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Transformation has always been an exercise in controlled chaos, but over the last 18 
months, it has sometimes felt like the “control” part is slipping away.

We see the struggle every day at Imagination, as our clients push and pull between what 
they’ve always done and forging a new path forward for their marketing, one that reflects 
the changes we’ve all lived through. This is no time to stand still — and your audience 
doesn’t want you to: Recent research from Forrester shows that consumers — shaken, 
vulnerable, open to new connections — have given companies permission to play a larger 
role in their well-being than ever before. That has big implications for marketers and is a 
huge opportunity for content marketing in particular given its role as a trusted source of 
information for audiences and a proven brand-builder for companies.

That message comes through loud and clear in our three feature stories. The first looks 
at this pivotal moment for content marketing and outlines the three essential steps every 
company should take to move its content marketing forward to meet shifting consumer 
desires. The second takes a behind-the-curtain look at what all marketers can learn from 
the health care leaders who were forced to change their communication strategies on the 
fly, in the most stressful of circumstances. Finally, the third feature looks at what’s next for 
purpose-driven marketing, the dangers of “purpose washing,” and some financial services 
upstarts that are doing it right. These are the urgent questions our clients are asking us 
every day, when they realize what they’ve always done is simply not enough to meet the 
moment. 

Speaking of the future of content: We debated long and hard about whether we should 
print this issue of the magazine or go all digital. If you’re holding this letter in your hands, 
you’re a testament to the power of print: tactile, beautiful, engaging, powerful. That said, 

as we tell our clients, if it’s not digital, it doesn’t exist. Much of our content in this 
issue has digital enhancements that bring new depth to the print pieces, so look 
for the icons that indicate a digital component and let us know your thoughts. 

Enjoy the issue, and I’d love to know what you think about the future of content marketing 
or if you’d like to learn more about how an integrated content strategy can propel your 
brand forward! Reach out to me at jmeyers@imaginepub.com.

James Meyers
Founder, President and CEO
Imagination

Meeting the Moment
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14 Your Content Is   
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  After 18 months of twists and 

turns, pivots and rethinks, there 
is finally time to assess where 
the dust has settled. For CMOs, 
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cut it. Here’s how to meet the 
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 By Simona Covel 

22 Marketing Lessons   
 From the Front Line
  The pandemic forced the health 

care industry to evolve more 
than any other, without the lux-
ury of time or backward-looking 
data. COVID-19 changed how 
patients were treated, but also 
how they — and their commu-
nities — were communicated 
with. This profile of three health 
care leaders distills five key les-
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SIDE
                                                          Chicago: 600 W. Fulton St., 6th Floor, Chicago, Ill. 60661  • 312.887.1000   •  www.imaginepub.com  •  Founder, 
President and CEO James Meyers, jmeyers@imaginepub.com  •  Editor-in-Chief  Beth Gaston, bgaston@imaginepub.com  •  Creative Director 
Doug Kelly, dkelly@imaginepub.com  •  Art Director Scherry Van Kirk •  SVP, Content Simona Covel  •  Copy Editor Becky Maughan • Project 
Managers Kristie Amella and Lauren Nopar  •  Contributors Simona Covel, Lydia Gordon, Kate Hamilton, Christina Huynh, Peter Kosmal, Becky 
Maughan, James Richter, Faryn Thomas, Gilly Velgach •  orange magazine is a product of Imagination.  •  Copyright 2021 Imagination Publishing, 
LLC. All rights reserved.  •  Cover Photo: Jason Leung  •  Printed by Walsworth, www.walsworth.com

Matter more.
Contact Erin Slater, SVP,  
business development
eslater@imaginepub.com

10 Smart Chart
  The good news: 

Podcasts are more 
popular than ever. The 
bad news? Podcast 
publishers are more 
popular than ever, 
too. To stand out in a 
crowd, you need to 
pinpoint your audi-
ence and know where 
to reach them. 

12  Social Seen
  It’s not the data you 

collect, it’s what you 
do with it that matters. 
These top marketing 
experts, including our 
own Lydia Gordon, 
discuss how to take 
marketing analytics 
to the next actionable 
level. 

42  Hit or Miss
  Faux wokeness at 

CVS and Gimlet 
Media prove there is 
such a thing as bad 
publicity, while Head-
space has more than 
a moment of Zen. 

 
48  The List
    Necessity is the 

mother of invention, 
and you just might 
need to embrace 
these latest innova-
tions in video and 
audio content.   

50  Get Smart
  Content marketing 

experts stayed cre-
ative as they worked 
from home, churning 
out books, podcasts, 
content hubs and we-
binars. Did the hard 
work pay off? 

52  Who’s Inside
  The brands and 

people you’ll find in 
this 19th issue of 
orange.

Features Departments

content that matters.
pioneering content marketing for over 25 years
financial services • b2b • associations • health care
imaginepub.com



imaginepub.com/orange    |    orange    54    orange   |   ISSUE 19

the lede

Scan the branding of some staid B2B or highly 
regulated financial services companies and 
you’ll turn up a surprising number of cartoon 
animals. Rotund bears, colorfully dressed 
hippos and friendly-looking owls cavort 
around cartoony offices holding coffee cups 
and creating presentations. 

Online bank Dave (tag line: “Banking for 
humans”) is represented by an eponymous 
cartoon bear who wears a turtleneck and 
glasses. He’s got adorable, expressive 
eyebrows, and sometimes he wears fun 
costumes. Who’s ready to talk ACH transfers 
and funds-availability policies now? 

Precious cartoon pandas are all over the 
branding of Bamboo HR, which makes human 
resources software. Honeypot, a job platform 
for European developers and employers, 
features a big-eyed yellow bear on virtually 
every page of its website. And Salesforce, 
a $203 billion company, has five cartoon 
characters, including the requisite ursine 
figure.  

All of this would seem a little over the top in 
a baby’s nursery, much less splashed across 
the pages of sophisticated enterprises selling 
tech platforms and financial services. So why 
is serious branding so stinking cute?

Because the world isn’t, says Timothy 
Calkins, clinical professor of marketing at 
Northwestern University’s Kellogg School of 
Management. 

“These characters can set a tone that is very 
approachable and friendly, and in the world 
today, that is important,” Calkins says. “There 
is so much uncertainty, there is so much 
conflict, that being able to come across as safe 
and welcoming is very important.”

The characters also neatly solve a 
representation problem for companies, which 
don’t have to make hard choices about the 
age, gender or ethnicity of a model in a stock 
photo when they can use a cartoon instead, 
Calkins points out. But the cute critters don’t 
work for all organizations — a luxury brand 
might want to steer clear. 

Says Calkins: “Nothing in branding is 
for everyone. But for many brands, these 
[whimsical characters] provide a great option.”

We don’t 
know what 
we’re looking 
for until 
we hear it. 
That’s what 
makes it 
exciting. 
We’re not 
looking for 
something 
marketable; 
we’re just 
waiting for 
something to 
inspire us.” 

—Liza Miller (Sutton 
Foster), Younger, 
Season 7 Episode 10 
(“Inku-baited”) 

The Rise  
of Cute

79%
of B2B marketers reported their organization has 

a content marketing strategy.

Where Have All the 
Branches Gone? 
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linquency rates. What’s more, small businesses struggle to manage 
when left with just digital options — branch closures can impact 
the number of small business loans granted by up to 13% for more 
than eight years afterward. 

Reporting on the subject, NPR News observed, “Even if a rural 
small-town downtown or an urban neighborhood is struggling, as 
long as there’s still a bank branch, the other retailers can usually 
hang on. The bank may be the last thing standing between viability, 
survivorship and complete decay.”

The rise of sexy-sounding fintechs and 
digital-only solutions may be one disrupter 
for traditional banks (see “Innovation 
Through Inclusion,” page 38), but losing 
their differentiator — human contact — is 
another burgeoning issue that should be 
top-of-mind for today’s banking execs.

Sources: NPR, S&P Global Market Intelligence, World 
Economic Forum, Iowa State University, UC Berkeley

Food deserts — areas where healthy, fresh food is greatly limited or 
nonexistent — are easily understood and well documented. But the 
pandemic brought another developing desert to a fever pitch: the 
loss of local bank branches. The number of brick-and-mortar banks 
has been on the decline since the Great Recession, but closings hit 
a record in 2020, with 3,324 shuttering and 1,040 opening, for a net 
loss of more than 2,200. 

While the difference between access to fresh produce and IRL 
interaction with bankers may seem chasmic, the impact is similar. 
Customers spend more time and 
money finding the resources they need, 
and communities lose a critical center 
of commerce.  

A pre-pandemic study from Iowa 
State University revealed that reduced 
access to banking services can de-
crease financial literacy, resulting in 
lower credit scores (or sometimes even 
no credit reports at all) and higher de-

BANKING DESERT: A 
CENSUS TRACT WITH 
ABOUT 4,000 PEOPLE 
AND NO BRANCHES 
WITHIN 10 MILES OF 
THE TRACT CENTER. 



