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1. The winning of hearts 
and minds rarely 
happens within 140 
characters. 
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The role of content 

While each content type plays a role in 
driving product familiarity, affinity, and 
purchase intent, content written by 
credible experts performed best overall 
by a significant margin.  
 
Expert content is also the only content 
type to exhibit a strong lift in all three 
areas of the purchase process.  
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Source: Nielsen, 2014; The Role of Content in the Consumer Decision Making Process 



Federated content 

A single asset that exists in 
one destination, and 
deployable across 
channels. 
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Shared natively via 
Social Media 
The asset can be easily 
shared in it’s native format 
via social media. 
 

Indexed via Search 
The asset can be easily 
indexed and shows in the 
results of the search 
engines. 
 

Syndicated 
The same asset can be 
embedded in or delivered 
via multiple different 
websites or mobile apps 
 



Adobe’s next generation publishing platform 
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Creating content is not enough 

Rising above the noise means going beyond simply 
presenting new information, or re-packaging conventional 
wisdom. Instead, it deeply emphasizes:  

1. Demonstration of deep expertise regarding your audience’s 
reality and challenges; Frequently substantiating claims with 
real-world evidence. 

2. Disrupting current logic, and surfacing what is overlooked or 
misunderstood, challenging audiences to reassess what 
they think they know. 

3. Detailing solutions enabling audiences to take action to 
achieve their goals. 
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2. The irony of real-time is 
it requires a lot of pre-
work. 
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Content programming approach 
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Campaign 
Period: Varies 
Description: “Push” content 
for key inflection points like 
events, key business 
announcements or major 
campaigns. 

Real-time 
Period: 24 hrs. 
Description: Content that 
responds to major industry 
news or events in culture.; 
breakout opportunities 
 

Evergreen 
Period: Quarterly 
Description: 365-day-relevant, 
“pull” content. Content that 
answers the question: “What 
is our audience actively 
searching for regarding our 
industry?” 

Q1 Q2 Q3 Q4 



The editorial calendar 
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Editorial process at-a-glance 
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Phase Evaluate Design Align Plan Create Publish 

Activities 

1. Analysis of social 
insights to inform 
industry trends 

2. Briefing from key 
business 
stakeholders 
regarding business 
priorities 

3. Assessment of 
performance of in-
market assets 

Development of editorial 
strategy proposal based 
on outputs of Evaluate 
phase 

Review and alignment of 
proposed editorial 
strategy with key 
business stakeholders 
and coordinating 
functions 

Creation of editorial 
calendar including 
identification of bylines, 
target publish dates, 
formats, etc… 

Production of assets on 
an ongoing basis 
throughout the planning 
cycle 

Ongoing publishing and 
promotion of assets 

Outputs 

1. Social insights 
assessment 

2. Business brief 
3. Summary of 

reporting and 
analysis 

Editorial strategy 
proposal 

Approved editorial 
strategy 

Editorial calendar Publish-ready assets Published assets 

Resource
s 

Editor-in-Chief 
Editor(s) 
Analyst 
Relevant business 
stakeholders 
Social insights manager 
 

Editor-in-Chief 
Editor(s) 
Editorial Director 
(agency) 
Creative Director 
(agency) 
 

Editor-in-Chief 
Editor(s) 
Analyst 
Relevant business 
stakeholders 
Comms Directors 

Editor(s) 
Editorial Director 

Editor(s) 
Creative Director 
(agency) 
Writers/Designers 
(agency) 

Publishing Manager 
Social media manager 



The content brief and workflow 
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Leveraging social data to inform content strategies 

Mine audience-based sharing data 
to: 

• Understand audience needs and 
interests 

• Anticipate the rise and fall of 
trends 
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3. Content co-creation is 
the only influencer 
strategy you need. 
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Introducing Think Tank 

Think Tank gathers luminaries working at the 
cutting edge of technology, communication, and 
creativity in a variety of disciplines. By putting 
experts in a face-to-face setting, we facilitate 
stimulating, in-depth discussions about topics that 
present challenges and opportunities for industries 
and consumers. 
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https://www.youtube.com/watch?v=CLmQ6taQxUw


Think Tank - Future of Experience Business 

11,000 
Unique Social 

Mentions 

2.5M 
Views of Think Tank 

Videos 

Think Tank: The Future of Experience Business, March 2017 

20+ 
Thought Leadership 

Assets 



Summary 

1. Be relentless about process. 
2. Focus on objectives, not attention.  
3. Look for the value exchange. 
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Q&A 
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