêđɭĈ� Ïê­Ï³ºê­º� Ą�đº� óê� �� ĈĀº­Ïĸ­�
­óêĢºĄĈÏóêɐ

Iº�Ąê�èóĄº�ÌºĄºɉ�http://bit.ly/EmpowerContentStrategyɐ
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Chapter 3

IN THIS CHAPTER

 » Determining where Content Intelligence 
can fall short

 » Avoiding overlap with existing systems

 » Learning how to organize and tag 
di΍erent kinds of content

 » Remembering that evolutionary change 
takes time

Understanding When 
Content Intelligence 
Can Fall Short

In order to be a good Content Intelligence manager, you need to 
Þêóģ�đÌº�«ºêºĸđĈ�óÄ��9��ê³�Ìóģ�Ïđ�ºêÌ�ê­ºĈ�­óèĀ�êÏºĈɭ�ÏêđºĄ-
ê�á�ĀĄó­ºĈĈºĈ��ê³�ĄóáºĈɐ�9đɭĈ��áĈó�ÏèĀóĄđ�êđ�đó�Þêóģ�ģÌ�đ�­�ê�
đÌĄº�đºê��9Ɋ�áº�³ÏêÆ�đó�êºÆ�đÏĢº�ĄºĈėáđĈɐ

9ê�đÌÏĈ�­Ì�ĀđºĄɊ�ģº�ĈÌ�Ąº�Ĉóèº�ėĈºÄėá�đÏĀĈ�đó�ÌºáĀ�ĩóė��ĀĀáĩ��9�Ïê�
đÌº�ĄÏÆÌđ�ģ�ĩ��ê³�ÏêđºÆĄ�đº�­óêđºêđ�³�đ��ģÏđÌ�đÌº�ºĨÏĈđÏêÆ�Āá�đ-
ÄóĄèĈ� ĩóėĄ� ­óèĀ�êĩ� óģêĈɐ� �ĩ� ÄóááóģÏêÆ� đÌºĈº� ĀĄó­º³ėĄºĈɊ� ĩóė�
­�ê��ĢóÏ³��ĢóÏ³ÏêÆ�³�êÆºĄóėĈ��ê³�ėĈºáºĈĈ�óĢºĄá�Ā��ê³�­óêÄėĈÏóêɐ

Tagging Based on Inconsistent  
Taxonomy

zó�Æºđ�đÌº�«ºĈđ�ĄºĈėáđĈ�ÄĄóè��óêđºêđ�9êđºááÏÆºê­ºɊ�ĩóė�Ì�Ģº�đó�«º�
­óêĈÏĈđºêđ�ģÏđÌ�­óêđºêđ�đ�ÆÆÏêÆɐ�\ÄđºêđÏèºĈ�ģÏđÌÏê���­óèĀ�êĩɊ�đÌº�
đ�ÆÆÏêÆ�ĀĄó­ºĈĈ�ÄóááóģĈ�³ÏĵºĄºêđ�ĄėáºĈ�³ºĀºê³ÏêÆ�óê�đÌº�³ºĀ�Ąđ-
èºêđ�óĄ�ºĨđºĄê�á��Æºê­ĩɐ��Ì�đɭĈ�ºĢºê�ģóĄĈº�ÏĈ�ÏÄ�đÌº�­óèĀ�êĩ�Ì�Ĉ�
êó�ĄėáºĈ�đó�Äóááóģɐ�9ê�«óđÌ�­�ĈºĈɊ�đÌº�ĄºĈėáđ�ÏĈ�­Ì�óđÏ­�đ�ÆÆÏêÆɐ
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zÌº�èóĈđ�­óèèóê�­�ėĈº�óÄ�­Ì�óđÏ­�đ�ÆÆÏêÆ�ÏĈ�đÌ�đ�đÌº�­óèĀ�êĩ�
³óºĈêɭđ�Ì�Ģº���ėêÏăėº��ê³�óĶ­Ï�á�đ�Ĩóêóèĩ�đó�Äóááóģɐ��ėĈĩ�è�Ą-
ÞºđÏêÆ�³ºĀ�ĄđèºêđĈ�óÄđºê�³óêɭđ�Ì�Ģº�đÌº�đÏèº�đó�³ºđºĄèÏêº��ê³�
ĸê�áÏįº��ê�óĶ­Ï�á�đ�Ĩóêóèĩɐ

QóĄº�ĈĀº­Ïĸ­�ááĩɊ�đÌº�­�ėĈºĈ�óÄ�­Ì�óđÏ­�đ�ÆÆÏêÆ��Ąºɉ

 » Content duplication: This takes place when two identical 
pieces of content are used on more than one channel and 
tagged di΍erently� An example of this is when an image is 
used in two di΍erent front-end systems�

 » 'i΍erent content formats: This happens when pieces of 
content on the same topic are delivered on di΍erent plat-
forms and are tagged in di΍erent ways� Examples of di΍erent 
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 di΍erent 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 o΍ers� An internal editor tagged it 
as Ȋ+istorical Tours�ȋ

• Image on a mobile app for a last-minute promotion: The app 
requires Colosseum_small.jpg �a ���x��� square thumbnail�� which 
an external editor tagged as ȊLastminute�ȋ

The aggregate customer view information (often referred as a “single 
customer viewȋ� of the user who has seen that content may seem 
unclear or even contradictory� even if the content contains relevant 
information� 1ow� 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 o΍er 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 di΍erent taxonomy�

zÌº�èóĄº�­óĄĄº­đ�ĩóėĄ�đ�ÆÆÏêÆ�ÏĈɊ�đÌº�èóĄº�ĄºáºĢ�êđ�đÌº�ÏêĈÏÆÌđĈ�
ÆÏĢºê�«ĩ�đÌº��9�ĈóÄđģ�Ąº�ģÏáá�«ºɐ�,ÏÆėĄºɯȫɢ1�ĈÌóģĈ���ĈÏêÆáº�­ėĈ-
đóèºĄ�ĢÏºģ�­Ąº�đº³�«ĩ���đĄ�Ģºá��Æºê­ĩɭĈ��óêđºêđ�9êđºááÏÆºê­º�ĈóÄđ-
ģ�Ąºɐ� zÌº�ɩđ�Æ� ­áóė³ɪ� óê� đÌº� ĄÏÆÌđ� ĈÏ³º� óÄ� đÌº� Ĉ­Ąººê�ĀĄóĢÏ³ºĈ�
ÏêĈÏÆÌđĈ� Ïêđó� đÌº� ­ėĄĄºêđ� ÏêđºĄºĈđĈ� óÄ� óêº� ĀºĄĈóêɊ� G�đº� i�ĄÞºĄɐ�
�ºáóģ� đÌ�đɊ� đÌº� �9� ĈóÄđģ�Ąº� ĈėÆÆºĈđĈ� đóĀÏ­Ĉ� �ê³� ­óêđºêđ� đÌ�đ�
èÏÆÌđ�ÏêđºĄºĈđ�ÌºĄɐ

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 Ȋ+istorical tour� Colosseum�ȋ

• Landing page of online websites: The page is about a trip to 
Rome that the travel company o΍ers� It is tagged as Ȋ+istorical 
tour� Rome�ȋ

• Image on a mobile app for a last-minute promotion: The app 
requires Colosseum_small.jpg �a ���x��� square thumbnail�� 
tagged as ȊRome� +istorical tour� Lastminute o΍er�ȋ

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

• Is interested in trips and tours to historic places

• Is 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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zÌº� đ�Þº�ģ�ĩ� ÏĈ� ­áº�Ąɉ� 9đ� ÏĈ� ºĈĈºêđÏ�á� đÌ�đ� �óêđºêđ� 9êđºááÏÆºê­º�
ĈóÄđģ�Ąº�«º��«áº�đó

 » 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�

 » 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�

Q�êĩ�đÏèºĈɊ�èėáđÏèº³Ï��­óêđºêđ�ɞĀÌóđóĈ�óĄ�ĢÏ³ºóĈɊ�ÄóĄ�ºĨ�èĀáºɟ�
ÏĈ� ÏÆêóĄº³��ê³�óêáĩ�6zQI�Ā�ÆºĈ��Ąº� đ�ÆÆº³ɐ�zÌÏĈ� ÏĈ�êóđ���Æóó³�
ĀĄ�­đÏ­º�«º­�ėĈº�èėáđÏèº³Ï��ÏĈ�ÏêđºĄºĈđÏêÆ�­óêđºêđ�đÌ�đ�ĀĄóĢÏ³ºĈ�
đÌº�èóĈđ�³�đ�ɐ

z�ÆĈ�ĈÌóėá³�«º�­óÌºĄºêđ�«ėđ��áĈó�ĄºáºĢ�êđɉ�9đ�ÏĈ�«ºđđºĄ�đó�ėĈº�ÄºģºĄɊ�
«ėđ�ÌÏÆÌáĩ�ĄºáºĢ�êđɊ�đ�ÆĈɐ�,óĄ�ºĨ�èĀáºɊ���ĀÌóđóɊ���ĢÏ³ºóɊ��ê³��ê�
6zQI�Ā�Æº��«óėđ�ɩqÏÆÌđĈººÏêÆ�zĄÏĀ� Ïê�móèºɪ�ĈÌóėá³�êóđ�Ì�Ģº�
đ�ÆĈ� Ĉė­Ì� �Ĉ� ɩ"ėĄóĀº�ê� ­�ĀÏđ�áĈɪ� «º­�ėĈº� đÌÏĈ� ­�đºÆóĄĩ� ÏĈ� đóó�
ÆºêºĄ�áɐ

zÌº�Ģ�ĄÏóėĈ�º³ÏđóĄÏ�á�³ºĀ�ĄđèºêđĈ�óÄ�ĩóėĄ�­óèĀ�êĩ�ĈÌóėá³�èººđ�
ĀºĄÏó³Ï­�ááĩ�ģÏđÌ�đÌº��óêđºêđ�9êđºááÏÆºê­º�è�ê�ÆºĄ�đó�ĢºĄÏÄĩ�đÌ�đ�
đÌºÏĄ�ģóĄÞ�ÏĈ�Ïê�áÏêº�ģÏđÌ�đÌº�­óèĀ�êĩɭĈ�ÆºêºĄ�á�ÆėÏ³ºáÏêºĈ��ê³�
đ�Ĩóêóèĩɐ

FIGURE 3-1: A single customer view created by CI software�
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Confusing CI with Business Intelligence 
and Advanced Analytics Data

�³Ģ�ê­º³� �ê�áĩđÏ­ĈɊ� «ėĈÏêºĈĈ� ÏêđºááÏÆºê­ºɊ� Ĉó­Ï�á� èº³Ï�� áÏĈđºê-
ÏêÆɊ�«ÏÆ�³�đ���ê�áĩĈÏĈɯɠ� ÏđɭĈ� đºĄèÏêóáóÆĩ�ĩóė� áÏÞºáĩ�Þêóģ�ģºááɐ�
qóèºđÏèºĈɊ� «º­�ėĈº� óÄ� đÌº� è�êĩ� đº­ÌêóáóÆÏºĈ� �ê³� đóóáĈ� đÌº�
�è�ĄÞºđĀá�­º� óĵºĄĈɊ� Ïđ� ÏĈêɭđ� º�Ĉĩ� đó� ėê³ºĄĈđ�ê³� đÌº� ³ÏĵºĄºê­ºĈ�
�èóêÆ�đÌºĈº�­óê­ºĀđĈɐ�I�­Þ�óÄ�­á�ĄÏđĩ��«óėđ�đÌºĈº�đºĄèĈ�­�ê�Ĉáóģ�
đÌº�ĀĄó­ºĈĈ�óÄ�áºĢºĄ�ÆÏêÆ�đÌº�³�đ��­óááº­đº³�«ĩ��9Ɋ�ģÌÏ­Ì�èº�êĈ�
ĈÌ�ĄĀáĩ�Ąº³ė­ÏêÆ�đÌº�­óêđºêđɭĈ�óĢºĄ�áá�ĀºĄÄóĄè�ê­ºɐ

zó�è�Þº�ĈėĄº�ĩóė�Ĉđ�Ąđ�ÄĄóè���­óèèóê�ėê³ºĄĈđ�ê³ÏêÆɊ�ÌºĄº��Ąº�
đÌº�³ºĸêÏđÏóêĈ�óÄ���Äºģ�Þºĩ�­óê­ºĀđĈɉ

 » 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�

 » 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�

 » 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�

�³Ģ�ê­º³��ê�áĩđÏ­Ĉ�đóóáĈ�­�ê�­ĄóĈĈɢ­Ìº­Þ�³�đ��óê�ģº«ĈÏđº��­đÏĢÏđĩ�
ɞÄóĄ�ºĨ�èĀáºɊ�đÌº�êėè«ºĄ�óÄ�ģº«ĈÏđº�ĢÏºģĈɊ�Ā�ÆºĈ�ĢÏºģº³Ɋ��ĢºĄ�Æº�
đÏèº�óê�Ā�ÆºɊ��ê³�«óėê­º�Ą�đºɟ��ê³�ĈºÆèºêđ�đÏóê�³�đ��­óááº­đº³�
Ïê�đÌº�­ėĈđóèºĄ�Ąºá�đÏóêĈÌÏĀ�è�ê�Æºèºêđ�ɞ�mQɟ�ĈóÄđģ�Ąºɐ�zÌÏĈ�
ĀĄó­ºĈĈ�­Ąº�đºĈ�«ºÌ�ĢÏóĄ��ê³�ĈėĄĸêÆ�ĀĄóĸáºĈ�ÄóĄ�ºĢºĄĩ��ė³Ïºê­º�
ĈºÆèºêđɐ

