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Content Distribution: Amplifying 
Content in Many Sales, Marketing, and 
Media Channels 

 

Packaging, targeting and distributing marketing content across many different sales, marketing, and 
media channels or touch points is priority for most marketers. But it is also a management challenge.  

The marketers interviewed in the study expressed a desire to distribute content through 12 sales, 
marketing and media touch points marketers in order to effectively engage customers and maximize 
sales effectiveness. 

 Most (70%) of marketing executives surveyed view digital marketing channels as their top driver 
of growth 

 59% of the marketing executives surveyed report they are heavily involved in the distribution of 
marketing content in media channels; 

 And almost half (49%) of the marketing executives surveyed view enabling the sales force as 
primary management objective. 

But most marketers found the multi-channel distribution of content to be a major challenge. According to 
Mike Marcellin, CMO of Juniper Networks, “Content is not necessarily the problem. We don’t lack for 
content.  The real challenge is being smart about the buyer, the influencer, and the media we are trying 
to amplify that content through.”   

There are several underlying reasons why it is do difficult for marketers to effectively package, target, 
and deliver content to their sales teams, channel partners, customers and prospects.   

 Marketing content is not structured to make it easy to package and deliver it through many 
channels.  

 Content distribution processes are difficult to manage because they span many organizations and 
require a relatively high degree of sales and marketing integration to work effectively.  

 And content is often produced in a fragmented manner, with each channel asking for or paying to 
build its own unique content. 

Leading marketers are looking for practical ways to make the distribution of marketing content more 
efficient and easier to coordinate across many sales, marketing, and media channels. 

What is Content Distribution?  The multi-channel distribution of content competency involves 

putting in place systems, managers and processes for coordinating, delivering, and tracking content 
across a wide variety of digital sales, marketing, and media touch points to improve market coverage, 
drive sales, and enhance the customer experience.   “Publishing alone is not good enough. Distribution is 
king.  We work to leverage our content over SEO, e-mail, native advertising, paid advertising, and social 
media blogs and wikis” according to Shawn Burns, the head of Digital Marketing at Schneider Electric. 

Why is it important?  Finding effective ways to package, target, distribute and amplify marketing 

content in sales, marketing, and media channels is important for a number of reasons: 
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 A better customer experience.  Multi-channel distribution of marketing content is a key to 
improving the customer experience by engaging customers in the channels they prefer.  It is hard 
to deliver personalized web experiences or engage customers in social, mobile without having 
something meaningful to say.  The problem is that most marketing analytics and Marketing Cloud 
solutions do an excellent job of defining who to call and targeting what type of content and 
information is required in a given selling situation   Fewer do as good a job as defining what to 
say by finding, recommending, or delivering the “next best content” needed to take advantage of 
the opportunity in digital media, digital marketing and sales solutions like CRM.   

 Better leveraging existing content assets.  Content distribution is also an important way to 
increase the return on the large investment in content assets – by reusing content across many 
sales, marketing and media channels and digital touch points as possible.  Most marketers report 
very low levels of content utilization, particularly in sales channels. For example, VM Ware 
recently conducted an analysis of the amount of content they translated and localized and pushed 
into the regions.  They learned that in the first six months, 75% of it went unused because it was 
not promoted, sales was not aware of it, and they felt they did not do a good job of internal 
advocacy for the content.  By packaging marketing content so it can be reused across many 
different channels marketers can maximize content utilization and the return on the technology 
assets that deliver content such as Marketing Cloud, CRM and digital marketing software. 72% of 
marketing executives’ surveyed view well designed and high quality content as essential to 
executing multi-channel selling approaches. 

 More control over content.   Marketing executives are using content distribution as a “hub” in the 
publishing process for managing, targeting and tracking content performance. The most 
sophisticated marketers are using distribution as a management control point to better target, 
measure and manage content.   

 Reduced cost and complexity.  The challenge of distributing marketing and sales content through 
a growing number of customer touch points adds significantly to the cost and complexity of 
content operations. 

To realize these benefits, leading marketers are putting in place strategies and systems to help them 
package and amplify their marketing content in many sales, marketing, and media channels marketers. 
For example, 64% of the high performing marketers in the survey had a digital content distribution 
strategy in place.  And over half of the marketing executives surveyed report they are actively leveraging 
technology – in the form of Marketing Cloud, Web CMS, Sales Enablement, CRM and Content Marketing 
Technology Platforms -  to streamline the targeting, packaging and distribution of content across 12 
sales, marketing and media touchpoints. For example: 

 Leading marketers like Cisco, The Hartford Funds, KPMG, Schneider Electric, and VMWare 
are using Web CMS platforms to better streamline and coordinate the distribution in owned 
digital marketing channels. 

 Global marketers like D&B, Dell, and Unilever are using Content Marketing Solutions 
Marketing Cloud Solutions to make it easier to manage and distribute content in social, 
earned and paid media channels. 

 And business to business marketers like ADP, Ricoh, and Symantec are leveraging Marketing 
Cloud Solutions suites to facilitate the distribution of marketing content in marketing, sales, 
and service channels. 