Described as “the front page of the internet,” Reddit 
has cultivated 430 million monthly active users and 
over 2.2 million subreddits (small communities in 
which users discuss topics of interest). And despite 
its burgeoning reputation as a catalyst for headline-
grabbing hullabaloos like the GameStop and AMC 
stock rallies in early 2021, the website is a relatively 
untapped market for brands.

Reddit is largely free of advertisements. Instead, 
it functions as an interactive arena for people to dive 
into their interests in like-minded groups. Some 
subreddits even have strict no-promotion rules — 
violators of which occasionally face a lifetime ban.

Adding to marketers’ challenge is the fact that the website 
relies heavily on user-driven content. Redditors can “downvote” 

content, marking it as unpopular and sending it into digital 
purgatory. Blatant marketing can either silence brands on 

the site or sour potential consumers to their products. 
To successfully integrate into these digital communi-

ties, brands need to prioritize one thing above the rest: 
authenticity.

Reddit has somewhat remarkably adhered 
to its original purpose — to bring communi-

ties together over shared experiences and 

the lede

Most Likely  
to Succeed 

Meet Generation C 

LinkedIn has become the social media 
equivalent of a virtual happy hour for 
corporate professionals. The platform has 
garnered a large amount of user traffic and 
engagement from career-oriented folks by 
allowing them to share their thoughts on 
all things work. In fact, data from parent 
company Microsoft revealed an increase 
in traffic and engagement over the past 
year, with expectations for that trend to 
continue. LinkedIn’s increased user activ-
ity is reflected in its advertising business: 
LinkedIn Marketing Solutions saw an 
increase of 97% in the fourth quarter of its 
2021 fiscal year that drove up the com-
pany’s total revenue by 46%. 

Source: SocialMedia Today, Microsoft

The pandemic-induced renewed emphasis on technology 
has allowed people to pursue their passions like never be-
fore. From collections at the Louvre to habitats at the San 
Diego Zoo, previously pie-in-the-sky adventures are go-
ing virtual. On a more personal scale, you can take classes 
online to learn new skills or join online communities like 
book clubs to meet new people. Taking these experiences 
virtual has opened up doors to everyone — regardless of 
their location.

This inclusiveness has led to the rise of a new genera-
tion: Gen C. Gen C is the Connected Consumer, using 
technology to pursue and fulfill their needs. Anyone can 
be a member of Gen C; all it takes is a passion you want to 
share or explore.

The pandemic accelerated the trend of Gen C embrac-
ing e-commerce, and many consumers will expect to 
retain a certain level of access to their favorite goods and 
services as businesses resume normal operations. Brands 
that can take lessons from the pandemic about what their 
consumers want (and how they want it) should be in a bet-
ter position to thrive than those that don’t.

Source: The Drum

The Social 
Contract
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258  
MILLION
Adult U.S. population 

 

430  
MILLION
Active monthly Redditors 

passions — since 2005, despite inhabiting a wildly different digital 
environment than 16 years ago.

This commitment to authenticity has helped strengthen a social 
contract between posters and the community: Don’t create to just 
get traffic. Corporate advertisements can easily break this agree-
ment and send brands into exile faster than you can say the words 
“cancel culture.” But by responding to questions or creating and 
interacting with various subreddits, companies can form a genuine 
connection between themselves and Redditors, making an impact 
on subscribers and customers. 
 
Source: NoGood

“Don’t limit yourself 
to just using keyword 

research for SEO metas 
and heading tags … 
You should be using 
keyword research to 

inform your navigation. 
You should be thinking 

about keyword research 
in product ideation, 
how you should talk 
about your product, 

what you should name 
your product.” 

—Content Strategist Katie Tweedy, 
at the Content Marketing Institute’s 

ContentTECH Summit

Estimated amount 
of market value 
Coca-Cola lost 
after soccer star 
Cristiano Ronaldo 
pointedly moved 
two bottles of 
Coke away and 
held up a bottle 
of water at a 
June 2021 press 
conference

Source: The New York 
Stock Exchange
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Feeling like a product is made for you is one thing, but vitamin companies are 
going the extra mile for their customers by truly personalizing their products just 
for you. And your brother. Your best friend, too. Personalized supplement options 
are a rapidly growing industry. The market is expected to reach revenue of more 
than $4 billion by 2023, and the pandemic encouraged the industry’s seemingly 
endless growth, as health has moved to the top of many people’s minds.

A 2019 study showed that 86% of Americans currently take some form of 
supplement, but many may not need them. To help match people with the right 
vitamin, companies are providing customers with questionnaires or analyzing 
blood tests to create supplement suggestions on a case-by-case basis. Some are 
even offering subscription plans as a way to keep customers engaged with their 
products. By personalizing their products and making it easier to connect with 
customers long term, brands are better serving their consumers … and their bot-
tom lines. 
 
Sources: Healthline, American Osteopathic Association, Nutritional Outlook

Here’s 
to YOUR 
Health

The days of evergreen content that meets 
everyone’s needs are long gone. Living in an 
era of authenticity, modern consumers crave 
personalization more than ever. For content 
marketers, this means that they need to 
tailor content to a specific audience to hook 
and keep their readers’ attention.”

—Irina Weber, content marketing specialist at SE Ranking

71% OF MARKETERS 
SAY THEIR CONTENT 
MARKETING PERFORMANCE 
IN 2020 WAS BETTER THAN 
THE YEAR BEFORE. 

For a detailed look at what drove this program’s 
success, scan the QR code or learn more at 
imaginepub.com 

increase in 
quarterly traffic to 

content hub

Percentage of  
traffic from organic 

search rose to  

38.9% 
from 14.5%

Decrease in bounce rate from 
38.33% to  

9.26%

Listenership  
of the Beyond  

the Portfolio podcast reached 

3x KPIs

TD Ameritrade Institutional wanted to drive organic search traffic,  
foster engagement with prospects and clients and drive sales leads.  

Its holistic content program — including a print magazine, digital content, 
multi-season podcast and paid media — accomplished all that and more.

115%

2020  
Content Marketing 
Institute Awards: 

Winner, Best Content 
Marketing Program  
in Financial Services 

Finalist, Project of the Year

Finalist, Best PodcastAnatomy of  
an integrated  

content program 
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Are You Reelin’ in the Ears?
For your audio to make an impact, it needs to be where the people are.

Podcasts are more popular 
than ever: An estimated 41% of 
the U.S. population listened to a 
podcast in the last month — up 
from 21% in 2016 and 37% in 
2020. But as demand grows, 
so does the competition. As of 
August 2021, 2.3 million valid 
podcasts existed, with over 
41,000 added during the past 
30 days.  

In a crowded and fragmented 
landscape, reaching your 
intended audience with your 
podcast can still be a chal-
lenge. To execute an effective 
push-pull strategy, you need 
a multiplatform presence, a 
proactive distribution strategy 
and engaging, differentiated 
content. 

2018

2019

2020

2021

Americans who listened to a podcast in the past month
Percentages across age groups, from 2018 to 2021

What converts a casual listener 
Podcast listeners are always on the hunt for a new program, and they’ll be willing to give you a shot. But 
here’s what they’ll be judging you on (responses are out of 10).  

The most popular podcast platforms in the U.S.
(Respondents could select more than one answer) 

34%

49%
42%

56%
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40%
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Description: 7.8

Episode titles: 6.3

Frequency of releases: 5.6

Ratings and reviews: 5.3 

Artwork: 5.2

Name: 5.1

Interview guests: 4.6

Podcast presenter/host: 3.7 

13%

22%
17%

26%

Spotify: 25%

Apple Podcasts: 20% 

Google Podcasts: 16%

Audible: 10%

Pandora: 15%

NPR One: 9%

Podcast Addict: 7% 

Overcast: 6%

Websites (streaming): 11%

TuneIn: 8%

RadioPublic: 6%

Pocket Casts: 6% 

Deezer: 7% 

Stitcher: 6%

Castbox: 5%

Simply 
publishing 

podcast content 
on your website 

will attract just 11% 
of active podcast 
listeners — and 
that’s if they can 

find you.
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By James Richter

Sources: Edison Research and Triton Digital, Podcast Industry Insights courtesy of Daniel J. Lewis, Statista, The Podcast Host
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social seen

By Lydia Gordon 

Marketing analytics is a hot topic 
these days, yet it remains among 
the least understood of the 
marketing disciplines. According 
to ClickThrough, data analytics 
is the #4 most in-demand skill 
for digital marketers this year. It’s 
also no coincidence that all of the 
top five skills require a degree of 
analytical fluency. 