�ėĈÏêºĈĈ�ÏêđºááÏÆºê­º�Äó­ėĈºĈ�óê�ĀĄó­ºĈĈÏêÆ�đÌº�đĄ�êĈ�­đÏóê�á�³�đ��
óÄ� đÌº�ĀėĄ­Ì�Ĉº�óĄ��ÄđºĄ� đÌº�ĀėĄ­Ì�Ĉºɐ� 9đ��áĈó�­ĄóĈĈɢ­Ìº­ÞĈ�³�đ��
­óááº­đº³�«ĩ��³Ģ�ê­º³��ê�áĩđÏ­Ĉ��ê³�­�ê�ĀĄóĢÏ³º�èºđĄÏ­Ĉ��ê³�ĈđĄ�-
đºÆÏ­� ÏêĈÏÆÌđĈ� Ïêđó� «ėĩºĄ� «ºÌ�ĢÏóĄɐ� zÌÏĈ� ³�đ�� ­�ê�«º�ÌºáĀÄėá� ÄóĄ�
è�ê�Æºèºêđ� ģÌºê� ĩóėĄ� ­óèĀ�êĩ� ÏĈ�è�ÞÏêÆ� ĀĄº³Ï­đÏóêĈ� �«óėđ�
ĀėĄ­Ì�ĈºĈɊ�óĄÆ�êÏį�đÏóê�á�­Ì�êÆºĈɊ�ÏèĀĄóĢºèºêđ�óÄ�đÌº�ĀĄó³ė­-
đÏóê�ĹóģɊ��ê³�ºĶ­Ïºê­ĩɐ
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zÌÏĈ�ÏĈ�ģÌºĄº��óêđºêđ�9êđºááÏÆºê­º�­óèºĈ�Ïêđó�Āá�ĩɐ��9�«ĄÏêÆĈ�ĩóė�
³�đ���«óėđ���ĀºĄĈóêɭĈ�ÏêđºĄºĈđĈ�«ĩ��ê�áĩįÏêÆ�­óêđºêđ�đóĀÏ­�ėĈ�Æºɐ

�óė�ģÏáá� «º� �«áº� đó� ėê³ºĄĈđ�ê³�ģÌ�đ� đÌÏĈ� ėĈºĄ� Ì�Ĉ� ³óêº� before 
ºêđºĄÏêÆ�óêº�óÄ�ĩóėĄ� đóė­ÌĀóÏêđĈ�óĄ�ģÌ�đ� đÌ�đ�ĀºĄĈóê�Ì�Ĉ�³óêº�
before�­óèÏêÆ�«�­Þ�ÄóĄ���Ĉº­óê³�đÏèºɐ�"Ģºêđė�ááĩɊ��9�ģÏáá�ÏêđºÆĄ�đº�
ģÏđÌ� đÌº��³Ģ�ê­º³��ê�áĩđÏ­Ĉ��ê³� đÌº�«ėĈÏêºĈĈ� ÏêđºááÏÆºê­º�Āá�đ-
ÄóĄèĈɊ��ê³�đÌºĩ�ģÏáá�­óèĀáºèºêđ�º�­Ì�óđÌºĄɐ

�óêđºêđ� 9êđºááÏÆºê­º� �³³Ĉ� ºêđÏĄºáĩ� êºģ� ăė�áÏđ�đÏĢº� ³�đ�� đó� đÌº�
ăė�êđÏđ�đÏĢº�³�đ��đÌ�đ�ĩóė��áĄº�³ĩ�Ì�Ģºɐ�9đ�đºááĈ�ĩóė��«óėđ�­ėĈđóèºĄ�
ÏêđºĄºĈđĈ�³ºĄÏĢº³�ÄĄóè��ê�áĩįÏêÆ�đÌº�­óêđºêđ�đÌº�ėĈºĄ�ĢÏºģĈɊ��ê³�
­óêĈºăėºêđáĩɊ�ģÌÏ­Ì�­óêđºêđ�ÏêĹėºê­ºĈ�đÌº�­óêĢºĄĈÏóê�ĀĄó­ºĈĈɐ

'ealing with AI (ngines That /ack 
Product Information

QóĈđ��óêđºêđ�9êđºááÏÆºê­º�ĈóÄđģ�Ąº�ĄºáÏºĈ�óê���ĀĄºɢ«ėÏáđ�đ�Ĩóêóèĩ�
đĄºº�đó�­á�ĈĈÏÄĩ�đóĀÏ­Ĉɐ�,óĄ�ºĨ�èĀáºɊ�ģÌºê�ĈÌóģê���ģº«�Ā�ÆºɊ�đÌº�
�9�ĈóÄđģ�Ąº�ɩĄº�³Ĉɪ�đÌº�đºĨđ�ɞ«ĩ�ėê³ºĄĈđ�ê³ÏêÆ�ĀÌĄ�Ĉº�ĈđĄė­đėĄºɟ�
�ê³�Ï³ºêđÏĸºĈ�ÞºĩģóĄ³Ĉ�đÌ�đ�³ºĈ­ĄÏ«º�đÌº�đóĀÏ­�óÄ�º�­Ì�Ĉºêđºê­ºɐ�
zÌºê� Ïđ� ĸê³Ĉ� đÌº� đ�ĨóêóèĩɭĈ�èóĈđ�ĸđđÏêÆ� ĀĄºɢ«ėÏáđ� đóĀÏ­� ­á�ĈĈ�
đÌ�đ�Ïê­áė³ºĈ�èóĈđ�óÄ�đÌóĈº�ÞºĩģóĄ³Ĉɐ

9êĈđº�³Ɋ� ºĵº­đÏĢº� �óêđºêđ� 9êđºááÏÆºê­º� ĈóÄđģ�Ąº�èėĈđ� ĀĄóĢÏ³º� ��
«ºĈĀóÞº��ê�áĩĈÏĈɐ�qºè�êđÏ­��ê�áĩĈÏĈ��ê³�Ïè�Æº�Ąº­óÆêÏđÏóê�èėĈđ�
ºĨđĄ�­đ� đÌº�è�Ïê� ÞºĩģóĄ³Ĉ� ³ºĈ­ĄÏ«ÏêÆ� �áá� đÌº� ­óê­ºĀđĈ� đÌ�đ� �Ąº�
«ºÏêÆ�³ÏĈ­ėĈĈº³� Ïê� đÌº� ­óêđºêđ� �ê³�è�Ā� đÌºè� đó� đÌº�«ėĈÏêºĈĈɢ
ĈĀº­Ïĸ­�đ�Ĩóêóèĩɐ�"ĢºĄĩ�«ėĈÏêºĈĈ�ĄºăėÏĄºĈ���ėêÏăėº�Ĉºđ�óÄ�­á�ĈĈÏ-
ĸ­�đÏóêĈ�«º­�ėĈº�đÌº�³ºÄ�ėáđ�­á�ĈĈÏĸ­�đÏóêĈ��Ąº�ºÏđÌºĄ�đóó�ÆºêºĄÏ­�
óĄ�đóó�«Ąó�³�đó�«º�ĀĄ�­đÏ­�áɐ

�ê�ºĨ�èĀáº�óÄ��9�«ºÏêÆ��ĀĀáÏº³�đó�­á�ĈĈÏÄĩ�­óêđºêđ�Ïê���ĄºáºĢ�êđ�
ģ�ĩ� ÏĈ�ĀĄó³ė­đ�Ąº­óÆêÏđÏóêɐ��ê��9�ºêÆÏêº�­�ê�«º�đĄ�Ïêº³�đó�ĸê³�
��­óèĀ�êĩɭĈ�ĀĄó³ė­đɊ�ėê³ºĄĈđ�ê³�º�­Ì�èó³ºáɊ��ê³��ėđóè�đÏ­�ááĩ�
áÏêÞ�đÌº�ĀĄó³ė­đ�Ā�Æº�ģÏđÌ�­óêđºêđ�ÏêÄóĄè�đÏóê�­óèÏêÆ�ÄĄóè�đÌº�
ĀĄó³ė­đ� ÏêÄóĄè�đÏóê�è�ê�Æºèºêđ� ɞi9Qɟ� óĄ� ºêđºĄĀĄÏĈº� ĄºĈóėĄ­º�
Āá�êêÏêÆ�ɞ"miɟɐ

"Ģºêđė�ááĩɊ� đÌº� �óêđºêđ� 9êđºááÏÆºê­º� ºêÆÏêº� áº�ĄêĈ� đó� Ąº­óÆêÏįº�
�ê³� �ĈĈÏÆê� Ïê­Ąº�ĈÏêÆáĩ� ĄºáºĢ�êđ� �ê³� «ėĈÏêºĈĈɢĈĀº­Ïĸ­� đóĀÏ­ĈɊ�
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Ąº­óÆêÏįº�ĩóėĄ�ĀĄó³ė­đĈɊ��ê³�Ąºá�đº�­óêđºêđ�đó�đÌº�³º­ÏĈÏóê�Ĉđ�Æº�
óÄ�đÌº�«ėĩºĄɭĈ�ÛóėĄêºĩɐ�zÌº�ĄºĈėáđĈ��Ąº�đÌ�đ

 » Editors spend less time on content tagging�

 » You gain more consistent data�

/acking a Content Intelligence 0anager 
across Departments

�óêđºêđ� 9êđºááÏÆºê­º� «ĄÏêÆĈ� «ºêºĸđĈ� đó� è�êĩ� ³ºĀ�ĄđèºêđĈ� �ê³�
­óááº�ÆėºĈ� ģÏđÌÏê� ĩóėĄ� ­óèĀ�êĩɐ� 9đɭĈ� �� ÆĄº�đ� óĀĀóĄđėêÏđĩ� đó�
ĄºèóĢº�³�đ�� ĈÏáóĈ� ÄĄóè�ĩóėĄ� óĄÆ�êÏį�đÏóêɐ� 9ê�è�êĩ� ­óèĀ�êÏºĈɊ�
³ºĀ�ĄđèºêđĈ�ģóĄÞ�ģÏđÌ�ĀĄó­ºĈĈºĈ�đÌ�đ��Ąº�ăėÏđº�³ÏĵºĄºêđɊ�ģÌÏ­Ì�
èº�êĈ�đÌºĩ�Ì�Ģº�Äºģ�óĀĀóĄđėêÏđÏºĈ�đó�ģóĄÞ�đóÆºđÌºĄ�óê���­óè-
èóê� «�ĈÏĈɐ� �ÏđÌóėđ� �� �óêđºêđ� 9êđºááÏÆºê­º� è�ê�ÆºĄ� ĩóė� ­�êɭđ�
«ĄÏêÆ�ĩóėĄ�³ºĀ�ĄđèºêđĈ�đóÆºđÌºĄ�đó�ģóĄÞ�­óóĀºĄ�đÏĢºáĩɐ

�9�ģÏáá�Ĉė­­ºº³�óêáĩ�ÏÄ�ĩóė�Ì�Ģº��ê�ɩóģêºĄɪ�đó�è�Þº�Ïđ��áá�ĀóĈĈÏ«áºɐ�
�ÏđÌóėđ�đÌ�đ�ĀºĄĈóêɊ�ĩóėĄ�­óèĀ�êĩ�ģÏáá�ĸê³�Ïđ�³ÏĶ­ėáđ�đó�Äóááóģ���
­óêĈÏĈđºêđ�ĀĄó­ºĈĈ��ê³�áºĢºĄ�Æº�đÌº�³�đ��³ºĄÏĢº³�ÄĄóè�ÏêđºááÏÆºêđ�
­óêđºêđɐ

�óêđºêđ� 9êđºááÏÆºê­º� ÏĈ� �ê� ºĨđĄ�óĄ³Ïê�Ąĩ� óĀĀóĄđėêÏđĩ� «º­�ėĈº� Ïđ�
ºê�«áºĈ�đÌº�Ģ�ĄÏóėĈ�³ºĀ�ĄđèºêđĈ�óÄ�ĩóėĄ�­óèĀ�êĩ�đó�­óèèėêÏ-
­�đº�ģÏđÌ�º�­Ì�óđÌºĄɐ���­óèĀ�êĩ�đÌ�đ�ėĈºĈ��9�ĈóÄđģ�Ąº�ê�đėĄ�ááĩ�
èóĢºĈ� đóģ�Ą³� �� ­óèèóê� đ�Ĩóêóèĩɐ� ��đ�� ­óááº­đº³� «ĩ� đÌº� ³ÏÄ-
ÄºĄºêđ�³ºĀ�ĄđèºêđĈ�­�ê�«º��ÆÆĄºÆ�đº³�đó�ĀĄóĢÏ³º���­óèĀĄºÌºê-
ĈÏĢº� ĢÏĈÏóê� óÄ� Ìóģ� đÌºĩ� ­óêđĄÏ«ėđº� đó� �­ÌÏºĢÏêÆ� đÌº� ­óèĀ�êĩɭĈ�
ó«Ûº­đÏĢºĈɐ

,ÏÆėĄºɯȫɢȪ�ĈÌóģĈ�ģÌĩ��óêđºêđ�9êđºááÏÆºê­º�ÏĈ���ĈđĄ�đºÆÏ­�ģ�ĩ�đó�
ĈđĄºêÆđÌºê�đÌº�áÏêÞĈ��èóêÆ�đÌº�³ÏĵºĄºêđ�ĀºóĀáº��ê³�ĄóáºĈ�Ïê�ĩóėĄ�
­óèĀ�êĩɐ� �ĩ� ģóĄÞÏêÆ� đóÆºđÌºĄ� Ïê� đÌÏĈ� ģ�ĩɊ� ĩóėĄ� ³ºĀ�ĄđèºêđĈ�
­Ąº�đº���ĈóáÏ³�Äóėê³�đÏóê�óê�ģÌÏ­Ì�đó�³ºĢºáóĀ�ĀĄó³ė­đĈ��ê³�«ėÏá³�
Æóó³�Ąºá�đÏóêĈÌÏĀĈ�ģÏđÌ�­ėĈđóèºĄĈɐ

zó� ÌºáĀ� ºĢºĄĩ� đº�è� «ºêºĸđ� ÄĄóè� �9Ɋ� đÌº� �óêđºêđ� 9êđºááÏÆºê­º�
è�ê�ÆºĄ�Ì�Ĉ�đó�ºêĈėĄº�­óêđÏêėÏđĩ��­ĄóĈĈ�đÌº�ĀĄóÛº­đ��ê³�êėĄđėĄº�
đÌº�³ºĢºáóĀèºêđ��ê³�óĄÆ�êÏį�đÏóê�óÄ�đÌº�ĀĄó­ºĈĈºĈɐ
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z�Þº�­�Ąº�đó�ĀĄóĀºĄáĩ�óĄÆ�êÏįº�đÌº�³ÏĵºĄºêđ�ĀÌ�ĈºĈɊ�Äó­ėĈ�óê�èºđ-
ĄÏ­Ĉ��ê³�Gi9Ĉ�đó�­óááº­đ�³�đ�Ɋ��ê³�ĀºĄÏó³Ï­�ááĩ�ĈÌ�Ąº�đÌº�ĄºĈėáđĈ�óÄ�
ĩóėĄ��­đÏóêĈ�ģÏđÌ�đÌº�ºêđÏĄº�­óèĀ�êĩɐ

zÌº� êºĨđ� đÌĄºº� Ĉº­đÏóêĈ� ÌÏÆÌáÏÆÌđ� đÌĄºº� ĀºĄÏó³Ï­� è�Ïêđºê�ê­º�
�­đÏĢÏđÏºĈ�đÌ�đ�đÌº��óêđºêđ�9êđºááÏÆºê­º�è�ê�ÆºĄ�èėĈđ�­�ĄĄĩ�óėđɐ�
zÌºĈº��­đÏĢÏđÏºĈ��Ąº�ºĈĈºêđÏ�á�đó�Æė�Ą�êđºº��9�Ĉė­­ºĈĈɐ