The table below outlines how the top marketing technology platforms identified in this analysis to target 
deliver and personalize content across 12 sales, marketing and media channels.  
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The analysis show that all of the thirteen top publishing platforms profiled in this report offer marketers 
some ability to target, package, and distribute sales and marketing content across many marketing, 
sales, and media channels.  No single solution provider, no matter how broad this solution suite, offers 
comprehensive ability to target, package and deliver content through all 12 sales, marketing and media 
touch points available to marketers. The specific capabilities and relative strengths and weaknesses of 
different vendors reflected in this analysis in each of the twelve media, marketing, sales and service 
touch points are discussed in greater depth in the section entitled: The Keys to Enabling Content 
Distribution with Technology. 

An Assessment of the Ability of the Leading Marketing Technology Platforms to Target, Deliver 
and Personalize Content across 12 Sales, Marketing and Media Channels 

 

 

As the distribution analysis above exhibits, all of the thirteen top publishing platforms profiled in this 
report offer marketers some ability to target, package, and distribute sales and marketing content across 
many marketing, sales, and media channels.  No single solution provider, no matter how broad this 
solution suite, offers comprehensive ability to target, package and deliver content through all 13 sales, 
marketing and media touch points available to marketers. The specific capabilities and relative strengths 
and weaknesses of different vendors reflected in this analysis in each of the twelve media, marketing, 
sales and service touch points are discussed in greater detail below. 
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Best Practices 

This section highlights how these market leaders can help support the distribution of content across 
channels. Leading marketers are taking these steps to better support content distribution in sales, 
marketing and media channels: 

1. Systematizing content distribution in earned social and digital media channels; 

2. Delivering marketing content to sales and service employees via CRM platforms; 

3. Automating content distribution across owned digital marketing channels; 

4. Deploying sales enablement solutions to assemble and deliver prescriptive content in sales 
and service channels; 

5. Creating a dedicated channel management function to manage the orchestration of content 
across many different channels and touch points; 

6. Systematizing the planning, targeting, and distribution of marketing content in paid media 
channels;  

7. Systematizing content targeting and distribution in e-commerce channels;  

8. Integrating solutions to streamline multi-channel content distribution across marketing 
channels.  

These best practices are explained below are outlined below, and cataloged into a practical action plan 
at the end of this report.  Any references to specific enabling technologies are expanded upon in the 
section entitled: The Keys to Enabling Content Distribution with Technology. 

1. Systematizing content distribution in earned social and digital media channels. 61% of 
the marketing executive’s surveyed view earned media - including thought leadership 
marketing, influencer marketing, and content marketing – as a primary driver of top line 
growth in their company. Best-in-class marketers are using content marketing and Marketing 
Cloud software to make it easier and more efficient to distribute content in social and earned 
media channels.  For example, most leading Content Marketing Platform s like Kapost and 
Percolate feature automatic (one click) content distribution to the major social media 
publishing platforms. The most popular integration partners include: Facebook, Linked in, 
Google plus, Instagram, Pinterest, Vimeo and Twitter.  And many of the major Marketing 
Cloud and content management platforms like Adobe Marketing Cloud and Marketo  offer 
their own social relationship platforms to help their clients monitor audience trends and easily 
publish content in social channels 

2. Delivering marketing content to sales and service employees via CRM platforms. 52% 
of marketing executive surveyed report they are using CRM systems as a way of delivering 
content to salesforces and partners.  They view CRM as a channel to help improve the 
targeting, distribution and effectiveness by increasing the utilization of marketing content by 
sales and reducing the amount of time it takes salespeople to find content.  Marketers are 
using CRM systems such as Salesforce.com, SAP, Oracle Sales Cloud, and Microsoft 
Dynamics to streamline the delivery of profile information and marketing content to sales and 
service employees.  Almost every major Marketing Cloud and content marketing software 
platform has an integration partnership with these major CRM platforms in order to make it 
easy to share, and ideally recommend content appropriate for a particular selling situation. 
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Several of the major Content Marketing Platform s – such as KaPost, and Percolate – have 
invested to integrate with CRM solutions with the primary goal of making content created and 
managed by marketing in their content libraries more available to sales teams.   

3. Automating content distribution across owned digital marketing channels.  70% of 
marketing executive’s surveyed view owned digital media companies– including marketing 
automation, e-commerce, and company web sites – as their primary driver of top line growth. 
52% of marketing executives have invested in marketing automation solutions – including 
Web CMS, Marketing Cloud and to some degree Content Marketing solutions - to deliver 
content directly to customers and prospects using owned digital marketing channels. For 
example, Cisco and Schneider Electric were using leading Web CMS solutions from Adobe 
and SiteCore respectively as platforms for coordinating the distribution of content for over 
seven marketing and media touch points.  

