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AMAZE YOUR AUDIENCE

Are you ready for your content to take center stage?
If you’re reading this, you likely aren’t just creating content for content’s sake. Right? But just in case 
you need some fresh words of wisdom, we’ve asked more than 40 Content Marketing World 2019 
speakers to step right up and provide insights on the trends they’re seeing, the tools they can’t live 
without, and how to stop the spinning plates by focusing on what’s right for your brand – and, more 
importantly –  your customers.

This year’s CMWorld theme is Amaze Your Audience. The CMI team always aims to delight content 
marketers with incredible speakers, networking events, and more; but what we really want is for our 
attendees to come away from our show with an even stronger ability to amaze THEIR OWN audiences. 

Now is the time for brands to differentiate, to wow, and to deepen the 
relationships that matter most.

We hope you enjoy our CMWorld 2019 conference ebook and find some nuggets 
of inspiration in here that will help you be a showstopper.

Cathy McPhillips
VP of Marketing
Content Marketing Institute 



AMAZE YOUR AUDIENCE

Look into your crystal ball and reveal one content trend you 
see dominating the industry in the upcoming year. 

Working with micro-influencers, meaning people on Instagram 
with under 50k followers.           

Which tools or techniques do you recommend for keeping all 
the balls in the air when you need to juggle numerous content 
efforts across multiple platforms all at once? 
Planoly for organizing your Instagram grid.   

Tech/creative innovation is risky but necessary if you want your 
business to evolve along with consumers’ expectations. What 
can marketers do to encourage their teams to walk out on that 
tightrope of experimentation? 
Try working with large influencers (over 100k followers) and create 
a custom product that they can advertise to their audience.  

GRIFFIN 
THALL

CEO / Co-founder      
Pura Vida Bracelets     
@puravidabrac_
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With so much content to choose from, amazing audiences gets harder. What advice do you have for 
marketers who want to fill the Big Top today and keep audiences coming back for another show?

Invite them on stage. Make your reader or your viewer the star of the show. I do this by posing questions, asking 
for feedback, and constantly trying to make my audience feel like co-pilots on my adventures. Spectators get 
bored eventually; so, add a call-to-action in everything that you post and encourage communication.    

Look into your crystal ball and reveal one content trend you see dominating the industry in the upcoming year. 
LinkedIn Pages will dominate. LinkedIn’s community is growing so rapidly, and they have shifted some of 
their focus away from the mega-enterprises and onto small to medium-sized businesses. This is big news 
for us “small guys” because it means that the tools that they are building and releasing for LinkedIn Pages 
will have the purpose of helping SMBs grow organically, much like Facebook did in the beginning.       

Which tools or techniques do you recommend for keeping all the balls in the air when you need to 
juggle numerous content efforts across multiple platforms all at once? 
There are two tools for organization that I cannot live without. The first is Feedly. Feedly keeps me on top 
of all the news and updates that I need to know to be a thought leader in my field.

The second is Agorapulse. Agorapulse makes it so easy to manage multiple inboxes and batch and 
schedule content. And the reports? Well, they’re just really pretty!          

Tech/creative innovation is risky but necessary if you want your business to evolve along with 
consumers’ expectations. What can marketers do to encourage their teams to walk out on that 
tightrope of experimentation? 
This might seem like a strange answer, but marketers need to network and connect successful 
practitioners with their team. Some of the most brilliant marketers I know have introduced me to their 
team members so that they can watch and learn from me. Knowing that somebody is experimenting and 
having success doing so is a confidence booster, and it just might be the missing piece that your team 
needs to go for it!         

What is your favorite carnival performance to watch? 
 As a clumsy person who can’t go a day without spilling coffee on myself, I’m all about
 graceful acrobatics, it seems so magical! 

MICHAELA
ALEXIS 

LinkedIn Speaker, 
Trainer, and Consultant

@mickalexis    
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With so much content to choose from, amazing audiences gets harder. What advice do you 
have for marketers who want to fill the Big Top today and keep audiences coming back 

for another show?
It’s easy to say and tough to do: Choose to amaze your audience instead of amazing your ego, your 
checklist of random tactics, or your aspirations of meeting your short term targets. If you focus on 
your audience, the rest will take care of itself.         

Look into your crystal ball and reveal one content trend you see dominating the industry in 
the upcoming year. 
Podcasts. And branded smoke signals. But mostly podcasts.            

Which tools or techniques do you recommend for keeping all the balls in the air when you 
need to juggle numerous content efforts across multiple platforms all at once? 
We used to laugh at the traditional advertising technique of “spraying and praying,” and now 
content marketers are doing it. The best way to juggle is to prioritize the balls you’re catching and 
throwing. Even clowns know that juggling four balls is easier than 12.        

Tech/creative innovation is risky but necessary if you want your business to evolve along with 
consumers’ expectations. What can marketers do to encourage their teams to walk out on that 
tightrope of experimentation? 
Stop saying “embrace failure” when you actually don’t. Be selective with it. Every job should be 
both assembly line and concept car. Failure on the assembly line should not be encouraged. It 
should be penalized. Concept cars are experimentation, but they’re nowhere near the assembly 
line. Identify which projects and processes are assembly line and which ones are concept cars. 
 
What is your favorite carnival performance to watch? 
Anything that is preceded by the phrase, “death defying.”  

RON
TITE

Founder & CEO          
Church+State  

@rontite    
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With so much content to choose from, amazing audiences gets harder. What advice 
do you have for marketers who want to fill the Big Top today and keep audiences 

coming back for another show?
To keep them coming back for more, marketers must Engage – be useful, not just available, 
Excite – amplify with digital experiences, and Entangle – become indispensable by creating 
uncommon value.      

Look into your crystal ball and reveal one content trend you see dominating the 
industry in the upcoming year. 
Multimodal content delivery with a focus on rapidly emerging formats like voice.     

Which tools or techniques do you recommend for keeping all the balls in the air when 
you need to juggle numerous content efforts across multiple platforms all at once? 
Have a keen sense of which platform fits the relevant need state for the consumer. Be 
consumer-led, not platform-led.         

Tech/creative innovation is risky but necessary if you want your business to evolve 
along with consumers’ expectations. What can marketers do to encourage their teams to 
walk out on that tightrope of experimentation? 
Exploit fast test-and-learn methodologies to optimize the marketing and content mix and 
minimize the downsides of (very necessary) risk-taking.          

What is your favorite carnival performance to watch? 
The lions – it’s how skill dominates overwhelming brute force. You don’t have to be big. Just 
be smart about what you do.

DIPANJAN 
CHATTERJEE 

Vice President
Forrester Research     
@dipanjantweet   



Have a keen sense of which platform fits
the relevant need state for the consumer.

Be consumer-led, not platform-led.

DIPANJAN CHATTERJEE
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SYDNI 
CRAIG-HART

CEO
Smart Simple Marketing

@sydnicraighart
   

With so much content to choose from, amazing audiences gets harder. What advice do you have for 
marketers who want to fill the Big Top today and keep audiences coming back for another show?

LISTEN to your audience. Stop creating your marketing strategy based on internal agendas, industry 
benchmarks and your personal preferences/biases. Spend time with your customers. Talk to them. 
Learn about their lives, their needs, and their goals. The more effort you put into getting out of your 
office and getting to know the individuals you are trying to serve the better you’ll be able to craft content 
and campaigns that meet their needs. Don’t let “customer centricity” be a buzzword you toss around 
at meetings and off-sites. Focus on actually BEING customer-centric. When you do, your audience will 
naturally be magnetically drawn to your content, your campaigns will be more successful, and your 
customers will be more loyal than ever before.

Look into your crystal ball and reveal one content trend you see dominating the industry in 
the upcoming year.
Embrace multicultural marketing. It is simply NOT optional. Your audience is not “one size fits all.” For 
example, Nielsen reports that “Consumers of color are making considerable contributions to the overall 
market—in some cases representing more than 50% of the overall spending in key product categories.” 
Forbes says, “According to the Coca-Cola Company and Mass Mutual, a group of 40 million 50+ American 
women represent over $15 trillion dollars in purchasing power and are the healthiest, wealthiest, and most 
active generation in history.” Your audience is not homogenous. In fact, your audience is more diverse than 
it has ever been. You must invest in understanding how your prospects and customers think about the 
topics related to the products you sell, so you can create content that resonates and inspires them. Month 
after month we see brands launching tone-deaf marketing campaigns that cause unnecessary controversy 
and alienate audiences with massive buying power. If you don’t proactively embrace multicultural 
marketing, you are going to be one of those companies.

Tech/creative innovation is risky but necessary if you want your business to evolve along with 
consumers’ expectations. What can marketers do to encourage their teams to walk out on that 
tightrope of experimentation? 
Create opportunities to interact with your target audience. Invite a group of customers in for breakfast or 
lunch. Get to know them and listen to their stories. Host an educational event to help them gain insight or 
build a new skill related to your product. Use your own products so you understand the experience your 
customer has and what problems your products actually solve. Team leaders need to be proactive about 
helping their teams to build empathy for their target audience so the individual marketers 
have a deeper understanding of what their audience needs.
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With so much content to choose from, amazing audiences gets harder. What advice 
do you have for marketers who want to fill the big top today and keep audiences 

coming back for another show?
Tell stories that connect with the audience on an emotional level as well as make them feel 
empowered to tackle a challenge they face.       

Look into your crystal ball and reveal one content trend you see dominating the 
industry in the upcoming year. 
The power of telling meaningful stories that hook an audience’s attention, hold their 
attention, and result in an epiphany “light bulb” moment.   

Which tools or techniques do you recommend for keeping all the balls in the air when 
you need to juggle numerous content efforts across multiple platforms all at once? 
Our team manages all our content with a combination of Trello, Slack, and Frame.io (for 
video content).        

Tech/creative innovation is risky but necessary if you want your business to evolve 
along with consumers’ expectations. What can marketers do to encourage their teams to 
walk out on that tightrope of experimentation? 
If my YouTube client feels hesitant about evolving on their channel, I show them the YouTube 
growth charts of other creators who didn’t continue to reinvent themselves. The charts are 
stagnant for about a year or two and then see a slow, steady decline that’s hard to reverse at 
that point.        

What is your favorite carnival performance to watch? 
Jugglers! My life totally identifies with them (haha).