Managing siloed data results  
and a lack of sharing
z�áÞ�ģÏđÌ�đÌº�³ÏĵºĄºêđ�Ĉđ�ÞºÌóá³ºĄĈ� Ïê�đÌº�­óèĀ�êĩ��ê³�³ºĸêº�
đÌº�Æó�áĈ�đÌºĩ�Ì�Ģº�ÄóĄ��óêđºêđ�9êđºááÏÆºê­ºɐ�qÌóģ�đÌºè�Ìóģ�đó�
èº�ĈėĄº�đÌº�ĀºĄÄóĄè�ê­º�óÄ�đÌº��9�ĈóÄđģ�Ąº��ê³��9�ºêÆÏêºĈ��ê³�
Æºđ� đÌºè� ėĈº³� đó� �ê�áĩįÏêÆ� �ê³� áºĢºĄ�ÆÏêÆ� ³�đ�ɐ� ,Ïê�ááĩɊ� ÌºáĀ�
đÌºè�ĸÆėĄº�óėđ�ģÌ�đ�êºº³Ĉ�ÏèĀĄóĢºèºêđ�ÏÄ�đÌº�ĄºĈėáđĈ�³óêɭđ�èººđ�
đÌºÏĄ�ºĨĀº­đ�đÏóêĈɐ

�ºáºđÏêÆ�³�đ��ĈÏáóĈ��ê³�ÌºáĀÏêÆ�Ĉđ�ÞºÌóá³ºĄĈ�«º­óèº�èóĄº�óĀºêɢ
èÏê³º³��Ąº�đÌº�đĄ�³ºè�ĄÞĈ�óÄ���ÆĄº�đ�­óèĀ�êĩɐ�zÌÏĈ�ÏĈ�ģÌĩ�đÌº�
Ąóáº�óÄ��óêđºêđ�9êđºááÏÆºê­º�è�ê�ÆºĄ�ÏĈ�Ĉó�­Ąė­Ï�á�đó�ĩóėĄ�óĄÆ�êÏ-
į�đÏóêɐ��Ìºê�ĩóė�ÏèĀáºèºêđ��ê³�ėĈº��9�­óĄĄº­đáĩɊ�ĩóėĄ�­óèĀ�êĩ�
­�ê��ĢóÏ³�ĈÏáóĈ��ê³�ĈĀºº³�³º­ÏĈÏóê�è�ÞÏêÆɐ

Handling AI engines that aren’t 
 periodically maintained
�ºÌ�ĢÏóĄ�á��ê�áĩĈÏĈ�ºêÆÏêºĈ��ê³��ĄđÏĸ­Ï�á�ÏêđºááÏÆºê­º�ºêÆÏêºĈ��Ąº�
ÆĄº�đ�đº­ÌêóáóÆÏ­�á�ÏêêóĢ�đÏóêĈ�«º­�ėĈº�ĩóė�³ó�êóđ�êºº³���Ĉ­Ïºê-
đÏĸ­�«�­ÞÆĄóėê³�đó�«º��«áº�đó�«ºêºĸđ�ÄĄóè�đÌºèɐ

FIGURE 3-2: Strengthening links across the company�
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QóêÏđóĄÏêÆ��ê³��ĈĈÏĈđÏêÆ�đÌº�đĄ�ÏêÏêÆ�óÄ�đÌº�ºêÆÏêº�ÏĈ�óêº�óÄ�đÌº�
�óêđºêđ�9êđºááÏÆºê­º�è�ê�ÆºĄɭĈ�ó­­�ĈÏóê�á�ĄºĈĀóêĈÏ«ÏáÏđÏºĈɐ�9đ�đ�ÞºĈ�
óêáĩ���áÏđđáº�đÏèº�º�­Ì�èóêđÌ�«ėđ�ÏĈ��ê�ÏèĀóĄđ�êđ�đ�ĈÞɐ

9đ�ÏĈ�ºĈĈºêđÏ�á�đó�ĀºĄÏó³Ï­�ááĩ�ĢºĄÏÄĩ�ÏÄ�ĩóėĄ��9�ºêÆÏêºĈ�áº�Ąê�ĩóėĄ�
­á�ĈĈÏĸ­�đÏóê�ĈĩĈđºè�óĢºĄ�đÏèºɊ�óĄ�ÏÄ�đÌºĩ�ģóĄÞ�ÄĄóè�ÆºêºĄ�á�³ºĸ-
êÏđÏóêĈɐ�zÌÏĈ�èº�êĈ�ĩóė�ĈÌóėá³

 » Merge duplicated tags�

 » Link and compare your editors’ tags and your AI’s tags and 
merge them if necessary�

 » .eep the taxonomy in order�

Proceeding when trackers haven’t  
been inserted
Só�đĄ�­ÞºĄĈ�èº�êĈ�êó�³�đ�Ɍ

�Ìºê�ĩóėĄ�­óèĀ�êĩ��³óĀđĈ�êºģ�đº­ÌêóáóÆĩɊ�ĩóėɭĄº�ėê³ºĄĈđ�ê³-
�«áĩ�«ėĈĩɐ��óêɭđ�áºđ�đÌº�³ºè�ê³Ĉ�óê�ĩóėĄ�đÏèº�³ÏĈđĄ�­đ�ĩóė�ÄĄóè�
đÌº�ÏèĀóĄđ�ê­º�óÄ��óêđºêđ�9êđºááÏÆºê­ºɐ

�óĄÞ�ģÏđÌ�ĩóėĄ�­óááº�ÆėºĈ� Ïê�đÌº�³ÏÆÏđ�á��ê³�9z�³ºĀ�ĄđèºêđĈ�đó�
ĀºĄÏó³Ï­�ááĩ� ĢºĄÏÄĩ� đÌ�đ� �9� đĄ�­ÞºĄĈ� �Ąº� ­óêĸÆėĄº³� �ê³�ģóĄÞÏêÆ�
ĀĄóĀºĄáĩɐ� \đÌºĄģÏĈºɊ� ĩóėĄ� ­óèĀ�êĩ�ģÏáá�èÏĈĈ� óėđ� óê� ÏèĀóĄđ�êđ�
³�đ��«º­�ėĈº��9�ģóêɭđ��ê�áĩįº�ĩóėĄ�­óêđºêđɐ

�óė�ĈÌóėá³�ĀºĄÏó³Ï­�ááĩ�ĢºĄÏÄĩ

 » +T0/ page trackers: These monitor website pages and 
landing pages viewed�

 » 0ultimedia 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�

9Ä�ĩóėĄ�đĄ�­ÞºĄĈ��Ąº�ģóĄÞÏêÆ�ĀĄóĀºĄáĩɊ�ĩóė�ĈÌóėá³�«º��«áº�đó�­óè-
«Ïêº�³�đ��­óèÏêÆ�ÄĄóè�đÌº�³ÏĵºĄºêđ�đĄ�­ÞºĄĈ�đó�ėê³ºĄĈđ�ê³�Ìóģ�
­óêđºêđ�áº³���ėĈºĄ�đó�èóĢº�đóģ�Ą³�ĄºĈĀóê³ÏêÆ�đó���­�ááɢđóɢ�­đÏóêɐ
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Dealing with the Inability to Change 
Taxonomy on the Fly

Q�ĄÞºđÏêÆ� ³ºĀ�ĄđèºêđĈ� ­�ê� «º� Ïê­Ąº³Ï«áĩ� «ėĈĩɐ� �óėĄ� ĀĄÏóĄÏđÏºĈ�
è�ĩ�­Ì�êÆº�ăėÏ­ÞáĩɊ��ê³�ĩóė�è�ĩ�êóđ�Ì�Ģº�đÏèº�đó�đ�Æ�­óêđºêđɐ�
Q�ĩ«º�ĩóėɭĢº�á�ėê­Ìº³���êºģ�ģº«ĈÏđº��ê³�ĩóė�³óêɭđ�ģ�êđ�đó�èÏĈĈ�
óėđ�óê�đÌº�³�đ���9�­�ê�ĀĄóĢÏ³º�ĩóėɐ��óêɭđ�ģóĄĄĩɊ�«º­�ėĈº�Æóó³��9�
ĈóÄđģ�Ąº�áºđĈ�ĩóė�Ĉđ�Ąđ�đ�ÆÆÏêÆ�Ïèèº³Ï�đºáĩɊ�óĄ��êĩ�đÏèº��ÄđºĄ�đÌº�
ģº«ĈÏđº�ÏĈ�óêáÏêºɐ��óė�­�ê�ºĢºê��ê�áĩįº��áá�đÌº�³�đ��­óááº­đº³�ĈÏê­º�
đÌº�á�ėê­Ì��ê³�ĄºđĄó�­đÏĢºáĩ��ĀĀáĩ�ĩóėĄ�đ�Ĩóêóèĩ�đó�Ïđɐ

�êóđÌºĄ� ÏèĀóĄđ�êđ��ĈĀº­đ� ÏĈ� đÌ�đ�đ�Ĩóêóèĩ�­Ì�êÆºĈ�óĢºĄ�đÏèºɊ�
�­­óĄ³ÏêÆ�đó�đÌº�ºĢóáėđÏóê�óÄ�đÌº�ĀĄó³ė­đ��ê³�đÌº�­óêđºêđ�ĈđĄ�đ-
ºÆĩ�đÌ�đ�ÏĈ��­đÏĢº�Ïê�đÌ�đ�èóèºêđɐ�z�ÆÆÏêÆ�­óêđºêđ�ĈÌóėá³�«º���
³ĩê�èÏ­� �­đÏĢÏđĩɊ� �«áº� đó� �³�Āđ� ÏđĈºáÄ� ĀºĄÏó³Ï­�ááĩɐ� zÌº��óêđºêđ�
9êđºááÏÆºê­º� ĈóÄđģ�Ąº� ĩóė� ­ÌóóĈº� èėĈđ� «º� �«áº� đó� �³ÛėĈđ� đ�Ĩ-
óêóèÏºĈ��Æ�ÏêĈđ�­Ì�êÆÏêÆ�Ąó�³�è�ĀĈ��ê³�ĈđĄ�đºÆÏºĈɊ�óĢºĄ�đÏèºɊ�
ģÏđÌóėđ�áóĈÏêÆ�³�đ�ɐ

,óĄ�ºĨ�èĀáºɊ�ĩóė�è�ĩ�­Ąº�đº���êºģ�ĀĄó³ė­đ�­�đºÆóĄĩɐ�9Ä�đÌº�­ėĄ-
Ąºêđ�­�đºÆóĄĩ�ÏĈ�ɩđºáºĢÏĈÏóêĈɊɪ�ĩóė�èÏÆÌđ��³³�đÌº�­�đºÆóĄĩ�ɩ9êđºĄ-
êºđ�z�ɐɪ

qóèºđÏèºĈ���êºģ�đóĀÏ­�­óèºĈ�Ïêđó�đÌº�ĈĀóđáÏÆÌđ��ê³�è�ÞºĈ�ĩóėĄ�
ĈđóĄĩđºááÏêÆ�đóĀÏ­Ĉ�­Ì�êÆº���«Ïđɐ�,óĄ�ºĨ�èĀáºɊ�ĩóė�èÏÆÌđ�­Ì�êÆº�
đÌº�đóĀÏ­�ÄĄóè�ɩđĄ�ĢºáĈ�đó�q�è�ĄÞ�ê³ɪ�đó�ɩđĄ�ĢºáĈ�Ïê�đÌº�QÏ³³áº�
"�Ĉđɐɪ��Ìºê� đÌÏĈ� Ì�ĀĀºêĈɊ� �óêđºêđ� 9êđºááÏÆºê­º� ĈóÄđģ�Ąº�èėĈđ�
«º��«áº�đó�ėĀ³�đº�đÌº�ºĨÏĈđÏêÆ�³�đ��­óááº­đº³�Ïê�đÌº�Ā�Ĉđ��­­óĄ³-
ÏêÆ� đó� đÌº� ėĀɢđóɢ³�đº� đ�Ĩóêóèĩɐ� zÌÏĈ� ­�Ā�«ÏáÏđĩ� �ááóģĈ� đÌº�
�è�ĄÞºđÏêÆɊ�Ĉ�áºĈɊ��ê³�ĀĄó³ė­đÏóê�³ºĀ�ĄđèºêđĈ�đó�Ì�Ģº�đÌº�èóĈđ�
ėĀɢđóɢ³�đºɯ³�đ�ɐ

Só�óêº�êºº³Ĉ�đó�­Ì�êÆº�đÌº�đ�ÆĈ�óÄ�đÌº�ºĨÏĈđÏêÆ�­óêđºêđ�è�êė�ááĩ�
«º­�ėĈº� đÌº� �óêđºêđ� 9êđºááÏÆºê­º� ĈóÄđģ�Ąº� Ì�ê³áºĈ� đÌº� ­Ì�êÆºĈ�
ÄóĄɯĩóėɐ

Q�Þº�ĈėĄº�ĩóėĄ��9�ĈóÄđģ�Ąº�­�ê��³�Āđ�đÌº�đ�Ĩóêóèĩ�ĄºđĄó�­đÏĢºáĩɊ�
�ĀĀáĩÏêÆ�Ïđ�đó��áá�³�đ��­óááº­đº³�ėêđÏá�đÌ�đ�èóèºêđɊ�ģÏđÌóėđ�áóĈÏêÆ�
�êĩ�ÏêÄóĄè�đÏóêɐ
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Chapter 4

IN THIS CHAPTER

 » Determining the role of content in your 
organization

 » 'efining the content life cycle and 
delegating tasks

 » Connecting all digital channels to the 
Content Intelligence software

 » 0easuring results and sharing progress

Activating Content 
Intelligence in Your 
Business

C 
ontent Intelligence helps your company obtain the three 
«ºêºĸđĈ�ÏêđĄó³ė­º³�Ïê��Ì�ĀđºĄɯ1ɉ

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

 » Protect brand and intellectual property across your 
digital touchpoints and remove content duplication� 
CI 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 conseTuently 
adapt your content production� CI improves your content 
strategy and helps editors produce the best next-generation 
content.