For leaders who wish to be seen 
as data-driven, it’s easy to hire 
competent analysts. It’s easy 
to throw budgets at tools and 
automation solutions that promise 
never-before-available views into 
marketing data. It’s easy to have 
those analysts use those tools to 
create reports that tell you what 
worked and what didn’t. It’s easy 
to choose an attribution model that 
points to one channel or another as 
your top sales performer. 

7 Marketing 
Experts Make 
Sense of 
Marketing 
Analytics
Data can provide a clear path to growth and next 
steps to achieve your goals. That is, if you’re not 
lost in the clutter.

“Before targeting the 25-54 
demographic segment, consider 
this: Generational groups such as 
Millennials or GenX are less like-
minded than people who floss. 

‘The data is clear: Passions, 
habits and temperaments unite 
us, not generational groupings. 

Understanding consumers 
through their nut consumption 

may sound kooky, but it’s no more 
ridiculous than doing so through a 
random 16-year birth window.’”
Marc Binkley, VP, digital & marketing strategy at 

Anstice Communications 

“When i t  comes to market ing analyt ics 
what do you think is  the hardest to 

achieve in an organizat ion #measure

Gett ing the r ight data (28.9%)

Turning data into insight (27.7%)

Communicat ing the insight (9.4%)

Driving change using data (34%)”
Russell McAthy, CEO and co-founder of Ringside Data

“PEOPLE-BASED 
MARKETING REQUIRES 

A FUNDAMENTAL 
SHIFT FROM VIEWING 
CONSUMER BEHAVIOR 

IN THE CONTEXT OF 
CHANNELS, TO PLACING 

CONSUMERS AT THE 
CENTER OF MARKETING 

STRATEGIES.”
Alex Kim, solutions consultant at Visual IQ 

“Don’t just collect data. 
Don’t stop at analyzing it. 
Begin telling the story that 
will inspire positive change 
at your organization — and 
for your consumers — for 

years to come. This is where 
the true value of marketing 

investment starts to pay off.”
Steve Kerr, head of marketing at Chicago Analytics 

“IT IS ONE THING 
TO MEASURE 

EVENTS & MONITOR 
PERFORMANCE OVER 
AN EXTENDED PERIOD 

OF TIME, IT IS ANOTHER 
THING TO ANALYZE 

A MASSIVE AMOUNT 
OF DATA, DEVELOP 

PREDICTIVE MODELS, 
AND THEN APPLY THOSE 

MODELS TO MAKE 
DECISIONS EARLY ON IN 

A CAMPAIGN.”
Oren Kaniel, CEO and co-founder of AppsFlyer 

“The obsession with attribution drives the wrong behaviors … or simply discourages the use of 
‘dark funnel’ channels because they’re difficult to measure in the traditional way that marketers 
have been trained to measure stuff by MarTech vendors. And it’s ironic, because all the ‘dark 
funnel’ channels … that marketers are discouraged from using due to lack of attribution are 

actually the MOST EFFECTIVE channels & activities a B2B organization could do today.”
Chris Walker, CEO of Refine Labs 

Where it gets complicated is 
wrangling all the data you have 
access to into a meaningful story 
— and that requires a clear vision 
from the top on how teams can take 
action. Teams drowning in data 
points face decision paralysis and 
inevitably retreat into their comfort 
zones. Real action needs defined 
goals, decluttered data and a focus 
on what matters. 

A story has a beginning, a middle 
and an end. The end of a data 
story is the “so what should we 
do now?” part. Once your analyst 
has uncovered the story, it takes 
bravery to discard the conventional 
wisdom and truly respond to those 
data-driven calls to action.

Based on what these experts have 
to say on the matter, I truly believe 
marketing leaders are getting 
braver by the day.

“9 reasons your experimentation program is not robust 
< > remarkable*:

1. Not planning for the first five tests to succeed.
2. Staring at the start of the conversion process, rather than

close to the end.
3. Overhyping the impact of your experiments.

4. Overestimating your company’s ability to have good ideas.
5. Measuring final outcome, instead of what job the page is

trying to do.
6. (Advanced) Believing there is one right answer for everyone.

7. (Advanced) Optimizing yourself to a local maxima.
8. Building for scaled testing from day one.

9. (Advanced) Not realizing experimentation is not the answer.”
Avinash Kaushik, digital marketing evangelist, Google 

*When asked to clarify this symbology, Kaushik replied: “Robust as in is
the program … capable of doing complex experiments across a variety of
possibilities … Remarkable as in are you actually doing them AND having
a business impact? Most people have neither. Some people have robust.

Very few have Robust + Remarkable.”

https://www.linkedin.com/posts/marcbinkley_marketing-segmentation-targeting-activity-6806194428651409408-TnTa/
https://twitter.com/therustybear/status/1234382724116422656?ref_src=twsrc%5Etfw%7Ctwcamp%5Etweetembed%7Ctwterm%5E1234382724116422656%7Ctwgr%5E%7Ctwcon%5Es1_c10&ref_url=https%3A%2F%2Fpublish.twitter.com%2F%3Fquery%3Dhttps3A2F2Ftwitter.com2Ftherustybear2Fstatus2F1234382724116422656widget%3DTweet
https://twitter.com/AttributionAlex/status/972152516690497536?s=20
https://www.linkedin.com/posts/stevewkerr_marketing-operations-insights-activity-6812739507151093760-FJsH/
https://twitter.com/okaniel/status/1136228461364895744?s=20
https://www.linkedin.com/posts/akaushik_tmai-262-top-9-fails-experimentation-activity-6806450999071510528-wGJI/
https://www.linkedin.com/posts/chris-walker-41597028_marketing-b2b-demandgen-activity-6811635108240470016-SFfY/


Your Content 
So What Is Yours Saying?

3 steps to a brand voice that meets 
the demands of the moment

By Simona Covel
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chief marketing officers are catching their breath. Finally. Holy 
hell, finally. After 18 months of pivots and recalibrations and 
budget changes and strategy rethinks, there’s finally a minute. A 
minute to look up to the sky and down to the ground and determine 
where the dust has settled.

There’s a lot of dust to sift through. Dust from the behavior, 
mindset and economic shifts coming out of the pandemic. From 
the toxic political divisiveness that continues to pervade American 
culture. And from the growing chorus that has reached a crescendo, 
demanding more inclusive treatment for Black and Brown people.

As CMOs look back on the year when everything changed and 
gaze ahead to a hyper-connected, data-obsessed world, where does 
that leave marketing? An inflection point has arrived. For many 
companies, there’s a scramble: to meet the moment, to harness the 
technology, to be simultaneously the voice of progress and driver of 
profit growth. 

CMOs know they can’t sit back and catch their breath for long. 
There’s no time to be idle when you’re in the hot seat, the shortest-
tenured job in the C-suite. CMOs face incredible pressure: to 
perform in the areas of strategy, product innovation, customer 
relations and, of course, communications. In all of those disparate 
areas, we’re sitting at the precipice of big change, a statement that’s 
true almost regardless of industry or function. Consumers are 
looking to brands as connectors and are open to giving brands a 
bigger role in their well-being. With mindsets shifting and loyalty 
up for grabs, many organizations are starting at the top, rethinking 
the very voice that defines them. 

For more than a decade, content marketing has been a primary 
showcase of a company’s voice. Content allows us to speak frankly 
to our audience, to acknowledge their needs, to showcase our 
expertise and to demonstrate leadership. At a moment when many 
companies are rethinking how marketing rises to the occasion, 
what does this mean for content marketing in particular? One 
thing is certain: Standard content marketing practice isn’t going to 
cut it as we look forward. It’s a cliche moment — the kind where if 
you’re standing still, you’re falling behind. 

Now is the time to consider how to shape a content marketing 
strategy that meets the moment and positions us to take on what 
comes next. Here’s how to do it. 

Have a point of view
The days of companies, large and small, shrinking back from 
broadcasting an opinion on the social issues of the day are over. 
Pre-2020, a shift toward socially conscious brands was already 
underway, and 2020 accelerated the push, as consumers became 
exasperated with brands that appeared to prioritize profits over 
well-being. 

Today, the argument that it’s too hard to prove ROI from 
purpose-driven practices is quickly becoming a relic of the past. 
“Increasingly, shareholders, investors and employees genuinely 
care about how you do business,” says Leela Srinivasan, Momen-
tive (formerly SurveyMonkey) CMO, citing a Momentive survey 
revealing that 78% of consumers have made a purchase decision 
based on values. “I do think there’s a virtuous cycle.”

Part of convincing the rest of the C-suite is bringing the data 
that illustrates the power of the positioning. For companies that 
still have doubters (I come across some of these occasionally), 
CMOs are now in a prime position to use data to help convince 
the rest of the C-suite of the power of a point of view. You are the 
conduit to the customer. Think of the role, Srinivasan says, as 
the voice of the market — the right seat to accelerate the brand’s 
stance on issues that matter to their audiences. In these con-
versations, which can occasionally become charged, “data helps 
bring that layer of objectivity.” 