TIM
SCHMOYER
YouTube Strategist     

Video Creators            
@timschmoyer   
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With so much content to choose from, amazing audiences gets harder. What advice do you have for 
marketers who want to fill the Big Top today and keep audiences coming back for another show?

Create a flash briefing skill for Amazon Alexa. It doesn’t have to be specialized content for the platform. You 
can take snippets from the content you’re already producing, put them in an RSS feed or, if you have the 
right equipment, record audio versions. Once that’s done, creating a flash briefing skill is just a few clicks 
in Amazon’s skill building tool. It’s low effort for a big impact, as users that engage with flash briefing skills 
will have your tips read to them each day along with their other news and updates from Alexa.         

Look into your crystal ball and reveal one content trend you see dominating the industry in the 
upcoming year. 
Content is going to be all about audio in 2019. Podcasts are having their moment at the same time Amazon 
Alexa and other voice first devices have hit critical mass with consumers. Companies will be searching for 
the right strategy to increase their literal “share of voice” on these platforms.         

Which tools or techniques do you recommend for keeping all the balls in the air when you need to 
juggle numerous content efforts across multiple platforms all at once? 
Hire a good project manager. There is no tool that can replace that real, human skill.          

Tech/creative innovation is risky but necessary if you want your business to evolve along with 
consumers’ expectations. What can marketers do to encourage their teams to walk out on that 
tightrope of experimentation?   
Finding the appropriate time to jump into a new strategy or technology is one of the toughest parts of 
this job. Not everyone has large enough budgets to try everything and see what sticks, so you have to 
prioritize. You don’t want to adopt something too soon when it hasn’t matured enough, but you also don’t 
want to wait and give a competitor the chance to get the edge. 
 
For me, I think the most successful strategy I’ve found is to embrace the change that’s on the horizon, 
seed it with leadership, and start to do the foundational work to prepare for that change. Whether it’s data 
gathering or doing a small pilot, these preparatory steps are easier to get approved because they limit risk 
while still moving things forward.           

What is your favorite carnival performance to watch? 
Anything that doesn’t involve the exploitation of animals. :)

COURTNEY
COX

WAKEFIELD   
Digital Marketing        
Children’s Health       

@CourtEWakefield
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With so much content to choose from, amazing audiences gets harder. What advice do you 
have for marketers who want to fill the Big Top today and keep audiences coming back 

for another show?
You can’t amaze your audience without deeply understanding them first. So immerse yourself 
in THEM (your audience). Spend a day with them. In person. Walk a mile in their shoes. And once 
you fully understand them, show them how to solve their most pressing issues. And give them the 
unexpected.

Look into your crystal ball and reveal one content trend you see dominating
the industry in the upcoming year. 
Email newsletters – those curated with love, affection and a personal touch. Soon enough, 
everyone will hop on the bandwagon (similar to personal blogging). So act now while supply is low.     

Which tools or techniques do you recommend for keeping all the balls in the air when you 
need to juggle numerous content efforts across multiple platforms all at once? 
Take a step back to consider the 10,000 foot view. Yes, you need to still meet deliverables and 
deadlines, but double check that your sequence of project activities aligns well with overall 
business goals. If you can postpone one project until later, the remaining ones can be done more 
effectively.

Tech/creative innovation is risky but necessary if you want your business to evolve along with 
consumers’ expectations. What can marketers do to encourage their teams to walk out on that 
tightrope of experimentation?  
Make experimentation a regular portion of the job. Kind of like Google’s 20% policy. Management 
needs to support it – so carve out time and let the team “play” with new tools and technologies. 
Hold them accountable – they should prepare demos or report back to the team to show what they 
learned and how the new tech can help their marketing efforts.           

What is your favorite carnival performance to watch? 
Anyone who can eat fire. Talk about content consumption!

DENNIS 
SHIAO 

Marketing Consultant
Dennis Shiao Consulting         

@dshiao    
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With so much content to choose from, amazing audiences gets harder. What advice do you have for 
marketers who want to fill the Big Top today and keep audiences coming back for another show?

Content relevance is an innovation problem, not a publishing problem. Identify what keeps your audience up at 
night and then innovate a content driven experience or application to help them. To keep them coming back, build 
a service. Instead of periodical articles about parenting, deliver information via SMS on maternal, fetal, or child 
health, timed to their development. Do that and you could get a billion women into a GDPR-friendly database and 
deliver valuable service that they will engage with. Continue to add services that deepen the relationship laterally.
 
Look into your crystal ball and reveal one content trend you see dominating the industry in the upcoming year.
The content marketing industry will go beyond just “becoming publishers” to becoming “social innovators” 
through content-driven experiences and applications. We aren’t relevant enough. Social entrepreneurship points 
the way as it has already developed mature value frameworks that the content marketing industry is too slow to 
adopt. The infusion of social value is inevitable because it is accidental. Best practice content marketing programs 
veer sideways into social entrepreneurship. The objective now is to make this intentional and methodically 
repeatable.     
 
Which tools or techniques do you recommend for keeping all the balls in the air when you need to juggle 
numerous content efforts across multiple platforms all at once?
Establish cross-functional editorial boards that meet occasionally and digitally communicate frequently to 
ensure alignment across programs and alignment with the customer; to share subject matter expertise, identify 
efficiencies, and accelerate business value opportunity discovery; and to ensure content is coordinated into a 
seamless and non-chaotic customer experience. Create globally visible content calendars managed through a 
specialized technology (yay!) or a globally accessible spreadsheet (meh!). Have a place where everyone can see 
what is in flight and what is coming is crucial!      
 
Tech/creative innovation is risky but necessary if you want your business to evolve along with consumers’ 
expectations. What can marketers do to encourage their teams to walk out on that tightrope of 
experimentation?  
Learn design thinking and participatory design methods, create an innovation team, and workshop accordingly. 
Identify what keeps your audience up at night, and then ideate content-driven experiences or applications that will 
help them. Identify their goals, obstacles, tasks that do to achieve them, and where they encounter friction. Your 
solution should be targeted to eliminate that friction, and optimize that goal or experience. Do not neglect the full 
human stakeholder ecosystem in which they operate, because your solution might add value to more than one 
role within it by facilitating collaboration, resource sharing, communication, or transactions between them.   
 
What is your favorite carnival performance to watch?
Clowns, mimes, physical performers. Because I was a mime professionally.  I went to mime school. 
No. really. I went to mime school.

CARLOS
ABLER

Leader of Content 
Marketing Strategy           

3M       
@Carlos_Abler
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With so much content to choose from, amazing audiences gets harder. What advice do you 
have for marketers who want to fill the Big Top today and keep audiences coming back 

for another show?
I try not to reinvent the wheel and meet my audience where they are. If there’s a meme or viral 
video that’s relevant to my presentation, I include it! I also connect the dots for my audience and 
spell the takeaways out clearly. It’s not a marketing course after all!

Look into your crystal ball and reveal one content trend you see dominating the industry in 
the upcoming year.
Real content from nanoinfluencers. Staged content from micro and macroinfluencers just isn’t 
resonating on social media as much as it used to, nor is it driving strong engagement. Consumers 
are gravitating to content that feels honest, authentic and unplanned.

Which tools or techniques do you recommend for keeping all the balls in the air when you  
need to juggle numerous content efforts across multiple platforms all at once?
I’m a HootSuite and Canva junkie! I love them both. Automation is my best friend. It allows me to 
focus on what I truly love to do, which is create and design the content, rather than post or monitor it.

Tech/creative innovation is risky but necessary if you want your business to evolve along with 
consumers’ expectations. What can marketers do to encourage their teams to walk out on that 
tightrope of experimentation?
Walk on a tightrope but don’t forget to put the safety net underneath you. It’s fine to experiment 
with new ideas and innovate in different platforms, but make sure the experiment is grounded 
in data. If you’re hypothesizing that your audience might like the risk (rather than just throwing 
something in the air) you’re more likely to be successful.

What is your favorite carnival performance to watch?
Watching myself in a funhouse mirror, eating fried dough and trying not to get any powdered 
sugar on myself. Spoiler alert: it’s a disastrous show every time.

CHRISTINE
CARTER  

Writer and Global 
Marketing Strategist

@cmichelcarter
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With so much content to choose from, amazing audiences gets harder. What advice do you have for 
marketers who want to fill the Big Top today and keep audiences coming back for another show?

Find that sweet spot where you’re solving your audience’s problems and, at the same time, storytelling in 
a deeply human way. Get ‘em to come for the quick tips, then stay for the stories. 
       
Look into your crystal ball and reveal one content trend you see dominating the industry in the 
upcoming year. 
It’s going to be more important than ever to demonstrate the impact (in dollars!) of content marketing 
efforts in terms of real business action at every stage of the buyer journey.   

Which tools or techniques do you recommend for keeping all the balls in the air when you need to 
juggle numerous content efforts across multiple platforms all at once? 
A robust and easy-to-use project management system is vital, especially for teams. A huge roadblock to 
accomplishment is a lack of commitment. But once you put a big project into Wrike or Workfront or Asana, 
or what have you – and set a due date – it becomes easier to prioritize what to work on on any given day.        

Tech/creative innovation is risky but necessary if you want your business to evolve along with 
consumers’ expectations. What can marketers do to encourage their teams to walk out on that 
tightrope of experimentation?   
I love Google’s idea of 20% time – allowing people to spend part of their time working on passion projects. 
Allotting 1/5 of the week may not be realistic for every company, so your mileage may vary. Then, once you 
have an idea that seems to have promise, determine KPIs, set goals, and put resources behind it.
 
Also, to borrow from Freakonomics: Human beings respond to incentives. Incentivize people to come up 
with creative ideas! Maybe that’s as simple as awarding a restaurant gift card to whoever comes up with 
the best new idea once a month.
 
Lastly, when getting creative, let people feel free to leave their lanes once in a while. Does someone who 
works in analytics have an idea for a great piece of content? Don’t squash it – sometimes great ideas come 
from unexpected places.            

What is your favorite carnival performance to watch? 
Fire-breathers, of course.

RYAN
ESTES   

Senior Content 
Marketing Specialist  
Frontline Education    

@ryestes   



Does someone who works in analytics
have an idea for a great piece of content? 
Don’t squash it – sometimes great ideas 

come from unexpected places. 