4. Deploying sales enablement solutions to assemble and deliver prescriptive content in 
sales and service channels.  Delivering marketing content efficiently and proscriptively to 
sales was one of the biggest untapped opportunities to leverage content to drive growth 
uncovered in this study. Most (53%) of the marketing executives surveyed report they have 
invested in sales portals to deliver content to salespeople and business partners. The most 
sophisticated sales oriented marketers reported they were investing in sales enablement 
solutions that move beyond making content accessible to sales by making prescriptive 
content recommendations of the “next best content” for a given selling situations. These 
marketers are taking steps to enable more intelligent content recommendations to sales 
people that are based on account patterns, sales personas, and customer profile information 
that resides in Marketing Clouds help target and prioritize the content salespeople see. For 
example, Janus Investments has moved beyond simple sales portals to realize the power of 
delivering, and recommending content in context to their sales force.  “We were creating a lot 
of great content, but it was not necessarily landing with the intendent audience – our partners 
and our sellers. We learned that finding the right PowerPoint presentation for the sales 
situation is the first step, but getting information about how to present the document in the 
right context is the last mile. And that is where we are getting results. We’re not just posting 
content to an intranet hoping they consume it anymore” – According to David Master, the 
CMO of Janus Investments. 

5. Creating a dedicated channel management function to manage the orchestration of 
content across many different channels and touch points.  “The explosion of customer 
touchpoints makes the coordination of content more important than ever” – according to John 
Costello, the President of Global Marketing and Innovation at Dunkin Brands.  To better 
coordinate content across many channels, marketing executives are assigning  “channel 
managers” to leverage technologies such as Marketing Cloud and CRM solutions to direct the 
orchestration, timing, delivery and performance of content across many sales, marketing and 
media touch points.  Several of the marketing executives interviewed - including Cisco, Janus, 
Tata Consulting Services, and Schneider Electric - reported they are actively managing 
content distribution content seven or more “channels” or touch points including:  social media, 
e-mail, mobile sales enablement, CRM and digital marketing properties. For example, the 
CMO of the Hartford has assigned five dedicated channel managers who are in charge of 
content distribution and targeting using their core sales and marketing platforms – Adobe 
Experience Manager Web CMS across web properties, Marketo Marketing Cloud in email and 
response marketing, and Salesforce.com in sales channels. Their job is to think about the 
customer segment, then go to the library of content to find the right content for that audience, 
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and think about the most effective way to distribute that content to that audience at the right 
place and time. 
 

6. Systematizing the planning, targeting, and distribution of marketing content in paid 
media channels. 63% of marketing executives surveyed view paid media – including social, 
digital and traditional media – as being a primary driver of top line growth.  Marketers are 
allocating more than $10 Billion ad resources this year to the targeting, tailoring, and 
optimizing their content for native advertising and paid social media ad networks to improve 
media impact as the effectiveness of traditional digital advertising falls - according to an 
analysis by America’s Growth Capital.  Marketer are leveraging Content Marketing Platforms 
and Web CMS platforms to better facilitate automatic (one touch) content distribution in native 
media and ad networks.  For example, all of the leading Content Marketing Platforms have 
solutions and partnerships that simplify the planning, targeting and distribution of marketing 
content in paid media channels. For example, Percolate has created paid media promotion 
workflow tools within their solution that streamlines the planning, targeting and distribution of 
content to paid media networks. NewsCred and Kapost integrate their solutions to leading 
paid media platforms including OneSpot, Outbrain, Taboola and Tumblr that streamline the 
distribution of marketing content at scale in native advertising channels. 

7. Systematizing content targeting and distribution in e-commerce channels.  Marketers 
are streamlining the targeting, personalization and distribution of marketing content and offers 
in e-commerce channels using MAPS or Web CMS solutions. For example, the SDL Group 
offers a native e-commerce optimizer application that allows marketer to use their customer 
profile data to recommend shopping cart content based on product match and customer 
preference analyses. The solution is integrated with a variety of leading e-commerce 
platforms including IBM, Oracle, and SAP Hybris. And many Marketing Cloud platforms – 
including Adobe, Hubspot, Marketo and Salesforce.com – have invested to integrate with a 
variety of leading e-Commerce platforms to help improve sales conversion by better 
personalizing and targeting offers and content.  

8. Integrating solutions to streamline multi-channel content distribution across marketing 
channels.   Leading marketers are using the multi-channel campaign management solutions 
such as Adobe Campaign, Oracle Marketing Cloud, or Marketo Multi-channel campaign 
management to manage the workflow of planning, scheduling, publishing orchestrate the 
delivery of creative assets across channels.  All of the major Marketing Cloud solutions 
including Salesforce.com, Marketo, Teradata, and Hubspot offer this capability.  For example, 
ADP Payroll Solutions and Symantec are using Salesforce.com Marketing Cloud to facilitate 
multi-channel distribution of content across marketing and sales channels.  In addition, 
several Content Marketing Platforms - including Percolate and KaPost - have supplemented 
their ability to publish content to social media channels established integration partnerships 
with many of these leading Marketing Clouds to create an effective way to distribute the 
content in more digital marketing channels.  

 