Content has a big role to play here; it has the power to convey 
the changes you’re making. What sometimes happens, though, is 
that words lead rather than action. While many executives think 
they’re broadcasting strong messaging, consumers often don’t 
agree. “There is misalignment between consumers’ expectations 
of brands and the societal actions that brands report taking,” 
says research and advisory firm Gartner. 

In short, it’s not enough to say that you’re going to pay more 
attention to the issues of the day. What consumers are looking for, 
notes Gartner, is concrete action. A shift in an internal or external 
policy, an event that’s canceled for a valid reason. That’s what 
people want to know about — that you’re putting muscle behind 
the words. A gorgeously shot video broadcasting your perspective, 
a perfectly timed social media campaign — they’ll fall flat if you 
don’t have the action to back them up.

Across the country, 
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Prioritize inclusivity
If inclusivity for your company means diverse images in your 
branding and a pledge to hire from a broader range of ethnicities 
and backgrounds, you’re missing the bigger picture — and a huge 
opportunity. 

Deciding how to get involved comes back to your point of view. 
For some companies, making meaningful progress within your 
own walls and in the communities where you live and work may 
feel like the right approach. For others, considering how inclusion 
ladders up to who you are as a company may reveal a bigger oppor-
tunity, as it has at Momentive, says Srinivasan. It sounds lofty, but 
the team at Momentive considers “commitment to raising the bar 
for human experience” as part of the company’s mission. Surveys, 
in their largest sense, can shine a bright light on people’s feelings, 
aspirations and doubts. Surveys, notes Srinivasan, have the ability 
to amplify voices that might not otherwise be heard.

When viewed through that lens, Momentive’s role — and power 
— as part of the movement toward diversity and inclusion becomes 
much more clear. The company, for example, launched a survey 
to gauge the Asian American and Pacific Islander community’s 
experiences with discrimination, to help elevate awareness of that 
issue. It was a way to contribute to the ongoing dialogue — an ini-
tiative that’s true to the company mission and helps further goals of 
diversity and inclusion. 

Srinivasan notes that it was important that the company not 
stop there. Listening is important. It’s the first step. But a commit-
ment to inclusion has to go beyond listening, to taking action. For 
marketing departments, the lines can start to get fuzzy. What are 
the actions a marketer takes versus product or human resources? 
Srinivasan notes that while Momentive’s head of diversity and in-
clusion, Antoine Andrews, leads the way on many of the company’s 
internal initiatives and practices, Srinivasan picks up the ball 
when it comes to translating initiatives for external messaging. 
These days, when the marketing department creates a major piece 
of creative, such as the one announcing the name change and new 
brand, Srinivasan calls in the head of diversity and inclusion and 
someone from his team to review it. “We wanted to make sure we 
were rigorous,” she says, noting that the pair of reviewers caught a 
handful of things they thought should be changed. 

Own your narrative
I hear a lot of chatter these days from clients about storytelling. 
Companies have bought into the power of a great brand story — 
the one that reveals, with a little tension and a problem to solve, 
how a product or service meets a need. 

Stories can be wonderful things. They can drive emotion and 
connection and paint a picture that’s impossible with typical 
descriptions and approaches. They create relationships and indel-
ible impressions. But when your company has reached higher, has 
aligned itself with purpose and inclusion and the things that mat-
ter most to consumers, stories are no longer enough. The brand 
itself needs a narrative. 

That narrative must be — I’m going to use an overused word 

Raja Rajamannar is 
worried about you. 
The way consumers buy, the way marketing analysts measure, the skills re-
quired to lead the marketing department: It’s all changing, says Mastercard 
CMO Raja Rajamannar, who recently published a book called Quantum 
Marketing: Mastering the New Marketing Mindset for Tomorrow’s Consum-
ers. If you’re like most marketers, he says, you’re “hopelessly unprepared” 
for the forces buffeting your world.

 
Here’s what he thinks is coming, and how we can ready ourselves and 

our organizations.
 

Q: You’ve talked about “reinventing marketing.” Why do you think it 
needed reinventing?
Rajamannar: Today almost 50% of what we spend in marketing is spent 
on channels that didn’t exist 15 years back. Virtual reality, smart speak-
ers, blockchain, 3D printing — the list goes on. Each one has a profound 
impact. Marketing is going to be disrupted at an unprecedented level. It’s 

not just B2C. It’s both. It’s going 
to be a very different landscape. 

 Consider the purchase fun-
nel. It has collapsed. It needs a 
complete reinvention. 

In the past it was: First, 
people need to be made aware 
of a product. Then you need 
to do something to excite their 
interest. Then you create a desire 
to acquire the product. Then you 
nudge them to take action. Then 
you get them to use the product, 
and hopefully they’re happy. 
Today, think about Facebook 

ads. There’s no staged, gated process. You’re accomplishing everything 
in the funnel in a few seconds. I didn’t know even one minute ago that the 
product existed. I may still not know the brand name. I saw it, I liked it, I 
bought it. 

 
Q: Are marketers ready for this infusion of new tech?
Rajamannar: Marketers are hopelessly underprepared for this future. 
 
Q: Why is that?
Rajamannar: Marketers have historically been right-brained. They’re 
creative. Think brand and design. Many struggle with data and technology. 
Since the internet and the rise of data analytics, marketing has become 
more infused with the left brain, with data and analytics. This is being ac-
celerated.

 Many marketers I talk to, in a safe environment they’re able to admit 
that they don’t understand data analytics. I say, “Do you know how we’ll 
survive in a cookieless environment?” and many of them are not aware. 
They need to really start investing time and effort into upgrading their 
understanding, to train their teams, to have their tech stacks ready. I spend 
five hours every weekend educating myself. I read books or do courses, so 
no one can spin or give me some spiel.

 
Q: What will the CMO role look like in three or five years, versus 
today?
Rajamannar: The CMO will be a true general manager and true business 
manager. He or she will understand technology and data. He or she will 
understand finance, so they can connect the dots between marketing and 
business outcomes. It’s not just about performance marketing. In the past if 
you were a great marketing expert it was enough. Now it’s hopelessly inad-
equate. You must be a businessperson before being a marketing specialist. 

 (This conversation was edited for length and clarity.)

If inclusivity for your company means diverse 
images in your branding and a pledge to 

hire from a broader range of ethnicities and 
backgrounds, you’re missing the bigger picture — 

and a huge opportunity. 
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here: authentic. We all know that these days, our customers can 
spot a phony from miles away, and they will. They’ll spot it, and 
then they’ll share it. “If you’re projecting diversity and inclusion 
and it’s not the lived experience … it will become a problem in the 
most uncomfortable way for you,” Srinivasan says. “There’s every 
chance that news will break when you don’t want it to, and that’s a 
different problem.” (Check out “Hit or Miss” on page 44 for a look 
at where CVS went wrong during Pride Month.) 

Longtime (now retired) Deloitte consultant John Hagel III says 
a corporate narrative can’t be about you — it first has to be about 
your customer. It must convey the customer’s needs and aspira-
tions and tie those to your needs and aspirations. It’s a rallying cry 
that’s true to who you are and compelling to outsiders. That’s the 
sweet spot. Think something like Whole Foods’ commitment to 
healthy eating or Dove’s narrative on real beauty. These don’t feel 
like a stretch. They feel true to the brands they represent. They 
become the narrative that all of the company’s marketing must 
remain true to.

Once you’ve landed there, that narrative must be the embodi-
ment of the point of view that informs all of your work. It’s about 
taking the purpose you’ve defined and thinking about how your 
company can bring it to life across nearly all of its interactions and 
manifestations. That’s a role that falls squarely on the shoulders of 
the CMO, says Mastercard CMO Raja Rajamannar. 

Rajamannar, who has lobbied loudly for marketers to lead on 
ethics and inclusivity, sees no incongruity in the coexistence of 
purpose and profits. It’s a rising-tide-lifts-all-boats argument: 
“If society’s not thriving, your company’s not going to thrive,” he 
says. Once you’ve made the broad-based commitment to societal 
good, the narrative should flow naturally. The narrative is the way 
that you build a bridge between the work your company does and 
society and culture. 

This doesn’t mean, Rajamannar adds, that every company 
has to pretend that it’s the International Red Cross. Who you 
are should dictate the narrative you represent, and once you’ve 
defined that key narrative, that should help you determine the 
priority areas of need for your organization. “You cannot go and 
say tomorrow that there’s some crisis and you should be jumping 
in because it’s politically correct to do so,” he says. Instead, pick 
the causes that map to your agenda. In other words, your narrative 
should be built within your business model, not in spite of it. 

International Women’s Day, Black Lives Matter, food inse-
curity, income inequality. There’s no shortage of causes to align 
with, and one of the struggles for a large organization searching 
for its purpose is the tendency to want to commit to just about all 
of them. Understanding your role, your narrative, means having a 
pressure test for the issues that make sense for your company and 
brand. In a world of shifting priorities, it falls to the CMO to keep 
the focus. 