RYAN ESTES
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JAY
ACUNZO   

Founder          
Marketing Showrunners     

@jayacunzo    

With so much content to choose from, amazing audiences gets harder. What advice do you have for 
marketers who want to fill the Big Top today and keep audiences coming back for another show?

I find this idea of content saturation so funny because it implies we aren’t talking to customers so much as paying 
attention to what everyone else in our competitive niche or marketers overall are up to. The point is to serve 
customers, and if we actually spent time with them and simply listened (instead of promoted anything), we’d learn 
all the ways the glut of content isn’t serving them.    
 
Look into your crystal ball and reveal one content trend you see dominating the industry in the upcoming year.
Marketers making shows. We’ve witnessed an explosion in episodic and serialized content. Some companies are 
even building tools for marketers who make shows. Others are moving from one show to an integrated strategy 
and network of multiple original series. We can’t just grab attention, we must HOLD IT. When we have a loyal 
audience that knows, likes, and trusts us, two things happen: The lifetime value (LTV) of each person in that 
audience goes up, and the cost of new customer acquisition (CAC) goes down, thanks to word-of-mouth. And the 
best way to create to hold attention and reap these rewards? Make a show.   
 
Which tools or techniques do you recommend for keeping all the balls in the air when you need to juggle 
numerous content efforts across multiple platforms all at once?
Zapier. It’s the connective tissue between all kinds of tools thanks to how it connects the tools’ APIs. For instance, 
when I move a card in Trello from “Podcast Episode Idea” to “Scheduled to Record,” it automatically generates a 
Dropbox folder for my audio files and a Google Doc for my script, then links both inside the Trello card. That’s the 
tip of the iceberg too. Zapier is magic.  
 
Tech/creative innovation is risky but necessary if you want your business to evolve along with consumers’ 
expectations. What can marketers do to encourage their teams to walk out on that tightrope of 
experimentation?  
Don’t sell your ideas. Sell why your ideas should exist. We’re too eager to present what the idea is, instead of why 
it’s beneficial and also logical to execute. Start by understanding others on two levels: What do they want, and 
what do they believe about getting it? Articulate that back to them. Next, lay out your logic. Spread the ingredients 
on the table and walk them through each – even if you arrived at an idea instantly. They didn’t, so you’ve put them 
at an information disadvantage. Close that divide by walking them through your rationale. Third, suggest what it 
would take: a small budget, crack team, or finite test with appropriate KPIs. Finally, present the idea.

What is your favorite carnival performance to watch?
Netflix
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With so much content to choose from, amazing audiences gets harder. What advice do you have for 
marketers who want to fill the Big Top today and keep audiences coming back for another show?

With everyone trying to be clever, witty, or memorable, sometimes the most standout thing a company can do 
with content is to focus on being relentlessly, unwaveringly *useful* in the eyes of their customers. That means 
a consistent focus on getting feedback, answering tough questions, and making the community feel seen and 
heard. The best content is the content that can help someone do their job or live their life better tomorrow, not the 
campaign with the most clever turn of phrase.  

Look into your crystal ball and reveal one content trend you see dominating the industry in the upcoming year. 
I never focus on trends. Why? Because most marketing teams are better off NOT focusing on the trendy, edgy thing 
but instead getting the BASICS right: who are we creating for, what do they need, where do they need and want to 
receive it? We can talk about mobile, and AI, and video, and chatbots all we want, but executing on fundamentals 
is sometimes the most radical and breakthrough thing a marketing team can do.     

Which tools or techniques do you recommend for keeping all the balls in the air when you need to juggle 
numerous content efforts across multiple platforms all at once? 
I’ve tried and used just about every project management and content wrangling platform out there, and most of 
the time for me, nothing beats a well-designed spreadsheet and my calendar. But technique wise, I’m a big fan of 
simplifying. Most content programs are far, far too noisy and complicated and it wastes a great deal of time and 
effort from the teams to keep all of that humming along. You don’t have to be everywhere, you just have to be 
doing a few things *really* well to stand out.            

Tech/creative innovation is risky but necessary if you want your business to evolve along with consumers’ 
expectations. What can marketers do to encourage their teams to walk out on that tightrope of 
experimentation?  
I think “experimentation” gives people hives because the outcome is unproven, and that scares us. But trying new 
things doesn’t have to be about being edgy, or gritty, or even going out on a limb with VR or AR. Trying new things 
for YOU is about stretching a bit outside your usual company comfort zone, a more casual tone in your content to 
connect to readers, or a more personal video format that goes beyond the typical talking head interview. Whenever 
you’re doing something new, treat it like a trial run (and of course work to get your legal and compliance folks on 
board if that’s needed to put everyone’s risk sensors on green). It’s easier to get everyone comfortable with doing 
new things if you put boundaries around it, i.e., “We’re going to try this for three months, and if it doesn’t do X, Y, or 
Z, we’ll move on.” Having a ripcord to pull gives everyone peace of mind that there’s a way out if things don’t work 
as planned.    

What is your favorite carnival performance to watch? 
Carnivals freak me out. Too many clowns. :)

AMBER 
NASLUND 

Senior Content 
Marketing Evangelist

LinkedIn
@AmberCadabra 
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With so much content to choose from, amazing audiences gets harder. What advice do you 
have for marketers who want to fill the Big Top today and keep audiences coming back for 

another show?
Two things: content tilt and consistency. First, do you have a content tilt... meaning, are you covering 
an area where you actually have a chance to be the leading provider of information? Are you niche 
enough? Second, are you delivering consistently? If you are a weekly publication, are you delivering to 
the day and minute every week? If not, you’re probably not amazing your audience.    

Look into your crystal ball and reveal one content trend you see dominating the industry in the 
upcoming year. 
A number of Fortune 500 companies launch targeted print magazines. I know it’s old school, but there 
is a huge opportunity to grow an audience by leveraging the print format (with everyone fighting for 
online attention).       

Which tools or techniques do you recommend for keeping all the balls in the air when you need to 
juggle numerous content efforts across multiple platforms all at once? 
Start killing some of your content projects. Most brands are producing too much content in too many 
places. Instead, focus on a few channels that you can grow and keep an audience and be great there.            

Tech/creative innovation is risky but necessary if you want your business to evolve along with 
consumers’ expectations. What can marketers do to encourage their teams to walk out on that 
tightrope of experimentation?  
Before your team releases each issue/show/article, ask them if they are a little nervous sending it out. If 
they aren’t, your team isn’t taking enough chances. Your content team should be at least a little afraid 
of what people might say about the content you are distributing. If not, you probably aren’t creating 
anything that will truly grow an audience.            

What is your favorite carnival performance to watch? 
I like to watch “The Greatest Showman” over and over and over again.

JOE
PULIZZI

Founder          
Content Marketing Institute 
& Orange Effect Foundation       

@JoePulizzi    
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With so much content to choose from, amazing audiences gets harder. What advice do 
you have for marketers who want to fill the Big Top today and keep audiences coming 

back for another show? 
Combine the crowd-pleasing favorites (how-to content, utility, prescriptive advice) with risk taking 
and new ideas (inspiration, strong opinion, innovation stories). 
 
With only the former, your audience will be smarter but bored. With only the later, they’ll be 
inspired but directionless.         

Look into your crystal ball and reveal one content trend you see dominating the industry in 
the upcoming year. 
The end to single-POV content. The rise of collaboration, contributors, and influencer-driven 
content.          

Which tools or techniques do you recommend for keeping all the balls in the air when you 
need to juggle numerous content efforts across multiple platforms all at once? 
When there’s lots of content, big teams, and many assets, grab Aprimo or a similar MRM (marketing 
resource management) tool. Without it, you’ve got marketing chaos.
 
Tech/creative innovation is risky but necessary if you want your business to evolve along with 
consumers’ expectations. What can marketers do to encourage their teams to walk out on that 
tightrope of experimentation?  
Celebrate churn on your marketing team. And keep a pipeline of candidates. Teams with new 
members are naturally more innovative. Teams where turnover is low are naturally slower to 
change. Throw a contract strategist in the mix. And send everyone to Cleveland!        

What is your favorite carnival performance to watch? 
Anything by Cirque du Soleil.

ANDY 
CRESTODINA

Co-founder, CMO
Orbit Media Studios

@crestodina 



AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. What 
advice do you have for marketers who want to fill the big top today and keep 

audiences coming back for another show?
A tragic faux pas is creating content for content’s sake. Jump of the circus wheel of 
content creation and focus on promoting content that converts. 

Look into your crystal ball and reveal one content trend you see dominating the 
industry in the upcoming year.
One content trend I see dominating the industry is infotainment. Today, many 
consumers are consuming content to be entertained even before being informed.

Which tools or techniques do you recommend for keeping all the balls in the air 
when you need to juggle numerous content efforts across multiple platforms all at 
once? 
Repurpose your content like you would repurpose your turkey dinner after 
Thanksgiving. Work smarter not harder when creating content.

Tech/creative innovation is risky but necessary if you want your business to evolve 
along with consumers’ expectations. What can marketers do to encourage their 
teams to walk out on that tightrope of experimentation? 
Create one piece of content that has NOTHING to do with your brand and see how your 
customers respond.

What is your favorite carnival performance to watch?
Watching your content should be like watching a tightrope performance. Every second 
should stimulate.

JUNTAE
DELANE

Founder
Digital Branding 

Institute
@juntaedelane



AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. What advice do you have 
for marketers who want to fill the Big Top today and keep audiences coming back for another 

show?
Focus less on the spectacle and more on the information that’s most useful and impactful for your target 
audiences. Wow them and you’ll hold their attention for a moment; teach them something that helps them 
and you’ll have the start of an ongoing relationship.           

Look into your crystal ball and reveal one content trend you see dominating the industry
in the upcoming year. 
My crystal ball is always a little hazy, but I hope more senior leaders will learn to pay attention to 
meaningful metrics – the ones beyond the vanity set of impressions and likes. There’s so much more to 
measure that has a direct business impact!        

Which tools or techniques do you recommend for keeping all the balls in the air when you need
to juggle numerous content efforts across multiple platforms all at once? 
I’ve worked in a lot of organizations that haven’t been able to find the funds to get the best tools for 
content management, so I’ve turned to a more Frankenstein approach. The much-maligned spreadsheet 
is a reasonable fallback when you can’t get the money to invest in a stronger tool. But I also try to warn my 
leaders that they’re going to get what they pay for. Zero-cost solutions tend to be clunky and that makes 
buy-in extremely difficult.