9ê�đÌÏĈ�­Ì�ĀđºĄɊ�ģº�³ºáĢº�Ïêđó�đÌº�ĈđºĀĈ�đó�đ�Þº�đó��­ÌÏºĢº�đÌóĈº�
«ºêºĸđĈɐ� �ĩ� ÄóááóģÏêÆ� đÌºĈº� ĈđºĀĈɊ� ĩóė� ­�ê�è�Þº� ĩóėĄ� ­óêđºêđ�
ÏêđºááÏÆºêđ� �ê³� ³ºáÏĢºĄ�èº�ĈėĄ�«áº� ĄºĈėáđĈ� đó� ĩóėĄ�è�ê�Æºèºêđ�
đº�èɐ

Preparation Activities: Understanding 
the Role of Intelligent Content

9ê�đÌÏĈ�Ĉº­đÏóêɊ�ģº�­áėº�ĩóė�Ïê�đó�đÌº�Ąóáº�óÄ�ÏêđºááÏÆºêđ�­óêđºêđ�Ïê�
ĩóėĄ�è�ĄÞºđÏêÆ�ĈđĄ�đºÆĩɊ��ê³�đÌºê�ģº�óĵºĄ�Ĉóèº�Ąº­óèèºê³º³�
ÆėÏ³ºáÏêºĈ�ÄóĄ�ºĈđ�«áÏĈÌÏêÆ�ĩóėĄ��9�ĈđĄ�đºÆĩɐ

�ĩ�ėĈÏêÆ�­óêđºêđɊ�è�ĄÞºđºĄĈ�­�ê�³ÏĈ­óĢºĄ� đÌº� ÏêđºĄºĈđĈ�óÄ�ºĢºĄĩ�
persona (target customer).� zÌÏĈ� Þêóģáº³Æº� ÏĈ� ºĨĀáóÏđº³� đÌĄóėÆÌ�
content topics.

zÌÏĈ� ÏĈ� ģÌĩ� ­óêđºêđ� Ì�Ĉ� �ê� ÏèĀóĄđ�êđ� ĈđĄ�đºÆÏ­� Ąóáº� Ïê� èó³-
ºĄê� ­óèĀ�êÏºĈɐ� �óė� ­�ê�ėĈº� đóĀÏ­Ĉ� đó� ³ÏĈ­óĢºĄ� ­ėĈđóèºĄ� ÏêđºĄ-
ºĈđĈ� ģÏđÌóėđ� ĄºáĩÏêÆ� óê� đÌÏĄ³ɢĀ�Ąđĩ� ³�đ�Ɋ� ģÌÏ­Ì�èº�êĈ� Ĉ�ĢÏêÆ�
èóêºĩ��ê³�ÏèĀĄóĢÏêÆ�³�đ��ăė�áÏđĩɐ�6óģºĢºĄɊ�đÌº�Þºĩ�đó�ºêĈėĄ-
ÏêÆ� �Ĉė­­ºĈĈÄėá� ­óêđºêđ� ĈđĄ�đºÆÏºĈ� ÏĈ� đÌ�đ� ĩóėĄ� ­óêđºêđ�èėĈđ� «º�
ÏêđºááÏÆºêđɐ

�ėĈđóèºĄĈɭ�Ā�Ïê�ĀóÏêđĈɊ�êºº³ĈɊ��ê³�ģ�êđĈ��Ąº�đÌº�Þºĩ�ĀóÏêđĈ�óÄ�
ÏêđºááÏÆºêđ�­óêđºêđɐ�zÌº�è�Ïê�Æó�á� ÏĈ� đó��đđĄ�­đ��ê��ė³Ïºê­º��ê³�
ÆºêºĄ�đº�ăė�áÏĸº³�áº�³Ĉ�đó�ÏèĀĄóĢº�­óêĢºĄĈÏóê�Ą�đºĈ��ê³�Ïê­Ąº�Ĉº�
Ĉ�áºĈ��­ĄóĈĈ�èėáđÏĀáº�đóė­ÌĀóÏêđĈɐ
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Driving the CI Process across the Entire 
Content Life Cycle

�ĀĀáĩÏêÆ��óêđºêđ�9êđºááÏÆºê­º�ģÏáá�ÌºáĀ�è�Þº�ĩóė���èóĄº�ºĶ­Ïºêđ�
­óèèėêÏ­�đóĄ�«óđÌ�ģÏđÌÏê�đÌº�­óèĀ�êĩ��ê³�ģÏđÌ�ĩóėĄ�­ėĈđóèºĄĈɐ

zÌº� đĄ�êĈÏđÏóê� đó� ÏèĀáºèºêđÏêÆ� �óêđºêđ� 9êđºááÏÆºê­º�è�ĩ� Ĉººè�
­óèĀáÏ­�đº³��ê³�³ÏĶ­ėáđɐ�zÌº�đĄėđÌ�ÏĈɊ�ÌóģºĢºĄɊ�ĩóė�ģóêɭđ�Ì�Ģº�đó�
³Ą�ĈđÏ­�ááĩ�­Ì�êÆº�ĩóėĄ�ºĨÏĈđÏêÆ�ģóĄÞĹóģɐ�9êĈđº�³Ɋ��áá�ĩóė�êºº³�đó�
³ó�ÏĈ�Ïê­óĄĀóĄ�đº��9�Ïêđó�ģÌ�đ�ĩóėɭĄº��áĄº�³ĩ�³óÏêÆɐ

CONTENT TOPICS =  
U6(5 I1T(5(6T6
Customers spend time online on di΍erent 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 lot 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.
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zÌº�ĸĄĈđ�đÌÏêÆ�đó�³ó�ÏĈ�Ï³ºêđÏÄĩ�đÌº�ĈđºĀĈ�đÌ�đ�­óêĈđÏđėđº�đÌº�­óê-
đºêđ�áÏÄº�­ĩ­áºɊ�ĈÌóģê�Ïê�,ÏÆėĄºɯȬɢ1ɐ�zÌº�­óêđºêđ�áÏÄº�­ĩ­áº�ÏĈ�è�³º�
ėĀ�óÄ�ºĢºĄĩ�ĈđºĀ�ĩóė�đ�Þº�đó�­Ąº�đº��ê³�Āė«áÏĈÌ�­óêđºêđɊ��Ĉ�ģºáá��Ĉ�
ºĢºĄĩ�óđÌºĄ��­đÏóê�đÌ�đ�đ�ÞºĈ�Āá�­º�«ºđģººê�đÌºĈº�ĈđºĀĈɐ

zÌº�ĈđºĀĈ��Ąºɉ

�� 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 ��

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

�� 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 AI 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 
who changed a tag. To avoid this problem, make sure your CI 
software includes an audit feature that lets the platform 
administrators know who performs which actions. In this 
way, you can make teams accountable.

�� 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.

�� Intelligence: Thanks to the screening performed by AI 
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.

FIGURE 4-1: The steps that make up the content life cycle.
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�� Archive: Recording data is essential. When content is out of 
date Ȅ for example� when it discusses products that are no 
longer available Ȅ it shouldn’t be in circulation� +owever� this 
content and the data related to it can be useful when creating 
future content.

�óêđºêđ��ê³�đ�ĨóêóèÏºĈ�³óêɭđ�Ì�Ģº�đó�«º�ĈºĀ�Ą�đº³ɐ�ɩ\á³ɪ�­óê-
đºêđ�­�ê�«º��Ą­ÌÏĢº³�«ėđ�ĈÌóėá³êɭđ�«º�³ºáºđº³� ÄĄóè�đÌº��óêđºêđ�
9êđºááÏÆºê­º� ĈóÄđģ�ĄºɊ� «º­�ėĈº� ĩóė�ģóėá³� áóĈº� �áá� đÌº� ³�đ�� đÌ�đ�
­óêđºêđ�­óêđ�ÏêĈɐ

GººĀ� đĄ�­Þ�óÄ� đÌº� đÏèº�ėĈº³� đó�­Ąº�đº�óĄ� ­óèèÏĈĈÏóê���ĀÏº­º�óÄ�
­óêđºêđɐ�9ê��³³ÏđÏóêɊ�Ąº­óĄ³�Ìóģ�áóêÆ�Ïđ�đ�ÞºĈ�đó�«º�ºêĄÏ­Ìº³�«ĩ�
�9�ºêÆÏêºĈɊ�º³ÏđóĄĈɊ�óĄ�ĀĄó³ė­đ� ÏêÄóĄè�đÏóê�è�ê�Æºèºêđ�ɞi9Qɟɐ�
zÌºê�­óèĀ�Ąº�đÌÏĈ�³�đ��ģÏđÌ�đÌº�đÏèº��ê³�ºĵóĄđ�ĄºăėÏĄº³�ÏÄ�ĩóė�
ėĈº�Æóó³��óêđºêđ�9êđºááÏÆºê­º�ĈóÄđģ�Ąºɐ

Benefit 2ne: Increasing Productivity  
and (fficiency

�ĩ�êóģɊ�ĩóėɭĢº�áº�Ąêº³�Ìóģ�ÏèĀóĄđ�êđ�Ïđ�ÏĈ�đó�è�ê�Æº�đÌº�ºêđÏĄº�
áÏÄº�­ĩ­áº�óÄ�­óêđºêđ��ê³�ėê³ºĄĈđ�ê³�Ìóģ�Ïđ�Ì�Ĉ�«ººê�ėĈº³�«ĩ�­ėĈ-
đóèºĄĈɐ�6óģºĢºĄɊ�ĩóė�­�êɭđ��­ÌÏºĢº�đÌÏĈ�«ºêºĸđ�ÏÄ�ĩóėĄ�­óèĀ�êĩ�
ĈėĵºĄĈ�ÄĄóè�­óêđºêđ�­Ì�óĈɐ�zÌº�ĀĄó«áºè�­�ê�ĈĀĄº�³�º�ĈÏáĩ�«º­�ėĈº�
è�ĄÞºđÏêÆ�³ºĀ�ĄđèºêđĈ�è�ê�Æº�á�ĄÆº��èóėêđĈ�óÄ�­óêđºêđ�óê�³ÏÄ-
ÄºĄºêđ�­Ì�êêºáĈ��ê³�ÄĄºăėºêđáĩ�Ì�Ģº�đó�è�Þº�Ąº�áɢđÏèº�³º­ÏĈÏóêĈɐ

Q�ĄÞºđºĄĈ��Ąº�ĄºĈĀóêĈÏ«áº�ÄóĄ�đÌº�ĈđºĀĈ�óÄ�đÌº�­óêđºêđ�áÏÄº�­ĩ­áºɊ� 
«ėđ�đÌºĈº��­đÏĢÏđÏºĈ�­�ê�Ĉáóģ�³óģê�ÏÄ�đÌº�đº�è�ÏĈ�êóđ�ģºáá��óĄÆ�êÏįº³�
óĄ�ÏÄ���êºģ�ĀĄÏóĄÏđĩ��ĄÏĈºĈɐ�zÌ�êÞĈ�đó��ĄđÏĸ­Ï�á�ÏêđºááÏÆºê­ºɊ��óêđºêđ� 
9êđºááÏÆºê­º� ĈóÄđģ�Ąº� ­�ê� ĀºĄÄóĄè� è�êĩ� óÄ� đÌºĈº� óĀºĄ�đÏóêĈ�
��ėđóè�đÏ­�ááĩɊ�Ąº³ė­ÏêÆ�ģÌ�đ�đÌº�đº�è�Ì�Ĉ�đó�³ó��ê³�áºđđÏêÆ�đÌºè�
Äó­ėĈ� óê�èóĄº� ĈđĄ�đºÆÏ­� �­đÏĢÏđÏºĈ� đÌ�đ� ĄºăėÏĄº� đÌºÏĄ� Ïêđºááº­đė�á�
đ�áºêđĈɐ

�óêđºêđ�9êđºááÏÆºê­º�Ïê­Ąº�ĈºĈ�ĀĄó³ė­đÏĢÏđĩ��ê³�ºĶ­Ïºê­ĩ�ģÏđÌÏê�
ĩóėĄ�­óèĀ�êĩɐ�9đ�áºđĈ�ĩóė�Æ�Ïê�­óèĀáºđº�­óêđĄóá�óĢºĄ�ĩóėĄ�­óê-
đºêđɭĈ�áÏÄº�­ĩ­áº�«º­�ėĈº��9�ºêÆÏêºĈ�đ�Æ�­óêđºêđɊ�ĀėđđÏêÆ�Ïđ�Ïê�óĄ³ºĄ�
�ê³�ĀĄºĢºêđÏêÆ�­óêđºêđ�­Ì�óĈɐ
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zÌº�êºĨđ�Äºģ�Ĉº­đÏóêĈ�óĵºĄ�Ĉóèº�đÌÏêÆĈ�ÄóĄ�ĩóė�đó�­óêĈÏ³ºĄ�ģÌºê�
ĀėđđÏêÆ�đÌº�ĸĄĈđ��óêđºêđ�9êđºááÏÆºê­º�«ºêºĸđ�Ïêđó�ĀĄ�­đÏ­ºɐ

Qº�ĈėĄº��ê³�­óèĀ�Ąº�đÌº�đÏèº�ĈĀºêđ�óê�đÌº�­óêđºêđ�ĀĄó³ė­đÏóê�
ĀĄó­ºĈĈ�«ĩ�Ģ�ĄÏóėĈ�³ºĀ�ĄđèºêđĈ��ê³��Æºê­ÏºĈ�«ºÄóĄº��ê³��ÄđºĄ�đÌº�
�ĀĀáÏ­�đÏóê�óÄ��óêđºêđ�9êđºááÏÆºê­ºɐ

2rgani]ing a team and assigning roles
zÌº� Āá�ĩºĄĈ� ÏêĢóáĢº³� Ïê� đÌº� ­óêđºêđ� áÏÄº� ­ĩ­áº� ­�ê� đĩĀÏ­�ááĩ� «º�
ÆĄóėĀº³�Ïêđó�đÌº�đÌĄºº�­�đºÆóĄÏºĈ�ĈÌóģê�Ïê�z�«áºɯȬɢ1ɐ

�óė�êºº³��óêđºêđ�9êđºááÏÆºê­º�ĈóÄđģ�Ąº�đÌ�đ�áºđĈ�ĩóė�è�ê�Æº��áá�
ėĈºĄĈɭ�ĄóáºĈɐ

7$%/E 4-1� Team members and roles
CI Role Functions Typical Profile

Content user Every internal or external stakeholder 
who has access rights to the CI software 
and uses content in multiple contexts. 
For example, downloading a brochure, 
embedding a video, or linking a photo.