It’s yet another role to add to your portfolio: the guardian of the 
brand’s true voice. “If you keep chasing the shiny pennies, nothing 
is going to stick to your brand,” Rajamannar says. “You have your 
clarity of thinking. The CMO has to do this.”  n

We all know that these days, 
our customers can spot a 
phony from miles away, and 
they will. They’ll spot it, and 
then they’ll share it. S
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he pandemic changed everything — 
not just in health care. Consumers have 
changed how they shop, how they buy 
and what they value. Companies and 
industries around the world are subse-
quently scrambling to shift how they 

operate, how they communicate and how they sell.
As we move through rapid digital transformation and integrate shift-

ing consumer behavior into our marketing and business development, 
it’s worth taking a few minutes to consider lessons learned from the 
health care space. After all, this industry didn’t have the luxury of time or 
backward-looking analysis against established KPIs. Instead, while dealing 
with the crisis of a lifetime, executives also grappled with the changes we’re 
all seeing: a need for new ways of communicating, new ways of reaching 
audiences, and new or updated processes and structures for reimagined 
ways of working. Massive overhauls occurred over a matter of weeks.

In the end, health care organizations that were quick to embrace trans-
formation — of facilities, of communication practices and of patient expe-
rience — learned valuable lessons for the future. Three experts gave us an 
inside look at the front lines, and we distilled five key lessons all industries 
can take away as we retool our marketing operations. 
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Dial up digital 
Telemedicine and FaceTime quickly 
took over as hospitals filled — but digital 
transformation requires support and 
consumer understanding. 

Goerndt: In the early stages of the pan-
demic, we were in a space where patients 
and the community didn’t know whether 
or not to come to the clinic or hospital for 
treatment. And then we got the point where 
nobody wanted to come in, even when they 
probably needed to. So, a lot of our service 
was partnering with our patients to find the 
right balance and see who needed what type 
of care, and when and where was best for 
them to receive it. 

If they didn’t have a digital device and 
needed care, then we would accommodate 
that with an in-person visit. But we also 
did a lot of telephone visits because most 
of our patients had a telephone, but they 
didn’t necessarily have the capability to do 
a video visit. 

Over time, as we all became more com-
fortable and we had better information, we 
were able to start being more flexible in how 
we offered those services and taking the pa-
tient’s preferences into consideration, along 
with what the best place for care would be 
to ensure quality and safety of care.

We also set up a program called compas-
sionate care rounding so we could support 
our patients in their ability to connect with 
their family members virtually. And we cre-
ated a safe space on campus for visitors to 
come if they didn’t have a device or a smart-
phone they could use at home. We spent a 
lot of time on that space to make sure that 
everyone felt as comfortable as they could 
in a very uncomfortable time.

Remember human connection
Visiting hours changed dramatically but 
were more important than ever. Those 
organizations that facilitated connection at 
any cost were rewarded.
 

Jennifer Carron is patient 
experience officer for BJC 
HealthCare in St. Louis. 
The BJC system has nearly 
31,000 employees and 15 
hospitals.    

Seona Goerndt is the direc-
tor of patient experience for 
The MetroHealth System in 
Cleveland. MetroHealth em-
ploys nearly 8,000 people. In 
2020, MetroHealth cared for 
1.4 million patients at its 29 
locations.  

Dr. Brent McQuaid, a 
pulmonary/critical care 
physician with Cone Health 
Medical Group, served as 
chief medical officer at the 
Green Valley Campus in 
Greensboro, North Carolina, 
during the height of the 
pandemic. Cone Health, 
which serves an area of 
roughly 1 million people, has 
more than 100 locations and 
13,000 employees.  

Over time, as we 
all became more 
comfortable and 
we had better in-
formation, we were 
able to start being 
more flexible in 
how we offered 
those services and 
taking the patient’s 
preferences into 
consideration.
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Carron: Once a day, the nurse during the 
bedside shift report would ask the patient, 
“Who do you want to connect with the next 
day? Let’s get them scheduled.” They could 
connect with one visitor or multiple visitors. 

One story that ran here locally was about 
a local fireman who had COVID. He was in-
tubated and not doing well, so his children’s 
mom asked for her kids to be on a video call. 
Soon after, he was making a remarkable re-
covery. We have multiple stories of amazing 
transformation in patient outcomes when 
you involve a loved one. For us, that made it 
even more important for that virtual con-
nection to be there.

We have one of the largest tele-ICUs in 
the state, and we have learned many les-
sons through our virtual visitor program. 
We partnered with IT, deployed over 300 
iPads and created safe connections so that 
we could use our tele-ICU system for loved 
ones to communicate with patients safely. 
We even took it a step further and cre-
ated a call center for loved ones who were 
experiencing technical issues getting logged 
into the visit. This took the stress off the 
loved one and the clinical team, who are not 
technical experts. 

We made it more accessible by expand-
ing virtual visiting hours so that we could 
get more loved ones in. One patient had 
her entire congregation on a virtual prayer 
session while in our care. There’s no way 
this would have been possible without the 
virtual visitor program. It’s so important to 
build connections not just with the patient, 
but also with their loved ones, because 
they’re a large part of our care team. They’re 
the ones who are going to care for the 
patient outside of the hospital. They’re the 
ones that help the patient feel safe. They’re 
an advocate at the bedside.   

Manage the message
Early in the pandemic, fear and uncertainty 
were exacerbated by a lack of knowledge 
about the virus. Health care leaders 
prioritized information sharing in the 

community and among their staff, through 
every channel possible, in order to slow the 
spread of the virus and misinformation. 

Goerndt: One of the first things we did was 
set up a free COVID hotline for anyone who 
had questions or concerns, whether they 
were potentially experiencing a symptom, 
or what next steps they needed to take to 
support their health and wellness.

We also maximized the use of our social 
media. Updates to our website, to our tele-
phone recordings, communicating to our 
patients through their health care portal, all 
of this infrastructure was updated to reflect 
how patients and the community could get 
help. And we also had a lot of conversations 
with our local media. 

However, some of our patients are in a 
digital desert. They don’t have access to 
much technology, so we had to consider 
different ways to get out information. So, 
another strategy we had was to work with 
faith community leadership so they could 
disseminate important information about 
the pandemic in their community.

McQuaid: Cone Health dedicated a lot of 
effort to communicating the three W’s: Wear 
a mask, wait apart, wash your hands. To our 
staff, from the get-go, we were very clear that 
in order to get through this, we have to be 
careful, and we have to follow the same three 
W’s here. As leaders, you had to live it. You 
had to remember to show up and socially 
distance and wear your mask and wash your 
hands. So, while we communicated it to the 
community, communicating it to our 13,000 
employees was a big deal too.

Carron: Early on in the pandemic, the 
major health systems came together to 
form the St. Louis Metropolitan Pandemic 
Task Force. The region’s health systems, 
governmental and public health leaders 
joined together to ensure collaboration for 
the best possible patient care and coordina-
tion of supplies, hospital beds and other 
critical assets. Any major decisions were 

Health care 
leaders 
prioritized 
information 
sharing in the 
community 
and among 
their staff, 
through every 
channel 
possible, in 
order to slow 
the spread 
of the virus 
and mis-
information. 
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made together, including marketing and 
communications, because we didn’t want 
our community to get confused or feel like 
they had to discern between conflicting 
pieces of information. 

The task force played a significant role 
in keeping everybody well-informed at 
home, masked up and following guidelines 
that keep everybody safe. Very quickly, BJC 
started our marketing campaign: “keeping 
you safe.” We wanted the community to 
know that we were making tough decisions 
to double down on our fight against COVID. 
Everything that we communicated, we said 
we were doing to keep people in the com-
munity safe. 

Goerndt: We also started doing virtual 
health talks — short, virtual conversations 
that are available to the community on 
social media, on topics that are relevant to 
patients and the community at the time. 
We built all of these programs based on the 
feedback from our patients and the com-
munity of what their concerns were and 
how we could respond to them. And these 
are continuing even now with more up-to-
date content.

Having these virtual platforms was 
really important. We couldn’t have live ses-
sions. We couldn’t have community town 
halls, which is what we relied on in our 
community prior to the pandemic. So, we 
really had to rely on these other mecha-
nisms by which to communicate services 
that we had available that could help them. 
And we wouldn’t have been able to get 
those messages out without the partner-
ship with our marketing team.

Update your structures
The COVID-19 pandemic exploded 
rapidly and unpredictably. Health care 
organizations had to embrace equally 
rapid change. As a result, lessons were 
learned and changes made that are likely 
to continue moving forward. That includes 
the increased adoption of telehealth and a 

new approach to marketing. 