Tech/creative innovation is risky but necessary if you want your business to evolve along with 
consumers’ expectations. What can marketers do to encourage their teams to walk out on that 
tightrope of experimentation?  
Create an environment where thoughtful innovation – even when it fails to achieve its goals – is celebrated. 
If we can remove some of the fear of failure and create a safe zone for smart experimentation, we’ll fall 
short some of the time, but the successes will really knock your socks off.   

What is your favorite carnival performance to watch? 
Anything that doesn’t involve heights. I’m terrified of heights – even on behalf of other people and even 
trained professionals!

AMANDA 
CHANGURIS

Associate Director, 
Corporate Communications        

BNY Mellon     
@AmandaChanguris 
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AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. What advice do you 
have for marketers who want to fill the Big Top today and keep audiences coming back for 

another show?
To amaze your audience, you have to inspire them with stories that move them, while also providing 
practical tips they can see themselves using.     

Look into your crystal ball and reveal one content trend you see dominating the industry in the 
upcoming year. 
Employee activation is the biggest trend in content right now. Brands are realizing that ads and press 
releases don’t work. But real stories from real people do. Brands are activating employees to create 
and share the best stories from around their organization.         

Which tools or techniques do you recommend for keeping all the balls in the air when you need to 
juggle numerous content efforts across multiple platforms all at once? 
I find a basic workflow and content marketing calendar tool is really all you need. The calendar can 
serve as the forcing function of your documented content marketing strategy. But too many brands 
forget the strategy piece and jump straight to the tools.    

Tech/creative Innovation is risky but necessary if you want your business to evolve along with 
consumers’ expectations. What can marketers do to encourage their teams to walk out on that 
tightrope of experimentation?  
You never know what’s going to work. I think an effective innovation strategy starts by trying to 
emulate the leaders in your industry or from adjacent ones. Then start looking at completely unrelated 
ones. But the trick is to get your team constantly coming up with and testing new ideas. So make it part 
of their job!          

What is your favorite carnival performance to watch? 
Tightrope walker, of course. But you primed me with your last question...

MICHAEL 
BRENNER

CEO     
Marketing Insider Group        

@BrennerMichael



AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. What advice do you have for 
marketers who want to fill the Big Top today and keep audiences coming back for another show?

Design your messages not just for each audience, but for where they are on their decision journey – and then 
link those messages to each other. That way your audience is amazed at how well you understand what they 
want and need right now, but then stay with you as you continue to amaze them with new insights.  

Look into your crystal ball and reveal one content trend you see dominating the industry in the 
upcoming year.
 Microsegmenting and microtargeting: defining your audiences into ever-smaller groups and designing 
your messages accordingly.           

Which tools or techniques do you recommend for keeping all the balls in the air when you need to 
juggle numerous content efforts across multiple platforms all at once? 
I like to create what I call a “Message Matrix.” Across the top are the various audiences you serve. Down the 
side are the components of a “minimum viable message,” which are the five types of information that your 
audiences must see before they’ll understand and agree with your idea. Those five things are: (1) What 
question your idea (or product or service) answers for your audience – a Goal. (2) What’s currently getting 
in the audience’s way of that answer – the Problem. (3) Some already-held belief or easily provable fact 
that makes that Problem impossible to ignore – the Truth. (4) What new choice (or differentiation in the 
market) results from the other three – the Change. (5) How to put that change into effect – the Actions.
 
When you fill out all the blocks for each of your audiences (and where they are on their decision journey), 
you have a high-level overview of what needs to be said to whom and how. It also serves to make sure your 
messages all make sense together and gives you a great resource from which to draw content ideas.          

Tech/creative innovation is risky but necessary if you want your business to evolve along with 
consumers’ expectations. What can marketers do to encourage their teams to walk out on that 
tightrope of experimentation?  
The secret to that is to realize people don’t usually *like* new things, because they’re unfamiliar, a la Henry 
Ford’s apocryphal quote about giving people “faster horses” instead of his new invention. But if you can tie a 
new approach or product to things you always know people want and need (think Maslow’s hierarchy: security, 
efficiency, belonging, etc.) and connect your experiments to those, you’ll raise your probability of success.         

What is your favorite carnival performance to watch? 
Aerialists!

TAMSEN 
WEBSTER 

Founder and
Chief Message Strategist          

Find the Red Thread   
@tamadear 



AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. What advice do you have for 
marketers who want to fill the Big Top today and keep audiences coming back for another show?

It all hinges on relevance. You need to know your audience; what they care about, what problems they 
face, and how their view of their job, industry, and objectives colors what information they will find 
useful. For me, this means developing in-depth personas and developing content for the variety of 
perspectives to help them see and achieve a successful future. Once you know that, you can spin the 
information you share to showcase your unique perspective in a way they may not have considered for 
the topic before.         

Look into your crystal ball and reveal one content trend you see dominating the industry in the 
upcoming year. 
A focus on the end-to-end experience. From prospect to buyer to customer to renewal and advocacy. 
The story must be told on a continuum that has the flexibility to adapt to how fast things change. 
Talking to a static point in time won’t get the job done. New business models, lack of buyer trust, 
and the pace of change mean we need to ensure we’ve got a handle on providing consistent and 
continuous experiences that build relationships.     

Which tools or techniques do you recommend for keeping all the balls in the air when you need to 
juggle numerous content efforts across multiple platforms all at once? 
A tactical execution plan is helpful – but only if driven by an overall strategy. I remember when we 
could plan the year in advance. Now things change so fast it’s hard to plan for a month or two. I also 
find a lot of value in content operations platforms that increase visibility to all the content in play – for 
everyone, not just marketing.  

Tech/creative innovation is risky but necessary if you want your business to evolve along with 
consumers’ expectations. What can marketers do to encourage their teams to walk out on that 
tightrope of experimentation?  
Create pilots and make it okay to fail fast and learn. We’ve got to take calculated risks to keep pace with 
what our buyers and customers want. Increasing your odds also depends on how well you know your 
audience and your ability to predict what they’ll engage with.            

What is your favorite carnival performance to watch? 
The high-wire acts. Grace that defies gravity always amazes me!

ARDATH
ALBEE 

CEO & 
B2B Marketing Strategist        

Marketing Interactions, Inc.  
@ardath421 



AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. What advice 
do you have for marketers who want to fill the Big Top today and keep audiences 

coming back for another show?
Hungry audiences are always searching to be satiated by solutions to their problems. 
When you offer a clear answer, it will not go unnoticed. Fill them up with solutions while at 
the same time making it fun to apply what they learn from you. 

Look into your crystal ball and reveal one content trend you see dominating the 
industry in the upcoming year. 
Live streaming will dominate! People who have a strong desire to attend an event but 
cannot make it for whatever reason will choose to join the fun through a live stream. 
More and more, people are sharing their opinions, views and voice. Live stream enables 
participation in content in real time.

Which tools or techniques do you recommend for keeping all the balls in the air when 
you need to juggle numerous content efforts across multiple platforms all at once? 
Find great writers on a tool like Clear Voice. When you build a team of writers that you can 
trust, it makes content creation, faster, easier and more fun.

Tech/creative innovation is risky but necessary if you want your business to evolve 
along with consumers’ expectations. What can marketers do to encourage their teams 
to walk out on that tightrope of experimentation? 
One of my favorite books is Fail Fast, Fail Often. Learning to trust your process can only be 
done by “doing”. Put something out, reiterate and never expect perfection.

What is your favorite carnival performance to watch? 
The contortionist!

WIL HART
COO

Smart Simple Marketing
@wilbhart



AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. What advice do you have for 
marketers who want to fill the Big Top today and keep audiences coming back for another show?

Surprise and delight your audience. Specifically, corporate and B2B brands don’t need to pigeonhole themselves 
into only serving formal or old-school style content to their audience. Your customers are also consumers and 
enjoy being surprised with fun content experiences that still drive home your brand values and message.          

Look into your crystal ball and reveal one content trend you see dominating the industry in the upcoming year. 
I think we will see a new trend in the way content is distributed. Marketers are already seeing a switch in the way 
influencers share their content and are reversing back to channels like the blog. Additionally, many brands are 
shying away from sharing across “rented” marketing space in favor of posting to owned channels, so as to avoid 
some of the turbulence related to change on those platforms.
 
Additionally, we will continue to see brands and marketers take a very close look at representing an inclusive 
audience across their marketing materials, products, and their workforce. A recent RetailMeNot survey found 
two-thirds of consumers say it’s important that retailers make a conscious effort to connect with people who 
traditionally struggle in associating with a brand (68%) or showcase minorities in advertising and branded content. 
Content marketing is now just the way of marketing, and this needs to be done in a way that is representative of 
the world we live in each day.
 
Which tools or techniques do you recommend for keeping all the balls in the air when you need to juggle 
numerous content efforts across multiple platforms all at once? 
Our team utilizes a couple of great content planning and analyzing tools, such as Asana for timelining and keeping 
track of check-ins and feedback with our creative design team. Additionally, our social media team uses Sprout 
Social to see content calendars and performance across all channels. One of the most simple and effective ways 
that we all stay in the loop on project progress, however, has been using a basic shared content calendar and 
editing materials in Google docs, where everything is visible to our core team and stakeholders.   

Tech/creative innovation is risky but necessary if you want your business to evolve along with consumers’ 
expectations. What can marketers do to encourage their teams to walk out on that tightrope of 
experimentation?  
Test, test, test. It is important to fail fast, test new distribution channels and approaches to content – whether it be 
through interactive content online or video placement on new channels – and then move on quickly if it doesn’t 
yield the results you were looking for. The most important aspect of taking smart risks is to define your KPIs and 
goals early on in the process. 

What is your favorite carnival performance to watch? 
Trapeze/gymnast performers always amaze me!

MICHELLE 
SKUPIN 
Senior Director, 

Marketing & 
Communications         

RetailMeNot   
@RetailMeNot
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AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. What 
advice do you have for marketers who want to fill the Big Top today and keep 

audiences coming back for another show?
Spend time walking in the shoes of your audience members. If you’re a B2B marketer, 
know the industry your client navigates. If you market B2C, devote energy to talking 
with as many customers as you can. This keeps your content fresh and relevant.