A peripheral 
marketing 
department, 
product dealer, 
press agency, 
or business partner�

Content editor A content user with the need to create 
new content. This person takes part in 
the company’s approval workflow and 
the enrichment phase of the content’s 
production �through use of tags��

An editor or 
content creator

Content 
Intelligence  
manager

The main person who utilizes the CI 
software. This person has multiple roles:
ȏɄ Define and maintain the 

topic taxonomy
ȏɄOrganize the contributor’s workflow
ȏɄ Decide how and when content is 

approved and tagged
ȏɄ Periodically check platform settings 

and data quality
ȏɄ Continuously analyze data collected 

and share the results

A content  
marketing manager, 
digital manager, 
marketing  
manager, or analyst
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'esigning the CI workȵow and  
approval process
9đ� ÏĈ� ÏèĀóĄđ�êđ� đó� ĈđĄº�èáÏêº� đÌº� ­óêđºêđ� ­Ąº�đÏóê� ĀĄó­ºĈĈ� �ê³�
³º­Ï³º� ăėÏ­Þáĩ� �ê³� ºĵº­đÏĢºáĩ�ģÌ�đ� �­­ºĈĈ� ĄÏÆÌđĈ� đÌº� ĄóáºĈ� �ê³�
�­đóĄĈ�ģÏáá�Ì�Ģºɐ�6ºĄºɭĈ��ê�ºĨ�èĀáº�đó�ÌºáĀ�ĩóė�ėê³ºĄĈđ�ê³�Ìóģ�
đó�³ºĈÏÆê��ê³�º�ĈÏáĩ�ÏèĀáºèºêđ���ģóĄÞĹóģɭĈ�­Ąº�đÏóê��ê³��ĀĀáÏ-
­�đÏóê�ĀĄó­ºĈĈɐ

�º��³ĢÏĈº�ĩóė�đó�Ĉđ�Ąđ�ģÏđÌ���ĈÏèĀáº�ģóĄÞĹóģ��ê³�đÌºê��ááóģ�Ïđ�
đóɯºĢóáĢº�áÏđđáº�«ĩ�áÏđđáºɐ�\ĢºĄ�đÏèº�ĩóė�è�ĩ�ģ�êđ�đó�è�Þº�đÌº�ĀĄó-
­ºĈĈ�èóĄº�­óèĀáºĨ��ê³�ĈđĄė­đėĄº³Ɋ�Ĉó��Ĉ�đó��ááóģ��áá�Ĉđ�ÞºÌóá³-
ºĄĈ�đó�ģóĄÞ�Ïê��ê�óĄ³ºĄáĩ��ê³�­óêđĄóááº³�ģ�ĩɐ�qºº�z�«áºɯȬɢȪ�ÄóĄ���
đĩĀÏ­�á�ģóĄÞĹóģɐ

7$%/E 4-2� A typical workȵow
Step of the  
workflow Meaning

Users involved �read� 
write� share�

In progress The content has been planned 
and people can collaborate on 
creating and editing it.

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.

Approved, 
to be tagged

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

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

Complete 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.

The Content Intelligence 
manager �or CI software� 
moves content from this 
stage to any channel 
�website� blog� or social 
media platforms��
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�9� ĈóÄđģ�Ąº� ­�ê� áºđ� ĩóė� �ėđóè�đº� ĩóėĄ� ģóĄÞĹóģĈɐ� �ÏđÌ� �9Ɋ� Ïê�
Ĉóèº�Ā�ĄđÏ­ėá�Ą�­�ĈºĈɊ�Āė«áÏ­�đÏóê�óê�ĩóėĄ�³ÏÆÏđ�á�đóė­ÌĀóÏêđĈ�­�ê�
«º��ėđóè�đÏ­ɐ

Creating a topic taxonomy
�ê��ĀĀĄóĀĄÏ�đº�đ�Ĩóêóèĩ�ÏĈ�ºĈĈºêđÏ�á�đó�Æ�Ïê�­óêĈÏĈđºêđ�³�đ��ģÏđÌ�
�9ɐɯz�ÆĈɊ�đÌº�èóĈđ�«�ĈÏ­�ºáºèºêđĈ�óÄ���đ�ĨóêóèĩɊ��Ąº�Äėê³�èºê-
đ�á� đó� ­óááº­đÏêÆ� ­ėĈđóèºĄĈɭ� ÏêđºĄºĈđ� ³�đ�� �ê³� đó�èº�ĈėĄÏêÆ� đÌº�
ĄºĈėáđĈ�óÄ�ĩóėĄ�­óêđºêđ�è�ĄÞºđÏêÆ�ĈđĄ�đºÆĩɐ

�º�Ąº­óèèºê³�đÌ�đ�ĩóė�«ºÆÏê�ģÏđÌ���­áº�Ą�³ºĸêÏđÏóê�óÄ���Ĉđ�ĄđÏêÆ�
đ�Ĩóêóèĩ�ɞĩóė�ģÏáá�«º��«áº�đó�­Ì�êÆº�Ïđ�á�đºĄɟɐ

�� Æóó³�ģ�ĩ� đó� «ėÏá³� ĩóėĄ� đóĀÏ­� đ�Ĩóêóèĩ� ÏĈ� đó� ­óêĈÏ³ºĄ�ģÌÏ­Ì�
Ĉđ�Æº�óÄ�đÌº�«ėĩºĄɭĈ�ÛóėĄêºĩ���ĀÏº­º�óÄ�­óêđºêđ�­óĄĄºĈĀóê³Ĉ�đóɐ

zÌº�đÌĄºº�Ĉđ�ÆºĈ�Ïê�đÌº�«ėĩºĄɭĈ�ÛóėĄêºĩ��Ąº��ģ�ĄºêºĈĈɊ�­óêĈÏ³ºĄɢ
�đÏóêɊ� �ê³� ³º­ÏĈÏóêɊ� �ê³� ºĢºĄĩ� ĀÏº­º� óÄ� ­óêđºêđ� ėĈė�ááĩ� ­óĄĄº-
ĈĀóê³Ĉ� đó� óêº�óÄ� đÌºĈº� Ĉđ�ÆºĈɐ�"�­Ì� ­óêđºêđ� Ïđºè�Ì�Ĉ� ��ĀĄº­ÏĈº�
Æó�áɉ�­Ąº�đÏêÆ��ģ�ĄºêºĈĈ��«óėđ�ĈóèºđÌÏêÆɊ�«ĄÏêÆÏêÆ� đÌº�ėĈºĄ� đó�
­óêĈÏ³ºĄ���­ºĄđ�Ïê�đóĀÏ­��ê³�Ąºá�đº³�ĀĄó³ė­đĈɊ��ê³�áº�³ÏêÆ�đÌº�ėĈºĄ�
đó�«ėĩ�óêº�óĄ�èóĄº�óÄ�đÌóĈº�ĀĄó³ė­đĈɐ

�óė�­�ê�Ĉđ�Ąđ�ģÏđÌ���Ĉè�ááɊ�ĈÏèĀáº�đóĀÏ­�đ�Ĩóêóèĩɐ�zó�«ºÆÏêɊ�³Ą�ģ�
ÏêĈĀÏĄ�đÏóê�ÄĄóè�đÌº�«ėĩºĄɭĈ�ÛóėĄêºĩ�ĈđºĀĈ��ê³�³ºĸêº�ģÌÏ­Ì��Ąº�
đÌº�đóĀÏ­Ĉ�ĩóėĄ�­óèĀ�êĩ�ģ�êđĈ�đó�³º�á�ģÏđÌɐ�zÌºêɊ�ÛėĈđ�đ�Æ�ĩóėĄ�
­óêđºêđ�đó�è�đ­Ì�đÌóĈº�đóĀÏ­Ĉɐ

,óĄ�ºĨ�èĀáºɊ�ÌºĄºɭĈ�đÌº�Ĉđ�ĄđÏêÆ�đ�Ĩóêóèĩ�óÄ��ê��ėđóèóđÏĢº�­óè-
Ā�êĩɐ�9đ�ÏĈ�ÛėĈđ���ÆĄóėĀ�óÄ�đ�ÆĈɊ��áá�đóÆºđÌºĄ�ģÏđÌóėđ�³ÏĈđÏê­đÏóêĈɐ

CO2 emissions, comfort, security, car child lock, steering wheel 
lock, hybrid fuel technology, station wagon, city car, crossover 
SU9� sedan� Ambra car� Delorean car� +erbie car�

SºĨđɊ�ĩóė�­�ê� ÏèĀĄóĢº�ĩóėĄ�đ�ĨóêóèĩɭĈ�ĈđĄė­đėĄº�«ĩ�­Ąº�đÏêÆ���
taxonomy tree.�zÌÏĈ�ĈđĄė­đėĄ�á�³ºĢÏ­º�³ºĸêºĈ�Ąºá�đÏóêĈÌÏĀĈ��èóêÆ�
ĩóėĄ�đóĀÏ­Ĉɐ��ººĀºĄ�áºĢºáĈ�óÄ�đÌº�đĄºº�Ï³ºêđÏÄĩ�Ĉė«ɢĀóÏêđĈ�ģÏđÌÏê�
đÌº�èóĄº� ÆºêºĄ�á� ­óê­ºĀđĈ� �đ� ÌÏÆÌºĄ� áºĢºáĈ� óÄ� đÌº� đĄººɐ��ĈÏêÆ� ��
đ�Ĩóêóèĩ�đĄºº�ĀĄóĢÏ³ºĈ�đÌºĈº�«ºêºĸđĈɉ

 » 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 CI is more complete.

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

QºđÌó³Ĉ�ÄóĄ�­Ąº�đÏêÆ��� đóĀÏ­� đ�Ĩóêóèĩ�đĄºº�Ģ�ĄĩɊ�³ºĀºê³ÏêÆ�óê�
ģÌºđÌºĄ�óĄ�êóđ�ĩóė�Ì�Ģº��ê�ºɢ­óèèºĄ­º�ĈÏđºɐ��ÏđÌ��ê�ºɢ­óèèºĄ­º�
ĈÏđºɊ�đÌº�ĀĄó­º³ėĄº�ÏĈ�ĈáÏÆÌđáĩ�³ÏĵºĄºêđ�«º­�ėĈº�đÌº�ºɢ­óèèºĄ­º�
ĈóÄđģ�Ąº�ĄºăėºĈđĈ��³³ÏđÏóê�á�³ºđ�ÏáĈ��«óėđ�ĩóėĄ�ĀĄó³ė­đ�­�đºÆó-
ĄÏºĈɐ�zÌº�êºĨđ�đģó�Ĉº­đÏóêĈ�ºĨĀá�Ïê�Ìóģ�đó�­Ąº�đº�ĩóėĄ�đóĀÏ­�đ�Ĩ-
óêóèĩ�đĄºº�ģÏđÌɊ�óĄ�ģÏđÌóėđɊ��ê�ºɢ­óèèºĄ­º�ĈÏđºɐ

'efining the topic taxonomy tree  
(if you don’t have an e-commerce site)
�Ĉ�ģº� ³ÏĈ­ėĈĈ� Ïê� đÌº� ĀĄºĢÏóėĈ� Ĉº­đÏóêɊ� ÏđɭĈ� ėĈºÄėá� đó� «ėÏá³� ĩóėĄ�
đóĀÏ­�đ�Ĩóêóèĩ�đĄºº�­óêĈÏ³ºĄÏêÆ�ģÌÏ­Ì�Ĉđ�Æº�óÄ�đÌº�«ėĩºĄɭĈ�ÛóėĄ-
êºĩ�­óêđºêđ�­óĄĄºĈĀóê³Ĉ�đóɐ

zÌ�đɭĈ� ģÌĩ� ģº� ĈėÆÆºĈđ� đÌ�đ� ĩóė� óĄÆ�êÏįº� ĩóėĄ� đ�Ĩóêóèĩ� đĄºº�
�Æ�ÏêĈđ� đÌº� ÄóááóģÏêÆ� đÌĄºº� ­�đºÆóĄÏºĈ� đÌ�đ� ĄºÄºĄ� đó� đÌº� đÌĄºº�
Ĉđ�ÆºĈ�óÄ�đÌº�«ėĩºĄɭĈ�ÛóėĄêºĩɉ

 » 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� They 
are based on the main company topics that appeal to 
customers when they’re in the consideration stage.

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

zÌ�êÞĈ�đó��óêđºêđ�9êđºááÏÆºê­ºɊ� ÏÄ�ĩóė�ĈđĄė­đėĄº�đÌº�đ�ÆĈ�Ïê�đÌÏĈ�
ģ�ĩɊ�ĩóė�ģÏáá�Ì�Ģº���Æóó³�Þêóģáº³Æº�óÄ�º�­Ì�ėĈºĄɭĈ�ÏêđºĄºĈđĈɐ

,óĄ�ºĨ�èĀáºɊ�ÌºĄºɭĈ�Ìóģ���­óèĀ�êĩ�đÌ�đ�ĀĄó³ė­ºĈ�óĄÆ�êÏ­Ɋ�Ì�ê³ɢ
è�³º� Ĉê�­ÞĈ� �ê³� ­Ąº�đºĈ� ­óêđºêđ� đó� ­óêĢÏê­º� ĀºóĀáº� đó� «ėĩ� ÏđĈ�
ĀĄó³ė­đĈ�èÏÆÌđ�Ĉºđ�ėĀ�ÏđĈ�đ�Ĩóêóèĩɐ�zÌº�­óèĀ�êĩ�³óºĈ�êóđ�Ì�Ģº�
�ê�ºɢ­óèèºĄ­º�ĈÏđºɐ
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 » Customer Interests

• breakfast products

• healthy food

• palm-oil free

• whole grain

• energy snacks

 » Company Topics

• hand-made

• mixtures

• biscuits

• super vitaminic

• nutritional harmony

 » Product Categories

• LittleStar Biscuits

• Magic Cookies

• Biocookies

• Happy Breakfast Cereals

• 5 Cereals and Chock

zÌº� ­�đºÆóĄÏºĈ� �ê³� đÌºÏĄ� ê�èºĈ� è�ĩ� Ģ�Ąĩ� ÄĄóè� đÌºĈº� «º­�ėĈº�
ĩóė� ĈÌóėá³��³�Āđ� đÌºè� đó�ĩóėĄ�«Ą�ê³ɐ� EėĈđ� Ąºèºè«ºĄ� đÌ�đ� đ�ÆĈ�
ģÏđÌ�đÌº�Ĉ�èº�èº�êÏêÆ�ɞóĄ�ĄºÄºĄĄÏêÆ�đó�đÌº�Ĉ�èº�­óê­ºĀđ�ÄóĄ�ĩóėĄ�
«ėĈÏêºĈĈɟ�ĈÌóėá³�êºĢºĄ�«º�³ėĀáÏ­�đº³ɐ