McQuaid: From a health system stand-
point, our day-to-day organizational 
structure for patient placement dramati-
cally improved during COVID. We had 
meetings every day, where key players from 
every hospital in our health system would 
get on a call and we could make important 
decisions to guide where patients would go. 
We realized that time was valuable and that 
we could use it to make our health system 
more efficient. So, we started using that 
daily call in a way that has changed how we 
place patients, so we’re using our resources 
most efficiently.

Goerndt: We mobilized staff differently 
during COVID. As the needs of our patients 
and the organization changed, we were 
able to flex our care delivery model quickly, 
whereas probably before the pandemic, we 
wouldn’t have thought we could move that 
quickly. And so that is something that we 
learned from and can continue as things 
change, as the needs of our patients and our 
communities change.

Put trust first
Whether during a pandemic or a routine 
checkup, trust and transparency are 
paramount for health care providers. 

Goerndt: I also think about how we support 
staff during the most difficult time. We put 
a lot of infrastructure in place to support 
our caregivers. That will continue going for-
ward because the hard work they do every 
day is still hard work they do every day to 
care for our patients in the community. So 
COVID presented a great opportunity for 
us to build off of and carry forward into the 
future.

Carron: So much of health care is rooted in 
trust — trust of the initial call or the initial 
visit, but then also in follow-up care and our 
recommendations to help keep the patients 

safe. Health care, in my opinion, isn’t a one-
and-done. It’s a relationship built on trust. 
With COVID, there are a lot of people that 
continued to have symptoms and afteref-
fects for quite some time. And we needed 
them to continue to commit to receiving 
care. And we could only do that through that 
connection, being present, being mindful 
and truly listening to what the patient is 
communicating so that we could respond in 
a way that makes them feel heard, safe and 
builds trust.

A primary goal of health care is getting in 
at the early onset of any sort of symptoms. 
But because a large portion of our com-
munity doesn’t trust health care or doesn’t 
see the need for it, they put off treatment, 
and then before we know it, they’re in our 
emergency department. 

From my perspective, that’s really where 
marketing comes in. Marketing’s role is to 
help our community understand that we’re 
here, even when they don’t think they need 
us. And it’s not just hospital care, clinic care. 
It’s health and well-being. Health planning. 
It’s preventative care. It’s food and nutrition. 
It’s resiliency. It’s all those things combined 
that contribute to health outcomes.

 
McQuaid: Health systems make their 
money on knee replacements and electives. 
And so, if you’re in this situation where your 
hospitalizations for COVID are skyrock-
eting and you’ve got to make a strategic 
decision, are you going to limit your elec-
tive procedures and cut off your financial 
inflow? That can be an area where it’s kind 
of tough to make that call.

And where I really respected our system 
was that the messaging they sent was 
intended to take the best care of the com-
munity. Those delivering the messaging 
were really listening to the clinicians, even 
if the message came at the expense of not as 
many procedures and not as much revenue. 
And you didn’t always hear that from every 
health system. Cone Health was willing to 
act on the clinical need and not necessarily 
the bottom-line need. I’m proud of that.  n 

So much of health care is rooted in trust 
— trust of the initial call or the initial 
visit, but then also in follow-up care and 
our recommendations to help keep the 
patients safe.   
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n 1970 economist Milton Friedman 
published his seminal essay on the purpose 
of a corporation, codifying the idea that U.S. 
companies had no obligation to do anything 
other than make money for shareholders. 

It took almost 50 years for things to 
change. In 2019, the leaders of the Busi-
ness Roundtable asserted that a company 
should strive to consider the needs of 
other stakeholders, including customers, 
employees, vendors and community. “Each 

of our stakeholders is essential,” the release read. 
“We commit to deliver value to all of them, for the 
future successes of our companies, our communi-
ties and our country.” It was no small statement for 
Business Roundtable, an organization made up of the 
CEOs of some of the biggest companies in America. 
For decades, the widely influential organization has 
espoused an unabashed shareholders-first mantra. 

Some observers framed this new stance as a split 
from the “Friedman doctrine,” but I don’t see it that 
way. In Friedman’s view, companies may very well 
find that improving society is also an effective way to 
enhance shareholder value. And today, that’s exactly 
where capitalism finds itself. 
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What’s good for stakeholders is also good 
for shareholders.
 There is no shortage of issues facing us today, but two 
loom larger than all others: climate change and a lack 
of diversity in corporate leadership. 

Let’s start with climate change. In 2020, there 
were 22 different climate catastrophes (wildfires, 
hurricanes, etc.) in the United States that cost a bil-
lion dollars or more — an all-time high. (The previous 
record was 16, set in 2017 and 2011.) As average global 
temperatures have steadily increased, the Intergov-
ernmental Panel on Climate Change now estimates 
with 95% confidence that the warming of the planet is 
due to human-made carbon emissions.

Next: the lack of diverse representation in leader-
ship. If you want to see what this issue looks like in 
corporate America, just look at the names and faces 
of the Business Roundtable CEOs: mostly male, 
mostly white. Data from Mercer, an HR consultancy, 
shows that while 64% of support staff and operations 
workers are white, that number goes up to 85% at the 
executive level.

These issues are no longer background noise for 
companies. These are critical conversations that are 
taking place at the dinner table, on social media and 
in mainstream news outlets. As a result, company 
leaders must decide whether their organizations are 
helping to solve these problems, or not.

The leaders who decide to align their organiza-
tions with a higher purpose will not only find them-
selves on the right side of history, but they’ll also be 
more likely to gain an edge over the competition. 

Let’s look at why.
 
Diverse hiring widens your talent pool
It’s pretty obvious: Expanding your consideration 

set increases the odds that you’ll find the best people. 

Too many companies dip into the same universities, 
which have their own well-established channels of 
recruitment and selection. Going to the same well 
over and over not only limits the quality of talent, but 
also ensures that everyone who joins your organiza-
tion will have relatively homogenous life experiences 
that shape their perspectives.

Diversity in hiring and leadership is good for 
society because it promotes equal opportunity and 
upward mobility for people of all backgrounds and so-
cioeconomic statuses. It’s good for business because 
it means you’ve got the best people available working 
for your company.

 
Environmental sustainability can reduce costs 
Businesses and environmentalists agree on one 

thing: The less waste, the better. 
Materials cost money, so the companies that can 

use them most efficiently will benefit from a healthier 
bottom line. This is why Nestle makes its plastic 
water bottles as thin as possible, Lagunitas cleans its 
own wastewater and generates electricity in the pro-
cess, and hotels often encourage guests to consider 
the environmental impact of washing their sheets 
and towels each day. 

Even having trash collected costs money. Soldier 
Field, home of the Chicago Bears, was able to reduce 
its volume of garbage along with its materials costs 
when it replaced paper towels with hand dryers in its 
restrooms. Per the Los Angeles Times, the stadium 
has also reduced carbon emissions by 76% per use. 

 
People want to patronize purpose-oriented 

companies
People are paying attention to what companies 

stand for more than ever. When the murder of George 
Floyd sparked protests around the country, some 
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Content 
Strategy

Build a plan that 
turns business 
objectives into 

a strategic  
content roadmap.

Content 
Creation
Change minds  

and inspire action 
with great content 
that resonates with 

your audience.

Content 
Distribution

Connect with 
audiences when it 
matters most with 

sophisticated channel 
activation tactics.

Content 
Performance

Make confident 
decisions with 

actionable insights into 
visibility, engagement 

and authority.

Content 
that 
matters.

For brands, for audiences, for growth. 
We develop strategic content that supports brands’ business objectives through  
audience-first competitive intelligence, activation planning and performance analysis.

Contact Erin Slater at eslater@imaginepub.com to learn more about our capabilities.

of the largest companies in the world pledged to do 
something about it. Press releases were drafted, 
social media advertising was suspended and Jamie 
Dimon took a knee at a Chase branch. 

 Everyone wanted to see their favorite brands 
as part of the solution. Tens of billions of dollars of 
corporate money were committed to help, and in 
late August 2021, The Washington Post reported on 
where that money went. It turns out that of the $49.5 
billion pledged, “just a tiny fraction — about $70 mil-
lion — went to organizations focused specifically on 
criminal justice reform, the cause that sent millions 
into the streets protesting Floyd’s murder by a Min-
neapolis police officer.” 

 Everyone’s algorithm is different, but my LinkedIn 
feed was filled with posts by professionals who were 
outraged by the news. Clearly, people want brands to 
do more than say they’re going to take action — they 
want to make sure there’s follow-through. 

 I once worked with a bank that was intent on find-
ing a purpose to attach itself to, in order to align its 
marketing to a purpose-driven mission. There must 
have been thousands of hours spent both internally 
and across its agency partners working on this. It all 
culminated in an all-hands retreat to headquarters to 
finally decide what the bank’s purpose would be. The 
committee eventually landed on an issue that it was 
already half-heartedly championing. Going forward, 
they decided, they were going to try harder. 