Look into your crystal ball and reveal one content trend you see dominating the 
industry in the upcoming year. 
Influencer marketing, especially micro-influencer marketing, will continue to pick up 
steam as marketers look for opportunities to reach highly targeted audiences. With that, 
the FTC will continue to keep a close eye on disclosure and other compliance practices.  

Tech/creative innovation is risky but necessary if you want your business to evolve 
along with consumers’ expectations. What can marketers do to encourage their 
teams to walk out on that tightrope of experimentation?  
You have to make your team feel “safe to fail” to some degree. Giving people some 
margin to ideate and experiment, without fear of missing a target or ROI goal, helps 
them get more comfortable taking a chance on innovation.             

What is your favorite carnival performance to watch? 
Trapeze, absolutely. The illusion of flying through the air without a care in the world or 
fear of falling always captivates me.

SHARON 
TOEREK

Principal          
Toerek Law     

@SharonToerek



AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. What advice do you 
have for marketers who want to fill the Big Top today and keep audiences coming back 

for another show?
Make content relevant to the audience you’re targeting and do it consistently every time to build 
their trust. This means understanding first who your audience is, what their pain points are, and 
how your content can help answer their questions. Gimmicks only last for so long; applying tried 
and true principles of storytelling – premise (hypothesis), conflict (pain points) and resolution (the 
answer) – are what make content memorable.            

Look into your crystal ball and reveal one content trend you see dominating the industry in 
the upcoming year. 
Content for voice-based devices will accelerate, moving away from structured written content to 
a more conversational style of communicating. In this, smart marketers can start working with 
scriptwriters to understand the art of dialogue and pacing. Too often we develop content based on 
how we would read it; scriptwriting is based on how it would be heard. This approach places the 
receiver in the driving seat.            

Which tools or techniques do you recommend for keeping all the balls in the air when you 
need to juggle numerous content efforts across multiple platforms all at once? 
I find multitasking isn’t helpful, as your attention is split. Instead, focus on one thing at a time and 
see it through from thinking to execution. From a tool perspective, simple is always best. I use Excel 
for managing projects and keep the number of columns and inputs manageable so that someone 
doesn’t need a special system to understand the logic.       

Tech/creative innovation is risky but necessary if you want your business to evolve along with 
consumers’ expectations. What can marketers do to encourage their teams to walk out on that 
tightrope of experimentation?  
Lead by example. If you want your teams to know that it’s okay to experiment and fail, then you 
have to show them that you’re willing to do the same. Take on an initiative that you’re not 100% 
sure about – a new channel, content format, etc. – and see how far you can take it. Innovation isn’t 
necessarily a new idea; it’s a new approach to an existing idea so experimentation shouldn’t require 
a lot of time and resources strategizing. Instead, it could be a tweak to a process or a time-bound 
campaign run on one channel.  

MALIHA 
AQEEL 

Assistant Director, 
Brand, Marketing 

& Communications     
EY        

@MalihaQ   



AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. What advice do you 
have for marketers who want to fill the Big Top today and keep audiences coming back 

for another show?
Connect with them via your content. Stop writing for Google and start writing for the people you 
truly want to do business with tomorrow. Create content that allows them to see themselves, their 
needs, their challenges, their wants, and their desires in your words. Then let all that great content 
help them understand that you’re the person/brand/company to make all that happen for them.       

Look into your crystal ball and reveal one content trend you see dominating the industry in 
the upcoming year. 
Campfire Branding – companies and brands trying to create hosted conversations their customers 
and prospects want to participate in – and the brands will provide the space/place to make that 
happen.        

Which tools or techniques do you recommend for keeping all the balls in the air when you 
need to juggle numerous content efforts across multiple platforms all at once? 
I really like CoSchedule’s campaign template feature. It makes it really easy to schedule a mini-
promotion campaign around every piece of content you create in a fraction of the time you’d spend 
if you did it manually each time you publish.      

Tech/creative innovation is risky but necessary if you want your business to evolve along with 
consumers’ expectations. What can marketers do to encourage their teams to walk out on that 
tightrope of experimentation?  
Innovation is like hitting in baseball. The best hitter in all of baseball, every year, is lucky if he 
succeeds 4 out of every 10 times he’s at the plate. And he’s the very, very best in all of baseball and 
likely well paid. It’s not about how many times you  succeed. Help your employees understand that 
you EXPECT them to fail more than they succeed when they are in innovation mode. So just design 
your innovation attempts so that if they fail, they fail small... but if they succeed, they can scale that 
success quickly and effectively.           

What is your favorite carnival performance to watch? 
The jesters – ‘cause everyone can always use a good laugh. 

TOM
MARTIN 

President         
Converse Digital         

@TomMartin



AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. What advice do you 
have for marketers who want to fill the Big Top today and keep audiences coming back 

for another show?
My advice is to produce content less frequently.  We can see on Facebook that you are punished for 
sharing poor content and rewarded for good content.  The same applies to Google. So we need to 
give up on churning out content for the sake of content and start providing more valuable content 
but less of it. We need to be a bit more innovative about our content.    

Look into your crystal ball and reveal one content trend you see dominating the industry in 
the upcoming year. 
Content audits – I think companies will start reviewing and optimizing all the content they have. 
Companies typically produce content and forget about it. Our content needs to be regularly 
updated.  Having poor quality content on our site is bad for business.     

Which tools or techniques do you recommend for keeping all the balls in the air when you 
need to juggle numerous content efforts across multiple platforms all at once? 
Use a good project management tool such as Workfront. There are many departments involved in 
content and this tool helps manage it across all departments. 

Tech/creative innovation is risky but necessary if you want your business to evolve along with 
consumers’ expectations. What can marketers do to encourage their teams to walk out on that 
tightrope of experimentation?  
Invest more money in measurement. If you measure all your results you’ll base your experiment 
decisions on facts and this will give you the confidence to invest more in the right projects.    

What is your favorite carnival performance to watch? 
I don’t think I’ve ever gone to a carnival!

IAN
CLEARY

Founder/CEO
RazorSocial    
@IanCleary
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AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. What advice do you 
have for marketers who want to fill the Big Top today and keep audiences coming back 

for another show?
Think about your audiences’ challenges and what you are super curious and excited to learn more 
about. Where is the overlap? Go there. Audiences want different, fresh, honest takes with humor 
and inspiration. Show up and be real – lower the corporate filter. How can you show creativity, 
courage, and inspire others? If you do that, you’ll get audiences coming back. People want to be 
inspired. Aim there. That is huge.    

Look into your crystal ball and reveal one content trend you see dominating the industry in 
the upcoming year. 
Empathy-fueled content that is created with others. That means more collaboration to create 
content internally (employees) and externally with customers and partners. This is a GREAT thing!            

Which tools or techniques do you recommend for keeping all the balls in the air when you 
need to juggle numerous content efforts across multiple platforms all at once? 
Outsource for what you don’t do well or efficiently. As for tools, I am always evolving to see what I 
can do better.             

Tech/creative innovation is risky but necessary if you want your business to evolve along with 
consumers’ expectations. What can marketers do to encourage their teams to walk out on that 
tightrope of experimentation?  
Create psychological safety. Prove it! Let people know what is OK when risk-taking. Simply asking 
people to walk the creative plank doesn’t work. They often don’t know where the boundaries are. “Go 
be innovative!” does not mean anything if people don’t already feel encouraged or know where the 
boundaries are. Managers think they are clear. In my experience, often they are not. I talk to execs and 
I talk to people doing the work. Make it not just safe to experiment – reward the behavior you want to 
see. Without that, teams won’t take as many risks. That hurts teams, companies and customers.     

What is your favorite carnival performance to watch? 
Cirque du Soleil – out on the creative edge. Literally. Mix of humor, magic, creativity, 
all of it! And stand-up comedy. It’s a carnival, really. It’s all about risk, creativity, 
and experimentation when it comes to content!

KATHY 
KLOTZ-
GUEST

Founder         
Keeping it Human Inc.

@kathyklotzguest 



AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets 
harder. What advice do you have for marketers who want to fill 

the Big Top today and keep audiences coming back for another show?
It’s not enough to entertain! You need to avoid all that happy talk and 
corporate speak that everyone knows is hocus pocus. Interview real 
buyers to learn about the fears, concerns, and angst that keep your 
audience stuck in the status quo. Then be authentic, acknowledge the 
dangers that lurk in the dark, and show your audience why they should 
trust you to protect them from their worst fears.   

Tech/creative innovation is risky but necessary if you want your 
business to evolve along with consumers’ expectations. What can 
marketers do to encourage their teams to walk out on that tightrope 
of experimentation?  
It’s terrifying to venture out into absolute darkness. Interview your 
audiences and shine some light on their biggest needs, goals and fears. 

ADELE
REVELLA  

Founder & CEO     
Buyer Persona Institute         

@buyerpersona  



AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. What advice 
do you have for marketers who want to fill the Big Top today and keep audiences 

coming back for another show?
Feed the bots, but write for humans. Data can drive your content choices, but each piece of 
content is a “handshake moment” where you may be meeting someone for the first time 
on the other side of the screen. How you come across is just as important as what you want 
to say. Tell a story and incite an emotional response and you’ll have them coming back for 
more. And that’s the point. 

Look into your crystal ball and reveal one content trend you see dominating the 
industry in the upcoming year. 
If there’s one thing I’ve learned from being in this business for 20 years is that you can’t 
predict the future. But you can always count on the fact that people want to be entertained, 
informed, and amused in new and surprising ways. Whatever new tool emerges that makes 
that happen better than the one before it will be the next big thing.          

Which tools or techniques do you recommend for keeping all the balls in the air when 
you need to juggle numerous content efforts across multiple platforms all at once? 
A very strong content management platform is critical to success. We had to develop our own 
custom platform because we weren’t able to find one that could do it all well. We cobbled 
together one or two things here and there, but they were cost prohibitive, so we created our 
own for our clients.       