9Ä�ĩóė�ģ�êđ�đó�ÏèĀĄóĢº�ĩóėĄ�ėê³ºĄĈđ�ê³ÏêÆ�óÄ�Ìóģ�đó� 
­Ąº�đº���đ�Ĩóêóèĩ��ê³�đ�Æ�­óêđºêđɊ�ĢÏĈÏđ�đÌÏĈ�áÏêÞɉ� 
http://bit.ly/CreateYourCompanyTaxonomyɐ

'efining the topic taxonomy tree  
(if you have an e-commerce site)
�Ĉ�Ïê�đÌº�đģó�ĀĄº­º³ÏêÆ�­�ĈºĈɊ�ÏÄ�ĩóėĄ�­óèĀ�êĩ�Ì�Ĉ��ê�ºɢ­óèèºĄ­º�
ĈÏđºɊ���Æóó³�ĀĄ�­đÏ­º�ÏĈ�đó�«ėÏá³�ĩóėĄ�đóĀÏ­�đ�Ĩóêóèĩ�đĄºº�«ĩ�­óê-
ĈÏ³ºĄÏêÆ�ģÌÏ­Ì�Ĉđ�Æº�óÄ�đÌº�«ėĩºĄɭĈ�ÛóėĄêºĩ�º�­Ì�ĀÏº­º�óÄ�­óêđºêđ�
­óĄĄºĈĀóê³Ĉ�đóɐ
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6óģºĢºĄɊ� ÏÄ� ĩóė�Ì�Ģº� �ê� ºɢ­óèèºĄ­º� ĈÏđºɊ� ĩóė�èėĈđ� �³³�èóĄº�
áºĢºáĈ�óÄ�³ºđ�Ïá�đó�đÌº�ĀĄó³ė­đ�ÏêÄóĄè�đÏóêɐ��º�ĈėÆÆºĈđ�ĩóė�óĄÆ�-
êÏįº�đÌº�đ�Ĩóêóèĩ�đĄºº��­­óĄ³ÏêÆ�đó�đÌºĈº�ĸĢº�­�đºÆóĄÏºĈɉ

 » 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.

 » 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.

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

 » 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.

zÌ�êÞĈ�đó��óêđºêđ�9êđºááÏÆºê­ºɊ�ÏÄ�ĩóė�ĈđĄė­đėĄº�đ�ÆĈ�Ïê�đÌÏĈ�ģ�ĩɊ�
ĩóė�ģÏáá�êóđ�óêáĩ�Ì�Ģº���Æóó³�Þêóģáº³Æº�óÄ�º�­Ì�ėĈºĄɭĈ�ÏêđºĄºĈđĈɕ�
ĩóė�ģÏáá��áĈó�ºêĈėĄº�­óêĈÏĈđºê­ĩ�«ºđģººê�đÌº�­óêđºêđ�è�ĄÞºđÏêÆ�
�ê³�ºɢ­óèèºĄ­º�ģóĄá³Ĉɐ�zÌÏĈ�ģÏáá�ÌºáĀ�ĩóė�­óááº­đ�­óêĈÏĈđºêđ�³�đ�ɐ

qėĀĀóĈº�ĩóėĄ�ºɢ­óèèºĄ­º�ģº«ĈÏđº�ĈºááĈ�ĈĀóĄđÏêÆ�­áóđÌºĈ�óÄ�³ÏÄ-
ÄºĄºêđ�«Ą�ê³Ĉɐ�6ºĄºɭĈ�Ìóģ�ĩóė�èÏÆÌđ�Ĉºđ�ėĀ�đÌº�đ�Ĩóêóèĩɐ

 » Customer Interests

• athletics

• basketball

• soccer

• running
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 » Company Topics

• Comfort

• Performance

• +igh-quality materials

• Durability

• Resistance

 » Product Categories

• T-shirts

• Pants

• Shoes

• Sneakers

• With shoelaces

• Without shoelaces

 » Product Brands

• Brand A

• Brand B

• Brand C

 » Product )eatures

• Waterproof

• Breathable

• Fitted

• Lightweight

zÌº� ­�đºÆóĄÏºĈ� �ê³� đÌºÏĄ� ê�èºĈ� è�ĩ� Ģ�Ąĩ� ÄĄóè� đÌºĈº� «º­�ėĈº�
ĩóė� ĈÌóėá³��³�Āđ� đÌºè� đó�ĩóėĄ�«Ą�ê³ɐ� EėĈđ� Ąºèºè«ºĄ� đÌ�đ� đ�ÆĈ�
ģÏđÌ�đÌº�Ĉ�èº�èº�êÏêÆ�ɞóĄ�ĄºÄºĄĄÏêÆ�đó�đÌº�Ĉ�èº�­óê­ºĀđ�ÄóĄ�ĩóėĄ�
«ėĈÏêºĈĈɟ�ĈÌóėá³�êºĢºĄ�«º�³ėĀáÏ­�đº³ɐ

9Ä�ĩóė�ģ�êđ�đó�ÏèĀĄóĢº�ĩóėĄ�ėê³ºĄĈđ�ê³ÏêÆ�óê�Ìóģ�đó�­Ąº�đº�
ĩóėĄ�đ�Ĩóêóèĩ��ê³�đ�Æ�­óêđºêđɊ��ê³��áĈó�đó�­óêêº­đ�đÌº� 
ºɢ­óèèºĄ­º�ĀĄó³ė­đĈ�qG��đó�đÌº�­óêđºêđɊ�ĢÏĈÏđ�đÌÏĈ�áÏêÞɉ�
http://bit.ly/CreateYourCompanyTaxonomyɐ
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Applying taxonomies to content
�óêđºêđ� 9êđºááÏÆºê­º� ĈóÄđģ�Ąº� áºđĈ� ĩóė� �ĀĀáĩ� đ�ÆĈ� đó� ­óêđºêđ�
ɞ6zQI�Ā�ÆºĈ��ê³�èėáđÏèº³Ï��­óêđºêđɟɐ�zÌÏĈ�­�Ā�«ÏáÏđĩ�ÏĈ�ºĈĈºê-
đÏ�á�đó�đĄ�­ÞÏêÆ�ĩóėĄ�ėĈºĄĈɭ�­óêđºêđ�ėĈ�Æºɐ

"³ÏđóĄĈ�­�ê��áĈó�ĄºèóĢº�đ�ÆĈ��ĀĀáÏº³�«ĩ�Ĉºè�êđÏ­�ºêÆÏêºĈ�ÏÄ�đÌºĩ�
³º­Ï³º�đÌóĈº�đ�ÆĈ��Ąº�êóđ��ĀĀĄóĀĄÏ�đºɐ�,ÏÆėĄºɯȬɢȪ�ĈÌóģĈ���đ�ÆÆº³�
Ïè�Æº� �ê³� đÌº� đóĀÏ­� đ�Ĩóêóèĩ� đĄºº� ÄĄóè� ģÌÏ­Ì� đÌº� đ�ÆĈ� ģºĄº�
đ�Þºêɐ

�Ìºê�ĩóė�Ì�Ģº�³ºĢºáóĀº³�ĩóėĄ�đóĀÏ­�đ�Ĩóêóèĩ�đĄººɊ���Æóó³�ÆėÏ³º-
áÏêº� ÏĈ�đó��ĀĀáĩ�đó�đÌº�­óêđºêđ�đÌº�đ�ÆĈ� Ïê­áė³º³�Ïê�đÌº�­�đºÆóĄĩ�
óÄ� đÌº�Ąºá�đÏĢº�«ėĩºĄɭĈ� ÛóėĄêºĩ�Ĉđ�Æº��ê³Ɋ��đ�èóĈđɊ� đÌº�ĀĄºĢÏóėĈ�
Ĉđ�Æºɐ�,óĄ�ºĨ�èĀáºɊ�ģÌºê�ĩóė�Ì�Ģº�­óêđºêđ�đÌ�đ�­óĄĄºĈĀóê³Ĉ�đó�
đÌº��ģ�ĄºêºĈĈ�Ĉđ�ÆºɊ�Ïđ�ĈÌóėá³�«º�đ�ÆÆº³�ģÏđÌ�­ėĈđóèºĄ�ÏêđºĄºĈđĈ�
đ�ÆĈɐ� 9êĈđº�³Ɋ� Ĉ�ĩ� ĩóė� ³óêɭđ� Ì�Ģº� �ê� ºɢ­óèèºĄ­º� ĈÏđºɕ� ­óêđºêđ�
đÌ�đ�ĈėĀĀóĄđĈ�«ėĩÏêÆ�³º­ÏĈÏóêĈ�ĈÌóėá³�Ì�Ģº�đ�ÆĈ�Ąºá�đº³�đó�ĀĄó³-
ė­đ�­�đºÆóĄÏºĈ��ê³�ĀóĈĈÏ«áĩ�đó�­óèĀ�êĩ�đóĀÏ­Ĉɐ

FIGURE 4-2: Image tagging inside CI software, and a fashion company’s topic 
taxonomy tree.
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6ºĄºɭĈ�ģÌĩɉ�"�­Ì�ĀÏº­º�óÄ�­óêđºêđ�đÌ�đ�ĩóė�­Ąº�đº� ÏĈ��Ïèº³��đ���
Ā�ĄđÏ­ėá�Ą�Ĉđ�Æº�óÄ�đÌº�«ėĩºĄɭĈ�ÛóėĄêºĩɐ�\ê­º�ĩóėɭĢº�đ�ÆÆº³�đÌ�đ�
­óêđºêđɊ�Ïđ�ģÏáá�đºáá�ĩóė��­­ėĄ�đºáĩ�ģÌºĄº�đÌº�ėĈºĄ�ģÌó�ĢÏºģĈ�Ïđ�ÏĈ�
Ïê�ÌÏĈ�óĄ�ÌºĄ�«ėĩºĄɭĈ�ÛóėĄêºĩɐ

z�ÆÆÏêÆ� ­óêđºêđ� ģÏđÌ� �9� �áĈó� ÌºáĀĈ� ģÌºê� ĩóė� êºº³� đó� Ĉº�Ą­Ì�
ÄóĄɯ­óêđºêđ�ÏêĈÏ³º�đÌº��9�ĈóÄđģ�Ąº��ê³�đó�ėê³ºĄĈđ�ê³�ģÌºĄº�Ïđ�ÏĈ�
«ºÏêÆ�ėĈº³ɐ

Benefit Two: Protecting Brand 
Consistency and Intellectual Property

�êóđÌºĄ�­Ì�ááºêÆº�ÄóĄ�è�ĄÞºđÏêÆ�è�ê�ÆºĄĈ�ÏĈ�è�ÞÏêÆ�đÌº�«Ą�ê³�
�ê³� ÏđĈ� èºĈĈ�ÆºĈ� ­óêĈÏĈđºêđ� đÌĄóėÆÌ� �áá� óÄ� ĩóėĄ� ­Ì�êêºáĈ� �ê³�
³ÏÆÏđ�á� đóė­ÌĀóÏêđĈɐ� QóĈđ� óÄ� đÌº� đÏèºɊ� ­óêđºêđ� ɞèóĄº� ĈĀº­Ïĸ-
­�ááĩ�èėáđÏèº³Ï��­óêđºêđɟ�ÏĈ�³ėĀáÏ­�đº³��ê³�ėĀáó�³º³�óê�³ÏĵºĄºêđ�
�Āá�đÄóĄèĈɯɠ�ÄóĄ�ºĨ�èĀáºɊ��ê�ºɢ­óèèºĄ­º�Āá�đÄóĄè��ê³���ģº«ĈÏđº�
Āá�đÄóĄèɐ

zÌº� Ĉº­óê³� «ºêºĸđ� óÄ� �9� ÏĈ� đÌ�đ� Ïđ� ÌºáĀĈ� ĩóė� ³ºđºĄèÏêº� ģÌÏ­Ì�
�­óêđºêđ� ÏĈ� Āė«áÏĈÌº³� óê� ģÌÏ­Ì� óÄ� đÌº� ­óèĀ�êĩɭĈ� đóė­ÌĀóÏêđĈ�
ɞ�ê³�ģÌó�Āė«áÏĈÌº³�ÏđɟɊ�ºáÏèÏê�đÏêÆ�­óêÄėĈÏóê��ê³�ÆÏĢÏêÆ�ĩóė�đÌº�
óĀĀóĄđėêÏđĩ�đó�ÞººĀ��ê�ºĩº�óê�Ìóģ�­óêđºêđ�ÏĈ�«ºÏêÆ�ėĈº³ɐ

zÌÏĈ�èº�êĈ�ĩóė�­�ê�ºêĈėĄº�è�ĨÏèėè�ĀĄóđº­đÏóê�óÄ�đÌº�­óêđºêđ�
đÌ�đ� ĩóėĄ�è�ĄÞºđÏêÆ� ³ºĀ�Ąđèºêđ� ³ÏĈđĄÏ«ėđºĈ� óê�èėáđÏĀáº� ³ÏÆÏđ�á�
­Ì�êêºáĈ��ê³�Ïê­Ąº�Ĉº�«Ą�ê³�­óêĈÏĈđºê­ĩɐ

Controlling multimedia content  
delivery from CI software
QėáđÏèº³Ï�� ­óêđºêđ� ÏĈ� ºĈĈºêđÏ�á� đó� Ĉ�đÏĈÄĩÏêÆ� ėĈºĄĈɭ� êºº³Ĉ� �ê³�
­óááº­đÏêÆ� đÌºÏĄ� ÏêđºĄºĈđĈɐ�6óģºĢºĄɊ� ÏÄ� ĩóėĄ��óêđºêđ� 9êđºááÏÆºê­º�
ĈóÄđģ�Ąº�³óºĈ�êóđ�è�ê�Æº�đÌÏĈ�­óêđºêđ�­óĄĄº­đáĩɊ�ĩóė�ĄÏĈÞ�áóĈÏêÆ�
ÏèĀóĄđ�êđ�³�đ��óĄ�­óááº­đÏêÆ�Ïê­óêĈÏĈđºêđ�ÏêÄóĄè�đÏóêɐ