But purpose isn’t a coat of paint you can apply to 

Innovation through inclusion
in financial services
The financial services industry — often seen as traditional 
to a fault — has been particularly criticized for its lack of 
diversity. Now, these emerging fintechs are putting diver-
sity at the epicenter of their business models and chal-
lenging the status quo.

 
Daylight (joindaylight.com)
53% of LGBTQ+ people find it difficult to keep regular savings, according to the 
Daylight website. With an inviting illustration style that reflects the diversity within the 
LGBTQ+ community, Daylight offers a “safe space for you and your money.”

 
Majority (majority.com)
Providing “all-in-one mobile banking for migrants,” Majority charges members $5 a 
month to access a suite of services that make cross-border living more seamless. 
 

Greenwood (bankgreenwood.com)
Describing itself as “modern banking for the culture,” Greenwood seeks to help 
Black and Latinx communities retain and grow more of the wealth that they and 
their ancestors helped create.
 

Ellevest (ellevest.com)
Built “by women, for women,” Ellevest provides its members with niche banking 
benefits like the resources, tools and features that women need to confidently grow 
their wealth and achieve their financial goals.
 
From fintech startups to investment behemoths like Blackrock, global and societal 
problems don’t live outside the arena of enterprise. They are inextricably linked, and 
whether that’s an inconvenience to be ignored or an opportunity to be pursued will 
be up to the business leaders of today and the entrepreneurs of tomorrow.
 
Ultimately, the value that businesses generate can benefit society, employees and 
shareholders at the same time. Now that’s something Friedman would agree with. 

64% 
of consumers 
worldwide will 
decide whether to 
buy from or boycott 
a brand based on 
where that brand 
stands on an issue.
Source: 2018 Edelman Earned Brand study
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your brand. It must be at the heart of your business, 
and its presence should be felt through every aspect 
of the organization. If it isn’t, people will be able to 
tell, and you won’t get any of the business benefits 
of being a purposeful organization. More impor-
tantly, the actual purpose — whether it’s encouraging 
entrepreneurship in low-income neighborhoods or 
supporting indigenous communities — won’t be ef-
fectively served.

To be a truly purpose-driven company, you need 
an unwavering commitment from the top and buy-in 
across the entire organization. Marketing can help 
spark the conversation with the public, but that 
purpose has to be reflected across leadership, HR, op-
erations and even through the supply chain. So before 
you start devising a purpose campaign, make sure that 
purpose is already internalized at the company’s core.

 
Fink outside the box
Many of the themes I’ve outlined are generally 
accepted at this point. Many, if not most, business 
leaders agree that purpose-driven business is the 
way of the future. Harder, however, is putting that 
doctrine into action. Take a page from Larry Fink, 
chairman and CEO of asset management giant 
BlackRock and one of the members of the Business 
Roundtable. 

For roughly a decade, Fink has written a letter to 
the CEOs of the companies that BlackRock invests in. 
This year, he noted that, “the more your company can 
show its purpose in delivering value to its customers, 
its employees, and its communities, the better able 
you will be to compete and deliver long-term, durable 
profits for shareholders. “Show” is the operative word. 
Fink understands that it’s easy for a lot of CEOs to is-
sue statements supporting any number of causes, but 
no one will care if there isn’t clear action with demon-
strable results. That’s why BlackRock and Temasek, 
a Singapore-based investment firm, recently teamed 
up to form a partnership called Decarbonization Part-
ners that is poised to launch a series of investment 
funds that will be focused on getting the economy to 
net-zero carbon emissions by 2050.

This is the era of values-based capitalism, and 
Fink gets it: “Companies ignore stakeholders at their 
peril — companies that do not earn this trust will find 
it harder and harder to attract customers and talent, 
especially as young people increasingly expect com-
panies to reflect their values.”

When people see an organization take care of its 
employees, communities and the environment, they 
do more than think highly of it. They try to work with 
it. They buy things from it. They recommend it to 
their friends.  n 
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HIT OR MISS
Mixed messages, failed experiments and 

audience-first flashes of genius

By Gilly Velgach

MISS 
NOT-SO-MERRY 
INVESTORS 
Remember when  
Redditors undermined 
Wall Street investors 
and sent GameStop and 
AMC stocks soaring? It 
was a moment for righteous schadenfreude, as 
the pros looked like rubes while regular Joes were 
left smirking. The fun skidded to a stop for some 
when Robinhood froze trading for those stocks, 
leaving its users on the sidelines, shocked and 
frustrated.

Following that fiasco, the stock-trading app aired 
a Super Bowl ad announcing to the world: “We 
are all investors.” That left some viewers with tilted 
heads, wondering what they just saw. Everyone is 
an investor? Guess that’s only true so long as no 
one wants to cash in. 

OK, we know Robinhood froze trading because its 
clearinghouses were overwhelmed. But there is 
such a thing as bad timing. As the company pre-
pared to go public, it announced it would reserve 
up to a third of its IPO shares for its platform’s retail 
investors — an unprecedented move. Will that be 
enough to rebuild the goodwill it lost? Only time will 
tell. Meanwhile, we anxiously await they day the 
company turns YouTube commenting back on.

MISS
BLINK AND YOU MISSED IT 
Ah, Quibi. The platform no one asked for, no one believed in 
and no one used. The flop equivalent to La La Land almost 
stealing Moonlight’s Oscar. The anti-Vine (R.I.P.). The little en-
gine that couldn’t.

If you blinked and missed this, Quibi (short for “quick bites”) 
launched as a new streaming platform that would feature 
original short-form shows (approximately 10-minute episodes) 
designed for watching on a mobile device. It was supposed to 
be the future of AV storytelling. But six months after launching, 
the exorbitantly expensive project shut down.

Turns out people don’t mind switching on a TV or sitting 
through hourlong stories. Maybe Gen Z’s attention span is 
longer than Quibi bargained for.

One thing is certain: A lot of smart people got this one wrong. 
More than $1 billion was invested by companies ranging from 
the BBC to Goldman Sachs. We know more content is being 
consumed via mobile — Quibi definitely wasn’t wrong there. So 
why the tremendous fail? Content isn’t always a buzzword that 
needs to be optimized. It’s a truly social medium that should be 
filled by something people actually want to experience — which 
usually means watching something together. 

Also, let’s face it. No one’s going to develop a Game of 
Thrones-level, water-cooler-worthy obsession via the same 
handheld device that wakes them up in the morning. 
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hit or miss

MISS
TROUBLE AT THE END OF  
THE RAINBOW 
When hundreds of companies changed their 
social profiles to rainbows and posted cartoon 
same-sex couples for Pride Month, CVS Health 
went one step further and patted itself on the 
back for signing the Human Rights Campaign’s 
Anti-LGBTQ State Legislation pledge. All hail 
corporate wokeness!

But what’s this? Reports emerged revealing the 
pharmacy giant had donated hundreds of thou-
sands of dollars to anti-LGBTQ+ lawmakers. 

Don’t think no one noticed: CVS Health’s rainbow-
washed accounts were bombarded with people 
condemning the company for exploiting an 
already vulnerable population.

MISS
KITCHEN NIGHTMARES 

Amid the racial turmoil of 2020, content producers were looking 
for opportunities to take a deep dive into corporate racism. The 
senior producers at Gimlet Media’s flagship podcast and dar-
ling of tech-light nerds, Reply All, pitched in by kicking off “The 
Test Kitchen,” a four-part series about systemic racism at food 
magazine Bon Appetit.

The one missing piece? Self-awareness. Like the fact that the 
same reporters exposing Bon Appetit were reportedly critical of 
a unionization movement that would’ve promoted greater racial 
equity at Gimlet. And when a former Gimlet host and union 
organizing committee member blasted the Reply All team for its 
astonishing hypocrisy in a floor-length Twitter thread, the entire 
operation unraveled.

The senior producers left the show. The series — both the Bon 
Appetit series and the flagship show — stopped in their tracks. 
All this came on the heels of Black reporter Emmanuel Dzotsi’s 
sudden addition as host to the show — a move the show ini-
tially denied was a publicity stunt until Dzotsi’s on-air reflection 
that something had seemed amiss. (Reply All started airing new 
episodes in June, with Dzotsi still in the co-host seat.) 

If there was any silver lining, it’s that Reply All showed genuine 
contrition, but the whole thing just goes to show … maybe 
don’t be the pot that’s calling the kettle racist. M
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hit or miss hit or miss

HIT
COLORED HAIR, DON’T CARE 

It’s not enough for your brand to have a message. 
You need to show you understand the world you 
live in and can react to what’s happening in it. 
Small touches can make your brand come alive.

So when Heather Chelan’s 30-second song “Hav-
ing Colored Hair Doesn’t Make You Unprofes-
sional” went viral on TikTok in spring, Sally Beauty 
saw its chance to engage with something that 
was already on message.