Tech/creative innovation is risky but necessary if you want your business to evolve 
along with consumers’ expectations. What can marketers do to encourage their teams to 
walk out on that tightrope of experimentation?  
One of our company values is “Never stop creating.” Even though it’s risky and there’s a spend 
involved, experimentation and taking chances is key to long term success. Without risk, there 
is no reward. Marketers should encourage their teams to fail successfully. 

KEVIN
LUND

CEO     
T3 Custom       
@KLundT3  



AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. What advice do you have for 
marketers who want to fill the Big Top today and keep audiences coming back for another show?

Remember that it’s not about you. People engage with content to do a tactical job or fulfill a psychological 
need, so we have to stay focused on helping them achieve those goals. Whether it’s to get better at a very 
specific task or to look smarter in their next meeting, our content should be there to help.         

Look into your crystal ball and reveal one content trend you see dominating the industry in the 
upcoming year. 
I foresee an embrace of the operations side of content marketing. As strategic direction and top-notch 
content become table stakes, it’ll be the teams who can execute swiftly (without sacrificing quality) who’ll 
start to win attention. 

Which tools or techniques do you recommend for keeping all the balls in the air when you need to 
juggle numerous content efforts across multiple platforms all at once? 
Workflow visualization is absolutely vital when things get complicated. And don’t worry – it doesn’t have 
to be a super-detailed system. A nice, simple Kanban board with columns for to do, doing, and done will 
work just fine. The important thing is to get all your work out in the open; you’ll be amazed at what you 
discover and how much more efficient you become. Then, if you really need to crank through a high volume 
of stuff, you can start applying Work In Progress (WIP) limits to the visualization (i.e., no more than 3 things 
in “doing” at any given time). By limiting the amount of stuff you’re doing at one time you’ll actually finish 
EVERYTHING faster (best circus trick ever).     

Tech/creative innovation is risky but necessary if you want your business to evolve along with 
consumers’ expectations. What can marketers do to encourage their teams to walk out on that 
tightrope of experimentation?  
Design safe-to-fail experiments that you can execute in a short time frame (no more than 2 weeks). 
Determine your hypothesis and the metrics you’ll use to determine if your experiment succeeds or fails, 
and then get it out in front of an audience. If your hypothesis was right, quickly iterate on the good stuff. 
If it was wrong, no big deal. You only spent a couple of weeks on it and you can move on to the next idea. 
But, to be clear, these aren’t low quality pieces or things that will harm your brand. They adhere to your 
usual standards, they’ve just been reduced in scope to allow for rapid testing and iteration.      

What is your favorite carnival performance to watch? 
Trapeze artists (assuming that by “watch” you mean “look at through the gaps in 
my fingers” because I’m both freaked out and amazed).

ANDREA 
FRYREAR

Agile Marketing Coach
& Trainer       

AgileSherpas   
@AndreaFryrear  



I foresee an embrace of the operations
side of content marketing. As strategic 

direction and top-notch content become
table stakes, it’ll be the teams who can 

execute swiftly (without sacrificing quality) 
who’ll start to win attention. 

ANDREA FRYREAR



AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. What advice do you have for 
marketers who want to fill the Big Top today and keep audiences coming back for another show?

In the past three years, we’ve been testing different things for the community and one of the best ways 
we’ve found to keep audiences coming back for another show is a private community in dark social media. 
We have ours in Slack (and it’s free, if you want to come check it out!), but you could consider Facebook, 
or LinkedIn private groups, or a customized community site such as MightyNetworks. People still want to 
engage – they just want to do it where their bosses or clients can’t see them.            

Look into your crystal ball and reveal one content trend you see dominating the industry in the 
upcoming year. 
I’d like to say it’s something else, but we continue to see big data rule the roost. It’s becoming the master 
of ceremonies, so to speak, and without it you don’t have a show.     

Which tools or techniques do you recommend for keeping all the balls in the air when you need to 
juggle numerous content efforts across multiple platforms all at once? 
Test, test, and test some more. Just like you can’t learn to juggle without practice, you have to practice 
figuring out what works and what doesn’t work. For many, many years, we’ve always published two 
articles every day on Spin Sucks. Right now, we’re testing whether or not we still need to do that – and 
what types of content will continue to help us keep audiences coming back for more.      

Tech/creative innovation is risky but necessary if you want your business to evolve along with 
consumers’ expectations. What can marketers do to encourage their teams to walk out on that 
tightrope of experimentation?  
Use a long balancing pole? It IS risky and it’s a little scary. Human beings don’t like change. Though the 
long balancing pole comment was a bit in jest, it’s not far from the truth. You can test and try some new 
things within the boundaries of what’s comfortable for your organization. For instance, if you test some 
artificial intelligence, you can do it with content that’s repetitive but won’t harm the organization if it gets 
screwed up. Baby steps.    

What is your favorite carnival performance to watch? 
The trapeze! And I will add that every time my small one and I watch The Greatest Showman 
(and it’s A LOT), we both exclaim, “Ah! They just fell in love!” when Anne swings by and 
catches Phillip’s eye.

GINI
DIETRICH   

Founder and Author   
Spin Sucks      

@GiniDietrich  



AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. What 
advice do you have for marketers who want to fill the Big Top today and keep 

audiences coming back for another show?
Find a unique angle on the story then tell the story in a surprising and/or innovative way.        

Look into your crystal ball and reveal one content trend you see dominating the 
industry in the upcoming year. 
Augmented reality. It’s not limited to in-app anymore, which means being able to reach 
more people with stories that come to life in their own environment. We just did our 
first AR piece in browser on both iOs and Android and we’re seeing great numbers!    

Which tools or techniques do you recommend for keeping all the balls in the air when 
you need to juggle numerous content efforts across multiple platforms all at once? 
Decide which is your hero piece, which tells the full story, and hinge all the different 
versions off of that.        

Tech/creative innovation is risky but necessary if you want your business to evolve 
along with consumers’ expectations. What can marketers do to encourage their 
teams to walk out on that tightrope of experimentation?  
Create a task force that is devoted to prioritizing, strategizing, and prototyping 
emerging media techniques so that you’re ready.

What is your favorite carnival performance to watch? 
Trapeze acts. Love how they fly!

ANNIE
GRANATSTEIN 

Head of WP 
BrandStudio        

The Washington Post
@anniegranat  



AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. 
What advice do you have for marketers who want to fill the Big Top 

today and keep audiences coming back for another show?
Write for your audience by first understanding their challenges and issues. 
Otherwise, it is easy to fall into the trap of making your content all about you 
instead of about them.
 
Look into your crystal ball and reveal one content trend you see dominating 
the industry in the upcoming year.
How-to videos and application notes are very popular in industrial content 
marketing.
 
Tech/creative innovation is risky but necessary if you want your business 
to evolve along with consumers’ expectations. What can marketers do to 
encourage their teams to walk out on that tightrope of experimentation? 
We can’t avoid technology in today’s world of digital marketing, but don’t get 
tempted to implement every shiny new toy. Another layer of technology isn’t going 
to make your content marketing any more effective. 
 
What is your favorite carnival performance to watch?
The Jamaica Carnival

ACHINTA
MITRA

Founder and President
Tiecas, Inc. 

@achintamitra
  



AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. What advice do you 
have for marketers who want to fill the Big Top today and keep audiences coming back 

for another show?
Be relevant. Use your data and insights to create content that matters to your audience. But also, 
don’t forget to be creative and innovative in order to bring those insights to life.     

Look into your crystal ball and reveal one content trend you see dominating the industry in 
the upcoming year. 
I don’t know if it’s ready to dominate, but I think that content programs tied to voice recognition 
and search are going to be really impactful. People are relying more on voice recognition software 
and systems to answer questions, make recommendations, and shop. As marketers, we need to be 
ready to help fulfill those needs with meaningful content.          

Which tools or techniques do you recommend for keeping all the balls in the air when you 
need to juggle numerous content efforts across multiple platforms all at once? 
My team spent much of last year developing a three-year road map for our program. Essentially it’s 
taking our content strategy and putting it to work. Now the team aligns all strategies, initiatives, 
and investments within the framework of our road map to ensure it’s aligned with our company 
and program goals. We also use it as a working document for weekly discussions and reporting for 
leadership.            

Tech/creative innovation is risky but necessary if you want your business to evolve along with 
consumers’ expectations. What can marketers do to encourage their teams to walk out on that 
tightrope of experimentation?  
Call everything new  a “pilot.” If people think of new initiatives as something we’re going to try but 
not fully commit to until we see results, then it helps to mitigate some of the fears of launching 
something new and makes it easier to get buy-in across the organization.             

What is your favorite carnival performance to watch? 
If we’re talking about the circus, then I love the excitement of the trapeze. 
Just keep those clowns away from me.

RYAN
PETERSEN  

Head of Content         
CDW    

@RyanPete  



AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. 
What advice do you have for marketers who want to fill the Big Top 

today and keep audiences coming back for another show?
Creating a content road map from your big idea is key. Figure out what your 
“big idea” really is, and then find ways to spin out a lot of ancillary info that 
supports, enhances, or impacts tangentially to it.        

Look into your crystal ball and reveal one content trend you see 
dominating the industry in the upcoming year. 
“Real” video. People being who they are on camera and connecting their 
stories to each other.   

Tech/creative innovation is risky but necessary if you want your business 
to evolve along with consumers’ expectations. What can marketers do to 
encourage their teams to walk out on that tightrope of experimentation?  
Don’t look down for the net. Stay focused on your endgame and you’ll get 
there in no time with minimal distractions. The more you look around you, 
the more off-balance (and off message!) you become. Why become a content 
casualty? Stay focused and on message and you’ll win. Every time.         

What is your favorite carnival performance to watch? 
If Batman is involved, it’s automatically my favorite.

BEN H.
ROME  

Manager, Marketing
and Communications   

AIHA    
@bhrome 
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AMAZE YOUR AUDIENCE

Look into your crystal ball and reveal one content trend you see dominating 
the industry in the upcoming year. 

Aligning teams to do less, better. Companies tend to struggle with mismatched priorities 
and work done in silos. Marketing silos. Communication silos. Digital silos. The trend 
isn’t about content type, channel, or technology. It’s breaking down silos to produce less 
content, smarter. 
 
The data-based conversation of what content people are consuming is tough. There’s 
emotion involved in retiring programs and consolidating efforts. Collaboration – done 
well – takes double the time. But the payoff is greater. Instead of producing 10 okay 
items across 10 different teams, how we can create 1 great item used across 10 teams? 