9ê�Ä�­đɊ�ģÏđÌóėđ��9�ĈóÄđģ�Ąº�Ïđ�ģóėá³�«º��ê�ºĨđĄºèºáĩ�­óèĀáºĨ��ê³�
ºĨĀºêĈÏĢº�đ�ĈÞ�đó�đ�Æ��ê³�đĄ�­Þ���ĢÏ³ºó��«óėđ���ĀĄó³ė­đ�ÌóĈđº³�óê�
�óėzė«ºɊ��áá� đÌº�ģÌÏáº�­óêĈÏĈđºêđáĩ��ĀĀáĩÏêÆ�đÌº�Ĉ�èº�đ�ÆĈ�đó���
ĀÌóđó�Æ�ááºĄĩ��«óėđ�đÌº�Ĉ�èº�ĀĄó³ė­đ�óê��óĄ³iĄºĈĈɊ��ê³�đĄ�­ÞÏêÆ�
Ïđɐ��ê�ºêđÏĄºáĩ�êºģ�áºĢºá�óÄ�­óèĀáºĨÏđĩ��ĄÏĈºĈ�ÏÄ�ĩóė�êºº³�đó�đĄ�­Þ�
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đÌº�Ĉ�èº�­óêđºêđ�Ïê���i�,Ɋ�­óĄĄº­đáĩ�đ�ÆÆº³ɐ�9đ�ģóêɭđ�«º�º�Ĉĩ�đó�
­óááº­đ��ê³�Āėđ�đóÆºđÌºĄ�đÌÏĈ�³�đ��đó�Ì�Ģº���­óèĀáºđº�óĢºĄĢÏºģɐ

.óó³��9� ĈóÄđģ�Ąº� ºê�«áºĈ� ĩóė� đó� ­ºêđĄ�áÏįº� ­óêđºêđ� �ê³� ³ºáÏĢºĄ�
º�­Ì�Ïđºè�³ÏĄº­đáĩ�ÄĄóè���ĈÏêÆáº�áó­�đÏóê�ģÏđÌ�êó�³ėĀáÏ­�đÏóêɐ�9ê�
đÌÏĈ�ģ�ĩɊ�ĩóė�­�ê��ĈĈėĄº�­óêĈÏĈđºê­ĩ�đó�đÌº�«Ą�ê³��ê³�ÏđĈ�èºĈ-
Ĉ�ÆºĈɊ��Ĉ�ģºáá��Ĉ�­óááº­đ�­óêĈÏĈđºêđ�³�đ�Ɋ��Ĉ�ĈÌóģê�Ïê�,ÏÆėĄºɯȬɢȫɐ

�óė�ģÏáá�Ì�Ģº���ėêÏăėº�ĢºĄĈÏóê�óÄ�đÌº�­óêđºêđɊ��³�Āđ�«áº�³ĩê�èÏ-
­�ááĩ��ê³�Ïê�Ąº�á�đÏèº�đó�ºĢºĄĩ�­Ì�êêºá��ê³�ĈĩĈđºèɐ�zÌÏĈ�­�Ā�«Ïá-
Ïđĩ��ĈĈėĄºĈ��ê�óèêÏɢ­Ì�êêºá�­ėĈđóèºĄ�ºĨĀºĄÏºê­ºɐ�9đ��áĈó�Ąº³ė­ºĈ�
đÌº� đÏèº� ĈĀºêđ� áó­�đÏêÆ� �ê³�ėĀ³�đÏêÆ� ­óêđºêđ� �­ĄóĈĈ� �áá� đóė­Ì-
ĀóÏêđĈɐ�9ê�Ä�­đɊ�đÌº��óêđºêđ�9êđºááÏÆºê­º�è�ê�ÆºĄ�­�ê�­Ì�êÆº�ɞóĄ�
ĄºèóĢºɟ�­óêđºêđ�óê�đÌº��9�ĈóÄđģ�Ąº�óê­º��ê³�Ïđ�ģÏáá�«º�ėĀ³�đº³�
ɞóĄ� ĄºèóĢº³ɟ� Ïèèº³Ï�đºáĩ�óê��áá� óÄ� đÌº� đóė­ÌĀóÏêđĈ�ģÌºĄº� Ïđ� ÏĈ�
Āė«áÏĈÌº³ɐ

.óó³� �9� ĈóÄđģ�Ąº� ³ºáÏĢºĄĈ� èėáđÏèº³Ï�� ­óêđºêđ� �­ĄóĈĈ� ³ÏÆÏđ�á�
­Ì�êêºáĈ�ģÏđÌóėđ��ĵº­đÏêÆ�đÌº�ºĨÏĈđÏêÆ�ÄĄóêđɢºê³�ĈĩĈđºèĈɊ�Ĉė­Ì�
�Ĉ��Qq��ê³�ºɢ­óèèºĄ­ºɐ

FIGURE 4-3: Assuring consistency across channels and touchpoints.
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Q�Þº�ĈėĄº�ĩóėĄ��óêđºêđ�9êđºááÏÆºê­º�ĈóÄđģ�Ąº�­�ê�ėê�è«ÏÆėóėĈáĩ�
đĄ�­Þ�­óêđºêđ��ê³�è�ê�Æº�ÏđĈ�³ºáÏĢºĄĩ�³ÏĄº­đáĩɊ��ĢóÏ³ÏêÆ�³ėĀáÏ­�-
đÏóêĈ�đÌ�đ�ģóėá³�Ąº³ė­º�đÌº�ăė�áÏđĩ�óÄ�đÌº�ĸê�á�³�đ�ɐ

Tracking intranet and extranet 
 activities and downloads
�ºÏêÆ��«áº� đó�è�ê�Æº��­­ºĈĈ� đó� ÏêđºĄê�á��Ą­ÌÏĢºĈ� ÄóĄ� ­óááº�ÆėºĈ�
ÄĄóè� óđÌºĄ� ³ºĀ�ĄđèºêđĈ� óĄ� ºĨđºĄê�á� Ĉđ�ÞºÌóá³ºĄĈ� «º­óèºĈ�
ºĢºê�èóĄº� ÏèĀóĄđ�êđ� �đ� đÌÏĈ� ĀóÏêđɐ� 9đ� �ááóģĈ� ĩóė� đó� ĀĄóĸáº� đÌº�
ɩ�ĀĄºèÏėèɪ��ė³Ïºê­ºɯɠ�đÌº�ėĈºĄĈ�ģÌó�Ì�Ģº�ºĨ­áėĈÏĢº��­­ºĈĈ�đó�
­óĄĀóĄ�đº�ĄºĈºĄĢº³��Ąº�Ĉɐ

�Ĉ�ºĨ�èĀáºĈɊ�đÌÏêÞ��«óėđ���èėáđÏèº³Ï��ĄºĀóĈÏđóĄĩ�ÄóĄ�đÌº�đº­ÌêÏ-
­Ï�êĈ�óÄ���­óèĀ�êĩ�đÌ�đ�ĀĄó³ė­ºĈ�«óÏáºĄĈɊ�óĄ�đÌº�ĀĄºĈĈ��Ąº��óÄ���
«Ą�ê³ɭĈ�ģº«ĈÏđºɐ

zĄ�­ÞÏêÆ� đÌº� �­đÏĢÏđÏºĈ� óÄ� đÌºĈº� ėĈºĄĈ� èº�êĈ� ­óááº­đÏêÆ� đÌº�
Ĉ�èº� ÏêĈÏÆÌđĈ� đÌ�đ� �óêđºêđ� 9êđºááÏÆºê­º� ėĈė�ááĩ� ĄºđėĄêĈ� ÄóĄ� đÌº�
ɩ�ĀóđºêđÏ�á� ­áÏºêđɪ� �ė³Ïºê­ºɐ� �óė� ­�ê� đÌºê� ėĈº� đÌÏĈ� ÏêÄóĄè�đÏóê�
ÄóĄ��ê�Ïêɢ³ºĀđÌ��ê�áĩĈÏĈ��«óėđ�Ìóģ�đÌº�­óêđºêđ�ÏĈ�ĀºĄÄóĄèÏêÆ�ÄóĄ�
đÌºĈº�ėĈºĄĈɊ�ģÌºđÌºĄ�đÌºĩɭĄº��­­ºĈĈÏêÆ�đÌº�ÏêÄóĄè�đÏóê�ĢÏ��ĩóėĄ�
ÏêđĄ�êºđ�óĄ�ºĨđĄ�êºđɐ

Benefit Three: Boosting Customer 
(ngagement and Conversion 5ates

zÌº�đÌÏĄ³�«ºêºĸđ�óÄ��óêđºêđ�9êđºááÏÆºê­º�ÏĈ�đÌ�đ�đÌ�êÞĈ�đó��ĄđÏĸ-
­Ï�á�ÏêđºááÏÆºê­ºɊ�ĩóė�­�ê�Æºđ�đÌº�èóĈđ�óėđ�óÄ�ĩóėĄ�­óêđºêđ�ģÌÏáº�
èÏêÏèÏįÏêÆ�đÌº�ºĵóĄđ�ĄºăėÏĄº³�ÄĄóè�ĩóėĄ�đº�èĈɐ�zÌº��ê�áĩĈÏĈ�óÄ�
đÌº�³�đ��­óááº­đº³�«ĩ��óêđºêđ�9êđºááÏÆºê­º�ÌºáĀĈ�ĩóė��­ÌÏºĢº�đÌº�
ÄóááóģÏêÆ�ó«Ûº­đÏĢºĈɉ

 » 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 o΍er�

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

9ê�đÌº�êºĨđ�Ĉº­đÏóêɊ�ģº�ºĨĀá�Ïê�Ìóģ�đó�ėđÏáÏįº�đÌº�³�đ��­óááº­đº³�«ĩ�
�óêđºêđ�9êđºááÏÆºê­ºɐ

Connecting digital touchpoints  
to Content Intelligence
�óêđºêđ� 9êđºááÏÆºê­º� ĈóÄđģ�Ąº� ėĈė�ááĩ� ĀĄóĢÏ³ºĈ� �� Ĉè�áá� ĀÏº­º�
óÄ� 6zQI� ­ó³º� đó� ÏêĈºĄđ� Ïêđó� ĩóėĄ� ³ÏÆÏđ�á� đóė­ÌĀóÏêđĈ� đó� �³³�
�� �đĄ�­ÞÏêÆ� Äº�đėĄº�ģº� ­�áá� ��Content Intelligent tracker.� �Ĉ� ��ĸĄĈđ�
ĈđºĀɊ�Ïđ�ÏĈ�ÏèĀóĄđ�êđ�đó�ÏêĈºĄđ�đÌº��óêđºêđ�9êđºááÏÆºê­º�đĄ�­ÞºĄ�Ïêđó�
º�­Ì�óÄ�ĩóėĄ�đóė­ÌĀóÏêđĈ�Ĉó�đÌ�đ�ĩóė�­�ê��ėđóè�đÏ­�ááĩ�ÏèĀóĄđ��áá�
óÄ� ĩóėĄ� ­óêđºêđ� ÏêĈÏ³º� đÌº�ģóĄÞĹóģ�ģÌºĄº� đÌº� đ�ÆÆÏêÆ�ĀĄó­ºĈĈ�
đ�ÞºĈɯĀá�­ºɐ

mºèºè«ºĄ�đÌ�đ�Æóó³��óêđºêđ�9êđºááÏÆºê­º�ĈóÄđģ�Ąº�³óºĈêɭđ�Ì�Ģº�
đó�ÄóĄ­º�ĩóė�đó�đ�Æ�đÌº�­óêđºêđɯɠ�ĩóė�­�ê�đ�Æ�­óêđºêđ��ÄđºĄ�ėĀáó�³-
ÏêÆ�ÏđɊ�ÄóĄ�ºĨ�èĀáºɐ�\ê­º�­óêđºêđ�ÏĈ�đĄ�­Þº³Ɋ�ĩóė�­�ê�đ�Æ�Ïđ�ɞóĄ�º³Ïđ�
đÌº�đ�ÆĈɟ��đ��êĩ�đÏèº�ģÏđÌóėđ�áóĈÏêÆ��êĩ�ĀĄºĢÏóėĈ�³�đ�ɐ

zÌÏĈ�Ï³º��ÏĈ�Äėê³�èºêđ�á�«º­�ėĈº�è�ĄÞºđºĄĈ�³óêɭđ��áģ�ĩĈ�Ì�Ģº�đÌº�
đÏèº�đó�³ó�ºĢºĄĩđÌÏêÆ�Ïê�đÌº�ĄÏÆÌđ�óĄ³ºĄɐ�zÌº�ê�đėĄº�óÄ�đÌºÏĄ�Ûó«�
�ê³�đÌº�đÏèÏêÆ�óÄ�­�èĀ�ÏÆê�á�ėê­ÌºĈ�è�Þº�đÌ�đ�ÏèĀóĈĈÏ«áºɐ�zÌº�
­óĄĄº­đ� �óêđºêđ� 9êđºááÏÆºê­º� ĈóÄđģ�Ąº� áºđĈ� ĩóė� ĀºĄÄóĄè� �­đÏóêĈ�
Ïê�đÌº�óĄ³ºĄ�ĩóė�êºº³�«º­�ėĈº�ĩóė�­�êɭđ��ĵóĄ³�đó�áºđ�đÌº�á�­Þ�óÄ�
�đ�ÆÆÏêÆ�Ì�Ģº���êºÆ�đÏĢº�ÏèĀ�­đ�óê�ĩóėĄ�đº�èɭĈ�ģóĄÞɐ�zÌÏĈ�ÏĈ�ģÌĩ�
ģº� Ąº­óèèºê³� ĩóė�ĸê³� �9� ĈóÄđģ�Ąº� đÌ�đ� �ááóģĈ� ĩóė� đó� ėĀ³�đº�
�đ�ÆÆÏêÆ�óê��áá�ÌÏĈđóĄÏ­�á�³�đ���ÄđºĄ�ĩóė�ĀºĄÄóĄè�đ�Æ�­Ì�êÆºĈɐ

Tracking and measuring content  
performance
QóĈđ�óÄ���­óèĀ�êĩɭĈ�è�ĄÞºđÏêÆ� ÏêĢºĈđèºêđĈ�Æó�đóģ�Ą³�­óêđºêđ�
ĀĄó³ė­đÏóêɐ� "ĢºĄĩ� «Ą�ê³� êºº³Ĉ� áóđĈ� óÄ� ėĀɢđóɢ³�đº� �ê³� ÌÏÆÌɢ
ăė�áÏđĩ�­óêđºêđɯɠ��áá�ģÏđÌóėđ�ºĨ­ºº³ÏêÆ�đÌº�«ė³Æºđɐ� 9đ� ÏĈ���Ąº�á�
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­Ì�ááºêÆº�đÌ�đ�è�ĄÞºđÏêÆ�è�ê�ÆºĄĈ�Ä�­º�ºĢºĄĩ�³�ĩɐ�zÌ�đ�ÏĈ�ģÌºĄº�
�óêđºêđ�9êđºááÏÆºê­º�­óèºĈ�Ïêɐ

�9�ĈóÄđģ�Ąº�đĄ�­ÞĈ�đÌº�­�ááĈɢđóɢ�­đÏóê�­ėĈđóèºĄĈ�Ì�Ģº�ĄºĈĀóê³º³�
đó� ɞÄóĄ� ºĨ�èĀáºɊ� è�ÞÏêÆ� �� ĀėĄ­Ì�ĈºɊ� Ĉė«èÏđđÏêÆ� �� êºģĈáºđđºĄ�
ĄºăėºĈđɊ� óĄ�³óģêáó�³ÏêÆ���ģÌÏđº�Ā�ĀºĄɟ� �ê³� đÌºê�èº�ĈėĄºĈ� đÌº�
ĀºĄÄóĄè�ê­º�óÄ�ĩóėĄ�­óêđºêđɐ

�đ� đÌ�đ�ĀóÏêđɊ��9�­�ê�ėê³ºĄĈđ�ê³� ÏÄ��ê³�Ìóģ�đÌÏĈ�­óêđºêđ� ÏêĹė-
ºê­º³�ĩóėĄ�­ėĈđóèºĄĈɭ�«ºÌ�ĢÏóĄ�đóģ�Ą³���ĀėĄ­Ì�Ĉº��ê³Ɋ�đÌºĄºÄóĄºɊ�
đÌº�­óêĢºĄĈÏóê�Ą�đºĈɐ

mºèºè«ºĄ�đó�ÏêĈºĄđ�đÌº�­�ááɢđóɢ�­đÏóêɭĈ�đĄ�­ÞºĄ�Ïêđó�đÌº��óêđºêđ�
9êđºááÏÆºê­º�ĈóÄđģ�Ąºɐ�zÌÏĈ�ģ�ĩɊ�ĩóė�­�ê�Ĉºº�ģÌ�đ�º�­Ì�ėĈºĄ�³Ï³�
«ºÄóĄº��ê³��ÄđºĄ�đÌº�ĀėĄ­Ì�Ĉºɐ

Recognizing customer interests
�ĈºĄĈ�đºáá���áóđ��«óėđ�đÌºèĈºáĢºĈ�đÌĄóėÆÌ�đÌºÏĄ�«ºÌ�ĢÏóĄ�óêáÏêº�ɠ�
ÄóĄ�ºĨ�èĀáºɊ�ģÌÏ­Ì�ĢÏ³ºó�đÌºĩ�ģ�đ­Ìº³Ɋ�ģÌÏ­Ì�êºģĈáºđđºĄ��ĄđÏ­áºĈ�
đÌºĩ�Ąº�³Ɋ�óĄ�ģÌÏ­Ì�Ĉó­Ï�á�ĀóĈđĈ�đÌºĩ�Ĉ�ģɐ�zÌºĈº�­ÌóÏ­ºĈ�đºáá�ĩóė�
�«óėđ�đÌº�ėĈºĄĈɭ�Ĉó­Ïóɢ³ºèóÆĄ�ĀÌÏ­�ĀĄóĸáºĈɊ�ģÌ�đ�đÌºĩ��Ąº�Ā�Ĉ-
ĈÏóê�đº��«óėđɊ�ģÌ�đ�đÌºĩ��Ąº�ÏêđºĄºĈđº³�ÏêɊ�ģÌ�đ�đÌºĩ�ģ�êđɊ��ê³�
ģÌ�đ�đÌºĩ�ºĨĀº­đ�ÄĄóè�ĩóėĄ�«Ą�ê³ɐ

�óêđºêđ� 9êđºááÏÆºê­º� ­óááº­đĈ� ºĨ�­đáĩ� đÌÏĈ� ÏêÄóĄè�đÏóê� ÄóĄ�
ĩóėɊ� ºêĄÏ­ÌÏêÆ� đÌº� �mQ� �ê³� è�ĄÞºđÏêÆ� �ėđóè�đÏóê� ³�đ�� ģÏđÌ�
ėĀɢđóɢ³�đº�ÏêÄóĄè�đÏóê��«óėđ�ĩóėĄ�­áÏºêđĈɐ�zÌ�êÞĈ�đó�đÌÏĈ�ÏêÄóĄ-
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 o΍ers when you know they 
have a real interest in your product.

zó�đ�Þº��³Ģ�êđ�Æº�óÄ�đÌºĈº�­�Ā�«ÏáÏđÏºĈ�óÄ��9Ɋ�Ïđ�ÏĈ�ºĈĈºêđÏ�á�đÌ�đ�ĩóė�
ÏêĈºĄđ�đÌº�đĄ�­ÞºĄ�đó�Ĉĩê­�đÌº��mQ�­óêđ�­đɢ9��óÄ�º�­Ì�ėĈºĄ�ģÏđÌ�
đÌº�Ï³ºêđÏĸ­�đÏóê�óÄ�đÌ�đ�ėĈºĄ�óê��óêđºêđ�9êđºááÏÆºê­º�ĈóÄđģ�Ąºɐ
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zÌºêɊ� ĩóė� ­�ê� ėĈº� đÌº� ÏêÄóĄè�đÏóê� ĩóė� ó«đ�Ïê� ÄĄóè�ĀºĄÄóĄèº³�
­�ááĈɢđóɢ�­đÏóê�óê�ĩóėĄ� ­Ì�êêºá� đó� ºêĄÏ­Ì�ĩóėĄ��óêđºêđ� 9êđºááÏ-
Æºê­ºɊ�đÌºĄº«ĩ�ÏèĀĄóĢÏêÆ�ÏđĈ�³�đ��ăė�áÏđĩɐ�,óĄ�ºĨ�èĀáºɊ�ĩóė�­�ê�
­óááº­đ�đÌº�ºè�Ïá��³³ĄºĈĈºĈ�ėĈºĄĈ�ÆÏĢº�ĩóė�ģÌºê�đÌºĩ�Ĉė«Ĉ­ĄÏ«º�đó�
ĩóėĄ�êºģĈáºđđºĄɐ

�º� ĈėĄº� ĩóėĄ� �9� ĈóÄđģ�Ąº� ĀĄóĢÏ³ºĈ� ĢºĄĩ� ĈÏèĀáº� Ĉĩê­ÌĄóêÏį�đÏóê�
èº­Ì�êÏĈèĈ�đÌ�đ�­�ê�º�ĈÏáĩ�ÏêđºÆĄ�đº�ģÏđÌ�ºĨÏĈđÏêÆ�­�ááĈɢđóɢ�­đÏóêɐ

6ºĄºɭĈ� �ê� ºĨ�èĀáº� đó� ÌºáĀ� ĩóė� «ºđđºĄ� ėê³ºĄĈđ�ê³� đÌÏĈ� ĀóÏêđɉ�
http://bit.ly/CTAintegrationɐ

0aking websites and pages dynamic
�º«ĈÏđºĈ��ê³�Ā�ÆºĈ��Ąº�ėĈė�ááĩ�Ĉđ�đÏ­ɐ��Ìºê�ĩóė�«ėÏá³�đÌºèɊ�ĩóė�
­ÌóóĈº�ģÌºĄº�ĩóėĄ�­óêđºêđ�ģÏáá��ĀĀº�Ą�óê�đÌº�Ā�Æºɐ�,óĄ�ºĨ�èĀáºɊ�
ÏÄ�ĩóė�Āá�­º�óêº�ĢÏ³ºó��ê³�đģó�Ïè�ÆºĈɊ��áá�óÄ�đÌº�ėĈºĄĈ�ģÌó�ĢÏĈÏđ�
đÌ�đ�Ā�Æº�ģÏáá�Ĉºº�đÌº�Ĉ�èº�ĢÏ³ºó��ê³�Ïè�ÆºĈɐ

9êĈđº�³Ɋ� �9� áºđĈ� ĩóė� ėĈº� ³ĩê�èÏ­� ­óêđºêđɐ� �óė� ­�ê� ĀºĄĈóê�á-
Ïįº�đÌº�óèêÏɢ­Ì�êêºá�­ėĈđóèºĄ�ºĨĀºĄÏºê­º�óÄ�ºĢºĄĩ�ĀºĄĈóê�ģÌó�
ĢÏĈÏđĈ��êĩ�óÄ�ĩóėĄ�ģº«ĈÏđº�Ā�ÆºĈ�óĄ��ĀĀáÏ­�đÏóêĈɯɠ�ĄºÆ�Ą³áºĈĈ�óÄ�
ģÌºđÌºĄ�đÌºĩ��Ąº�­ėĈđóèºĄĈɊ�Þêóģê�ėĈºĄĈ�ɞĀºóĀáº�ģÌó�Æ�Ģº�ĩóė�
đÌºÏĄ� ­óêđ�­đ� ÏêÄóĄè�đÏóê� «ėđ� Ì�Ģºêɭđ� «óėÆÌđ� �êĩđÌÏêÆ� ĩºđɟɊ� óĄ�
�êóêĩèóėĈ�ĢÏĈÏđóĄĈɐ

"ĢºĄĩ� đÏèº� �� ėĈºĄ� ºêđºĄĈ� ĩóėĄ� Ā�ÆºɊ� �9� ĈóÄđģ�Ąº� ĈėÆÆºĈđĈ� đÌº�
­óêđºêđ�đÌ�đ�ĸđĈ�«ºĈđ�ÌÏĈ�óĄ�ÌºĄ�ÏêđºĄºĈđĈɐ��9�ĈóÄđģ�Ąº��áĈó��ĢóÏ³Ĉ�
ĈÌóģÏêÆ�­óêđºêđ�đÌ�đ�đÌº�ĀºĄĈóê�Ì�Ĉ��áĄº�³ĩ�ĈººêɊ� ÏÄ�êº­ºĈĈ�Ąĩɐ�
zÌº�­ÌóÏ­º�ÏĈ�è�³º�Ïê���³ĩê�èÏ­�ģ�ĩɊ��ê³�đÌº�­óêđºêđ�­�ê�­Ì�êÆº�
ºĢºĄĩ�đÏèºɊ�³ºĀºê³ÏêÆ�óê�ģÌÏ­Ì�ėĈºĄ�ÏĈ�óê�đÌº�Ā�Æºɐ

zÌ�đɭĈ�ģÌĩ���ģº«ĈÏđº�­�ê��ĀĀº�Ą�­óèĀáºđºáĩ�³ÏĵºĄºêđ�đó���­óėĀáº�
ģÌó�ĀĄºÄºĄĈ�Ąóè�êđÏ­�Ģ�­�đÏóêĈ��ê³�đó���ĩóėêÆ�è�ê�ģÌó�ģ�êđĈ�đó�
Ì�Ģº�Ā�ĄđÏºĈ�ģÏđÌ�ÄĄÏºê³Ĉ�³ėĄÏêÆ�ÌÏĈ�Ģ�­�đÏóêɐ
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đó�đÌº�óèêÏɢ­Ì�êêºá�­ėĈđóèºĄ�ºĨĀºĄÏºê­ºɊ�ĩóė�­�ê��áģ�ĩĈ�óĵºĄ�
ĩóėĄɯ ėĈºĄĈ� ĀºĄĈóê�áÏįº³� ­óêđºêđɊ� êó� è�đđºĄ� ģÌÏ­Ì� đóė­ÌĀóÏêđ�
đÌºĩɭĄº�ėĈÏêÆɐ�9ê�đÌÏĈ�ģ�ĩɊ�ĩóė�­�ê��êđÏ­ÏĀ�đº�ėĈºĄĈɭ�ÏêđºĄºĈđĈ��ê³�
è�Þº�đÌºè�Äººá�­óèÄóĄđ�«áº��ê³�ėê³ºĄĈđóó³ɐ

These materials are © 2018 John Wiley & Sons, Ltd. Any dissemination, distribution, or unauthorized use is strictly prohibited.

http://bit.ly/CTAintegration


56      Content Intelligence For Dummies, T+521 6pecial (dition

FIGURE 4-4: A static page is the same for all users.
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³�đÏóê� �áÆóĄÏđÌèĈ� �Ąº� êóđ� óêáĩ� «�Ĉº³� óê� ĈÏèÏá�Ą� đ�ÆĈɊ� «ėđ� đÌ�đ�
đÌºĩɭĄº�­óèĀóĈº³�óÄ���Ìĩ«ĄÏ³�­óè«Ïê�đÏóê�óÄ�đÌº�ÄóááóģÏêÆ�³�đ�ɉ

 » 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-�: A dynamic page o΍ers each user individualized content�
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Chapter 5

IN THIS CHAPTER

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

 » Applying Content Intelligence e΍ectively

 » Outlining the most important aspects of 
Content Intelligence to consider

 » Being inspiring and passionate

Ten Content Intelligence 
Do’s and Don’ts

Content 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). 
zÌÏĈ�ģº«ĈÏđº�óĵºĄĈ�ºĢºĄĩđÌÏêÆ�ĩóė�êºº³�đó�Þêóģ��«óėđ��óêđºêđ�
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:

 » 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�

 » 'on’t use too many tags � � � less is more�

Avoid Ȋtag anxietyȋ� 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 Mourney�

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

 » Do periodically update the topic taxonomy.

It is essential to keep the semantic engine of the AI aligned to 
your editorial taxonomy� This practice o΍ers the following 
benefits:

• It maintains the connection between the topics selected 
by AI and your vocabulary and Margon�

• It trains the AI 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 CI.

 » Do pursue content design goals as CI 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 e΍ective content from the 
very beginning� You’re ready to create content when
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• You’ve defined the content obMective� relative to its buyer’s 
Mourney 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.

 » Do keep an eye on the Content Intelligence tracking.

Periodic maintenance of your CI 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.

 » 'o involve product managers and content editors in 
deciding objectives and taxonomy�

Always remember: Content Intelligence is a combination of 
three di΍erent worlds:

• AI 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�

 » 'on’t be in a hurry ȃ think efficiency before complexity�

In order to best utilize CI 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 e΍ectiveness�

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

 » 'o create a content strategy� even if you have little content�

It doesn’t matter if your company has Must 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.

 » 'o 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 o΍ 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 di΍erent departments and refining goals if necessary is 
the starting point of every new proMect 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 �.PIs� to measure each goal� It’s important to share 
these .PIs with your stakeholders monthly� You’ll improve 
.PI results� and you’ll continually refine and improve your 
way of doing Content Intelligence.
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