Which tools or techniques do you recommend for keeping all the balls in the air 
when you need to juggle numerous content efforts across multiple platforms all 
at once? 
Collectively agreeing on priorities and mastering the basics of communication and 
project management are all critical to preventing rework, which can be exhausting 
to teams.  
 
Integrated campaigns require a defined leader who can articulate a vision, properly 
define the core team’s roles and responsibilities, and also serve as the decision-
maker when questions and conflicts arise (and they always do!) Once the people and 
process items are defined, tools and technologies are the bonus elements that help 
with real-time communication, keep deadlines front and center, ensure that assets 
are centralized.

VENETTA
LINAS PARIS

Director – Global 
Content Marketing 

Aon     
@Venetta_Beretta 



AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. What 
advice do yxou have for marketers who want to fill the Big Top today and 

keep audiences coming back for another show?
Break conventions. Break any of the two hundred conventions that make marketing 
content shout, “Marketing!” BEFORE it says anything else. Do. Something. Different.       

Look into your crystal ball and reveal one content trend you see dominating the 
industry in the upcoming year. 
A backlash against content (in which content marketing will be blamed for what is 
really a strategy deficit and poor execution).              

Which tools or techniques do you recommend for keeping all the balls in the air 
when you need to juggle numerous content efforts across multiple platforms all 
at once? 
A single Galvanizing Story that unites all of your digital, web, social and demand gen. 
One fresh, clear, compelling story. That’s all I ask.             

Tech/creative innovation is risky but necessary if you want your business 
to evolve along with consumers’ expectations. What can marketers do to 
encourage their teams to walk out on that tightrope of experimentation?  
Experimentation isn’t the tightrope, it’s the safety net. Failing to experiment 
is presuming you know everything. Build a learning culture by getting your 
stakeholders to buy into a systematic program of bold, public experiments.        

What is your favorite carnival performance to watch?
It’s gotta be the guy being shot from the cannon.

DOUG
KESSLER

Creative Director        
Velocity           

@dougkessler



AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. 
What advice do you have for marketers who want to fill the Big Top 

today and keep audiences coming back for another show?
Relevance. Really get to the heart of what your audience cares about or what 
they want to know more about, and create THAT content.           

Look into your crystal ball and reveal one content trend you see 
dominating the industry in the upcoming year. 
Continued focus on long form content, including serialization.

Which tools or techniques do you recommend for keeping all the balls in 
the air when you need to juggle numerous content efforts across multiple 
platforms all at once? 
A content marketing platform! We use Percolate and it’s a game changer.  

Tech/creative innovation is risky but necessary if you want your business 
to evolve along with consumers’ expectations. What can marketers do to 
encourage their teams to walk out on that tightrope of experimentation?  
Create a culture where failure = learning. As a leader you need to ensure that 
you use that learning, so you can keep taking risks.           

What is your favorite carnival performance to watch? 
Tightrope!

ZARI
VENHAUS 

Director,
Corporate Marketing 

Communications
Eaton   

@zvenhaus



AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. What 
advice do you have for marketers who want to fill the Big Top today and 

keep audiences coming back for another show?
There is no one answer to this question. Creating helpful and useful content is a 
given. It’s also critical to tie content marketing to your integrated campaigns and 
find creative ways to delight your customers.          

Look into your crystal ball and reveal one content trend you see dominating the 
industry in the upcoming year. 
Content that can be found by voice and text. How to better integrate voice into 
overall text-based content planning.     

Which tools or techniques do you recommend for keeping all the balls in the air 
when you need to juggle numerous content efforts across multiple platforms all 
at once? 
You need to use multiple tools. There is no one-size-fits-all tool or platform. Rather 
than recommending one tool or technique, it’s important to take the time to 
evaluate your current martech stack against your current and future needs.    

Tech/creative innovation is risky but necessary if you want your business 
to evolve along with consumers’ expectations. What can marketers do to 
encourage their teams to walk out on that tightrope of experimentation?  
Walking on that tightrope is not optional. The real challenge is how to enable your 
team to effectively select the right martech tools to gain competitive advantage. Not 
everything you try will work. Fail fast and learn from it.             

What is your favorite carnival performance to watch? 
Acrobats

PAM
DIDNER     

Marketing Consultant, 
Author of Global 

Content Marketing 
and Effective Sales 

Enablement         
Relentless Pursuit, LLC     

@PamDidner  



AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. What advice do you
have for marketers who want to fill the Big Top today and keep audiences coming back for 

another show?
Be authentic. Show personality. Take a stand. Care. Audiences appreciate brands who care. Being 
vulnerable in our content provides a way to connect with our audiences. If the root of business 
development (through marketing) is relationships, open up your content as a way to invite others to 
learn about you – not just your products/services.            
 
Look into your crystal ball and reveal one content trend you see dominating the industry in the 
upcoming year.
Everyone came out strong on all. the. channels. Facebook! Instagram! Snapchat! Video! Email 
marketing! Paid search! At the pace of new technology and platform introductions we’re spreading 
ourselves too thin and cannot keep up. Agencies and internal brand departments will let go of more 
channels, focus on a select few and make the case for why they’re pulling back – in order to be great at 
the niche that works for them rather than mediocre at everything.
 
Which tools or techniques do you recommend for keeping all the balls in the air when you need to 
juggle numerous content efforts across multiple platforms all at once?
The top three that are open all day, every day in our agency: Slack, Asana, and Sprout Social. Slack 
helps alleviate the overwhelming inbox and can take care of one-off questions. Asana for project 
management and as a way for everyone to visually see task loads for the team in full. And Sprout Social 
as our social media/digital content scheduling, monitoring, and analysis platform. Also? Our secret 
weapon? Excel spreadsheets. Nothing wrong with staying old school when it’s needed.            
 
Tech/creative innovation is risky but necessary if you want your business to evolve along with 
consumers’ expectations. What can marketers do to encourage their teams to walk out on that 
tightrope of experimentation?  
Our philosophy is to test things in batches, starting with our own brand and channels where we are 
the most comfortable. As leaders, we should always encourage our teams to take those risks and 
let them know that we support them and are behind them. Change  can be hard for everyone; but 
without change we do not grow. As long as you have your current system next to you, you should feel 
free to test a new way of doing something. If it doesn’t work, go back to the safety net and try again. 
Communicating your plan will also ensure that you have the necessary support – your team should be 
ready to catch you if you fall... and encourage you to get back up and try again!

MELISSA
HARRISON 

CEO    
Allee Creative  
@MHBossLady 



AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. What advice do 
you have for marketers who want to fill the Big Top today and keep audiences coming 

back for another show? 
For high-growth companies, I believe thought development is as important as product 
development. It requires process, resources, and commitment. You may not have all the answers, 
but to keep audiences coming back for more, you must demonstrate to buyers you are dedicated to 
the art of finding out and sharing it back to the world.      

Look into your crystal ball and reveal one content trend you see dominating the industry in 
the upcoming year. 
Trust. The #1 thing keeping CMOs and CEOs up at night is ensuring their brand is trusted. They 
know that trust is the precursor to any meaningful relationship. It doesn’t matter what content we 
produce – if our brand isn’t trusted, all of our efforts will fall flat, on skeptical ears.        

Which tools or techniques do you recommend for keeping all the balls in the air when you 
need to juggle numerous content efforts across multiple platforms all at once? 
Consistency and repetition. One message amplified for a particular audience across multiple 
platforms is not only easier to manage internally, it gives a message the chance it needs to be seen 
and heard above the noise. Too many companies don’t give their ideas the necessary time to digest 
in the minds of buyers, or the chance it needs to be seen and heard.
 
Tech/creative innovation is risky but necessary if you want your business to evolve along with 
consumers’ expectations. What can marketers do to encourage their teams to walk out on that 
tightrope of experimentation?  
Encourage a culture of experimentation. Share successes – and failed experiments – throughout the 
team, and encourage open, collaborative, positive feedback to each experiment. Failure is a win in 
a culture of experimentation, as it indicates what to avoid.        

What is your favorite carnival performance to watch? 
Fire-breathers. For sure. I think Tamsen Webster should do it on stage at her keynote this year. 

KATIE
MARTELL  
Executive Director      

Boston Content           
@KatieMartell
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AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. What 
advice do you have for marketers who want to fill the Big Top today and keep 

audiences coming back for another show?
Instead of creating one-off content, create a content brand: a regularly scheduled piece of 
content that has a format you stick to brought to you by a person from your brand. Build 
a relationship with your audience by thinking like a television executive instead of a news 
producer.

Look into your crystal ball and reveal one content trend you see dominating the 
industry in the upcoming year. 
In the next year, we’ll see more and more brands investing in talent – the people that 
power their content instead of influencer marketing (with one-off-hits), we’ll see deeper, 
longer-term relationships designed to build true thought leadership and influence.        

Which tools or techniques do you recommend for keeping all the balls in the air when 
you need to juggle numerous content efforts across multiple platforms all at once? 
The biggest problem facing content marketers today isn’t what to do next, it’s what to 
STOP doing. If you’re having problems juggling all the content on all the platforms, first 
ask yourself, “What can we STOP doing?”  

Tech/creative innovation is risky but necessary if you want your business to evolve 
along with consumers’ expectations. What can marketers do to encourage their 
teams to walk out on that tightrope of experimentation?  
If you want to innovate and reduce risk, start by experimenting with the customers and 
clients you’ve already got. You’ll reduce liability, increase the quality of the feedback, and 
build a much more loyal group of customers and clients.          

What is your favorite carnival performance to watch? 
I love a good fire breather! That’s hot!

ANDREW
DAVIS     

Author
Brandscaping
& Town INC      

@DrewDavisHere   



AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. What 
advice do you have for marketers who want to fill the Big Top today and 

keep audiences coming back for another show?
It is all about relevance to your audience. Brands need to spend more time 
understanding their audience — their needs, their desires – and develop content that 
speaks to that, not about the brand themselves.       

Look into your crystal ball and reveal one content trend you see dominating the 
industry in the upcoming year. 
I think more and more, given the attention deficit disorder we see in our culture, we 
will see a continued rise in interactive content.        

Which tools or techniques do you recommend for keeping all the balls in the air 
when you need to juggle numerous content efforts across multiple platforms all 
at once? 
This should be part of any content strategy, which needs to be documented if it is 
truly a strategy, then managing with a tool like a Kapost is advised.       

Tech/creative innovation is risky but necessary if you want your business 
to evolve along with consumers’ expectations. What can marketers do to 
encourage their teams to walk out on that tightrope of experimentation?  
I think you need to eliminate the internal risk or fear of failure. Enable and empower 
your teams to take calculated risks, and then no matter what the outcome, ask them 
to report back on their learnings and how they can optimize going forward.        

What is your favorite carnival performance to watch? 
Growing up going to Barnum & Bailey Circus, I was always a fan of the tiger/lion 
tamers. Not sure if I was waiting for one of the cats to go awry or not, 
but I was pretty hooked on it!

CARLOS
HIDALGO     

CEO    
VisumCx          

@cahidalgo



AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. What advice do you have for 
marketers who want to fill the Big Top today and keep audiences coming back for another show?

I ask myself this constantly while creating. It’s hard. My advice? Think back to the e-newsletter you ALWAYS 
open, the last long-form story you read all the way to the end, the Netflix or Hulu series you just binged. 
Then ask yourself, why? Why did you stick with that content? We cannot expect audiences to sit and 
consume work that we wouldn’t. The content I come back for? It delivers the information I need when I 
need it (BabyCenter emails about 9-month olds when my baby is 9 months old, for example), it answers 
the questions I want or need answered, and it dishes a story I haven’t found anywhere else.

Look into your crystal ball and reveal one content trend you see dominating the industry in the 
upcoming year. 
I don’t know if this will dominate or if it will happen in the next year, but I’m watching for brands and 
organizations to start producing more voice-search-optimized content. I’m curious, too, as to which 
organizations will be the first to produce spectacularly popular binge-able Netflix or Hulu content. (Maybe 
it’s already happened, and I didn’t know it while I watched it... cue the cringing of anyone who’s already 
doing this. I’m sorry!)

Which tools or techniques do you recommend for keeping all the balls in the air when you need to 
juggle numerous content efforts across multiple platforms all at once? 
To-do lists. All day, every day. And, of course, a calendar meticulously updated with deadlines as deadlines 
become known.           

Tech/creative innovation is risky but necessary if you want your business to evolve along with 
consumers’ expectations. What can marketers do to encourage their teams to walk out on that 
tightrope of experimentation?  
Introduce and embrace the concept of piloting efforts. That’s what the Cleveland Fed did with our long-
form storytelling. We didn’t ask for the green light to create a series of stories or a year’s worth of work. We 
asked to tell one story, differently. Since then, we’ve produced four long-form multimedia stories. When 
you encourage people to pitch and execute on pilot projects, experimentation is a given, and so should be 
tracking success in qualitative and quantitative ways.      

What is your favorite carnival performance to watch? 
If you mean circuses, I’m not a fan. So I’ll revise the question: What’s my favorite part of
the local county fairs here in Ohio? Definitely that fresh-squeezed, sugar-laden lemonade.

MICHELLE 
PARK

LAZETTE  
Senior Writer  

Federal Reserve Bank
of Cleveland    
@mp_lazette
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With so much content to choose from, amazing audiences gets harder. What 
advice do you have for marketers who want to fill the Big Top today and 

keep audiences coming back for another show?
Probably the same thing I have been saying for years: You need to truly understand 
your customer’s journey, find the content gaps that you and your competitors are 
not serving, and create amazing (useful) content to fill that gap. Believe me, almost 
every industry, in every vertical, has plenty of gaps (opportunities) for you to fill.    

Look into your crystal ball and reveal one content trend you see dominating the 
industry in the upcoming year. 
I believe we are finally hitting the early majority and the late majority of adopters 
in the digital marketing space. This means C-level people are seeing the light and 
becoming involved, and our industry is about to boom.    

Which tools or techniques do you recommend for keeping all the balls in the air 
when you need to juggle numerous content efforts across multiple platforms all 
at once? 
My biggest recommendation is to build your internal processes. If you map them, fix 
them, re-map them, and follow your processes, you will see huge gains in accuracy 
and productivity.   

Tech/creative innovation is risky but necessary if you want your business 
to evolve along with consumers’ expectations. What can marketers do to 
encourage their teams to walk out on that tightrope of experimentation?  
Get your clients (internal or external) to agree to the experimentation so that 
your teams know that failure will not be detrimental.

ARNIE
KUENN     

Senior Advisor
Vertical Measures, an 

Investis Digital company        
@ArnieK      
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AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets 
harder. What advice do you have for marketers who want to fill 

the Big Top today and keep audiences coming back for another show?
Talk to your audiences. Put aside the dashboard analytics and “top 5 ways to 
drive engagement” lists and simply get them to sit down and tell you what 
really matters to them. Audiences are always amazed when marketers give 
them what they actually need... versus what we wish (or assume) they want!      

Look into your crystal ball and reveal one content trend you see 
dominating the industry in the upcoming year. 
Marketing teams are tired of working in silos. They want to help create 
stellar content experiences across the entire customer lifecycle – not just 
during the “attract and engage” phase.           

Which tools or techniques do you recommend for keeping all the balls 
in the air when you need to juggle numerous content efforts across 
multiple platforms all at once? 
Routine meetings with content owners/planners throughout the 
organization and a master content matrix that doubles as a calendar.

KRISTINA
HALVORSON      

CEO     
Brain Traffic    
@halvorson    



AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. What advice do you have for 
marketers who want to fill the Big Top today and keep audiences coming back for another show?

Content that stands out in a world oversaturated with options needs to include a draw. When you enter 
the Big Top, you don’t expect to see a PowerPoint presentation, you want to see lions, acrobats, and 
clowns. Within the marketing world, the draw is often information that is unique, credible, useful, and 
entertaining from trusted voices. One way to make a brand’s content rise to the level of the big top is 
to engage with industry experts who will draw an audience from their own networks as well as deliver 
credibility and expertise. When that content is interactive, it creates an engaging experience that 
attracts, engages, and inspires the audience to keep coming back for more.           
 
Look into your crystal ball and reveal one content trend you see dominating the industry in the 
upcoming year.
The type of content that has accelerated fastest in popularity across B2C and B2B is video. It might take 
more than a year to dominate, but in many areas, a small number of brands creating video content are 
dominating their respective markets. Now is the time for companies to start experimenting with video 
before it becomes the singularly dominating trend in the industry.         
 
Which tools or techniques do you recommend for keeping all the balls in the air when you need to 
juggle numerous content efforts across multiple platforms all at once?
A modular approach to content considers the component parts or ingredients of a brand narrative and 
how they can be assembled and reassembled according to templates for different audiences, formats, 
and channels. Today there are an increasing number of SaaS or cloud based content marketing 
platforms that can enable marketers to manage the assets of a modular content program for proper 
planning, publishing, promotion, and performance optimization.
 
Tech/creative innovation is risky but necessary if you want your business to evolve along with 
consumers’ expectations. What can marketers do to encourage their teams to walk out on that 
tightrope of experimentation?  
Tech and creative innovation is only risky if it is tested without any evidence of relevance. Brands that 
pay attention to trends amongst their customers and in the industry can identify opportunities, run 
pilot programs, and use data insights to inform whether to scale or adjust. Without experimentation 
there is no innovation, and there is no better place to observe opportunity than with your own 
customers.  
 
What is your favorite carnival performance to watch?
The hirsute sword swallowing contortionist with size 18 shoes.
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AMAZE YOUR AUDIENCE

With so much content to choose from, amazing audiences gets harder. What 
advice do you have for marketers who want to fill the Big Top today and 

keep audiences coming back for another show? 
Focus on user-generated content, particularly that coming from your most frequent 
and steadfast customers. Ask for them to share your rating, reviews, and rich media 
that you are permitted to publish and share across your owned media and social 
network profiles.   

Look into your crystal ball and reveal one content trend you see dominating the 
industry in the upcoming year. 
Individualization, from the glass of connected television to smartphones, will take 
personalization and sales to new heights over the next 12 months.        

Creating a single view of all audience behavior and activity using a customer data 
platform (CDP) is critical today. You will be more compliant with data privacy laws, 
and disparate operations across marketing, sales and CSM will have more empathy 
with each customer. This better informs content direction and media performance, 
as well. 

Tech/creative innovation is risky but necessary if you want your business 
to evolve along with consumers’ expectations. What can marketers do to 
encourage their teams to walk out on that tightrope of experimentation?  
Respect that automation and machine intelligence are not being introduced to 
replace your role, but to help you operate more efficiently and further focus on what 
matters most: creativity and strategy, built on true empathy with customers.        

What is your favorite carnival performance to watch? 
The men and women shot from a cannon.

TIM
HAYDEN  

President &
Managing Partner           

Brain+Trust Partners  
@TheTimHayden  



AMAZE YOUR AUDIENCE

The show must go on! 
If this ebook has inspired you to give a standing ovation to our Content Marketing World speakers, then 
come join us for their encore - their in-person presentations in Cleveland, September 3-6, 2019. Code 
SHOWSTOPPER will save $100 off any main conference package. 

Come experience the thrill of our favorite week of the year. Together, we’ll amaze audiences. 
 
REGISTER

Content Marketing Institute is the leading global content marketing education and training 
organization, teaching enterprise brands how to attract and retain customers through compelling, 
multichannel storytelling. CMI’s Content Marketing World event, the largest content marketing-focused 
event, is held every September in Cleveland, Ohio, USA, and ContentTECH Summit event is held 
every spring. CMI publishes Chief Content Officer for executives and provides strategic consulting and 
content marketing research for some of the best-known brands in the world. Watch this video to learn 
more about CMI. Content Marketing Institute is organized by UBM, which in June 2018 combined with 
Informa PLC to become a leading B2B information services group and the largest B2B Events organizer 
in the world. To learn more and for the latest news and information, visit www.ubm.com and 
www.informa.com.

http://www.contentmarketingworld.com/registration/
http://contentmarketinginstitute.com/
http://contentmarketingworld.com/
https://www.contenttechsummit.com/
http://www.contentmarketinginstitute.com/chief-content-officer/
https://youtu.be/CsIC88iWCRU
http://www.ubm.com/
http://www.informa.com/