The beauty supply company and Chelan put 
together a multichannel campaign just a couple 
of months later — while the performer was still 
overseas. They created a longer (earworm) ver-
sion of the TikTok song featuring other social 
influencers rocking vibrant locks. And then Sally 
worked its marketing magic with a paid campaign 
via YouTube, Spotify, TV ads and more.

Not only did the campaign bring the company’s 
message that hair color is for everyone to a mas-
sive stage, it also met its audience where it was 
already engaged.

Was it the club banger of the summer? Not quite. 
But it is aggressively catchy and thoughtfully 
distributed. *snaps* 

HIT
GOOOOOOOAAAAALLLL!  
After a year with no live sports, the 2020 Union 
of European Football Associations’ European 
Championship kicked off to the delight of millions 
of athletically starved fans. MILLIONS. The year 
apart made every goal more exciting, each miss 
more devastating — and all the while, no one 
knew when fans would be able to return to the 
stands.

So the organization did what any smart, aging 
industry should, and it brought tech onto the field. 

A 30-second spot called “Where Fans Play” 
showed the high and low moments of the sport, 
intercut with TikTok frames.

Leveraging TikTok — a platform that millions 
acquainted themselves with in lockdown — to 
make a grand entrance back onto the world stage 
demonstrated that even a 67-year-old organization 
can learn new tricks.

HIT
BUSTING MYTHS AND TAKING NAMES 

Social feeds and content hubs can get a little stale. So when 
a bright, airy, pink interactive crawls by, it’s just begging to be 
clicked.

That’s what Klarna created with its Mythbuster Challenge, 
where users scroll or tap through Where’s Waldo-style games 
and vistas to reveal seven truths about the Swedish-based 
fintech company.  

Another win is that the experience is mobile and desktop 
friendly. (Such an obvious move that many forget to make!)

Now it’s nothing mind-blowing, and the “fun facts” aren’t all that 
exciting. But in a sea of boring beige and soulless blogs, there’s 
nothing like some pretty clouds to gaze at.

HIT
A WINNING MANTRA  
Native advertising is an extremely hit-or-miss 
(heh) type of content marketing. You can’t overtly 
promote yourself. You have to give your audience 
free advice. You have to show up to the ball, blow 
everyone away and never reveal yourself to be just 
a brand. Sponsored content just doesn’t always 
deliver a strong ROI.

But one of the best campaigns we’ve seen in a 
while is Unwind Your Mind, a three-episode Netflix 
series from meditation app Headspace. There’s 
an option for relaxing, for sleep and for facilitat-
ing pure meditation. In some ways, it does the 
same thing the app does — guiding you through 
scientifically backed techniques to reach your Zen 
— but its novelty adds to its high performance.

It’s basically a podcast with poppy graphics, mak-
ing it a win-win for the full AV dynamic. And it joins 
the market of light, bingeable self-help shows like 
Tidying Up With Marie Kondo.

But its very existence breaks new ground, so no 
matter what its competitors do next, they’re just 
copying Headspace. The best part? It’s actually 
pleasant, soothing and a hell of a marketing pitch.
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Lights, Camera, Leads
Everyone’s been telling you about the importance of video for years. And yet, you still might not 
be taking advantage of its many opportunities. 
 
By Kate Hamilton

Video is still going strong — and for good reason. With livestreaming, 
ephemeral video, “shoppable” videos, AI-coded production, interac-
tive storytelling, more personalization, innovation in animation and 
searchable video, this versatile medium does what many content me-
diums simply can’t do. In 2020, global streaming grew 55% from 2019, 
and the global digital video content market reached a value of $172 
billion. And thanks to technological advancements and increased 
access to WiFi, more and more marketers can moonlight as video 
producers to bring engaging stories to their audiences. 

The stats show the staggering power of video. According to Social 
Media Week, viewers claim they retain 95% of a message when di-
gested via video. Avid video marketers have seen higher website traf-
fic, average time on page, user understanding and sales leads. And as 
Google continues to prioritize quality content and multimedia in rich 
snippets at the top of SERPs, video’s role in comprehensive marketing 
strategies will continue to grow.

On the other side of the marketing table, consumers increasingly 
hunger for engaging video content: long-form narratives from brands, 
30-second tips from industry experts, transparent communications 
with political leaders and digestible visual breakdowns of complex 
concepts. And with people watching an average of 18 hours of online 
video per week (up two hours per week compared with 12 months 
ago), that demand is tangible. Videoconferencing also has changed 
the way people are doing business; look at how Priority Bicycles uses 
it to give its customers a personalized sales experience. Needless to 
say, if you’re not already playing with video content, you’re not even in 
the game.

Consumer appetite is fueling brands of all shapes and sizes to 
amp up their video marketing production, but some remain reluctant 
to join the fray. Per Wyzowl, 17% of non-video marketers don’t use 

RESOURCES Searchable video.  
Search algorithm updates make 
searchable video more and 
more possible. Make sure you 
optimize video file names, titles 
and descriptions, add relevant 
tags and keywords, and include 
subtitles, closed captions and 
audio descriptions. 

Social video. 
Snackable social media videos 
continue to populate feeds with the 
dawning of TikTok and Instagram 
Reels. Popularity of short video 
content among brands, influencers 
and consumers is here to stay.

Ephemeral video. 
This temporary content made 
popular on Snapchat, Facebook 
and Instagram Stories gives 
consumers a quick fix of visual 
engagement. User-generated 
content is one source of this trend.

Personalized video. 
Coming a long way from the early 
days of JibJab’s customizable 
e-cards, personalized video aims 
to improve customer engagement 
by tailoring content to account for 
known dynamic information about 
the viewer.

Interactive video. 
This trend may seem new, but it’s 
actually been quietly coming onto the 
scene for years. More recently, brands 
including Ikea, Lego and Budweiser 
started experimenting with interactive 
shoppable ads. In late 2018, Netflix’s 
Bandersnatch (part of the anthology 
series Black Mirror) allowed audiences 
to choose their own ending. Video 
interactivity has a lot of room for 
shaping brand affinity.

Animation video. 
Fluid animation is a type of animation 
with persistent movement, while 
motion collage combines a mixture 
of animation and live video. Both are 
expected to extend the possibilities 
for animated content.

Vertical video. 
Driven by mobile usage, vertical 
videos see a 90% higher completion 
rate over horizontal videos.TR

EN
DS

video because they don’t know where to start, and 5% are unable to 
convince key decision-makers to use the channel.

There’s always more you can do with this medium. A good start is 
to make sure you’re following this checklist.

1. Start with your existing library of content. Searching for new 
ideas all the time can be exhausting, so look to your most successful 
content for something ripe for video storytelling. Take an existing white 
paper and create an overview video or showcase a trends piece with a 
quick social cut.

2. Optimize, optimize, optimize. Long over are the days of upload-
ing a video to YouTube and waiting for throngs of viewers to flock to 
your channel. Optimizing multimedia is the difference between execut-
ing a strong strategic plan and playing a game of Russian roulette with 
Google. Incorporating video performance goals on platform optimiza-
tion and meta-tagging on your website ensure your video marketing is 
set up for success.

3. Distribute content across all channels. Upload to YouTube, 
share on LinkedIn, embed on your website. The beauty of video’s 
malleable format is that it presents multiple opportunities for native 
awareness, engagement and conversion.

4. Stretch your video capital. Creating various video cuts — with 
varying lengths — takes advantage of organic and paid opportunities 
that shouldn’t be ignored. Not all video is created equal, so it’s important 
to fit each cut to its intended channel. One long-form video combined 
with multiple promotional social cuts, a pre-roll ad and audience-spe-
cific variations allows you to get the most life out of the single story.

Marketing Tool  | VidIQ

This 
comprehensive 
research tool 
helps marketers 
identify popular 
keywords, boost 
organic reach 
and track real-
time stats. It 
also helps generate an ideal video 
thumbnail. A basic plan is free, 
with three other plans at different 
monthly price points starting at 
$7.50 a month.

Marketing Tool  | Animoto

Create 
professional 
videos with this 
online editor. 
Choose from 
built-in storyboard 
templates, create 
slideshows, and 
customize with 
text fonts, colors, 
stock photos and 
music options on 
the platform.
Sources: Envato, BusinessWire, Wordstream, 
imarc, Social Media Week, Wyzowl, OSI Today, 
Podbean, Midroll, MediaBrix 

ads and audio articles — are just 
beginning to grow in popularity. In 
fact, according to Nielsen, more than 
60% of surveyed respondents say 
they were more likely to purchase 
an advertised product in a podcast. 
Don’t forget about tried-and-true 
audiobooks, which remain popular 
and are opportunities to repurpose 
white paper content.

Lastly, digital audio innovations 
are expanding what’s possible in the 
first place. AI chatbots like Amazon’s 

Polly create a unique AI-generated 
voice for a brand. The application of 
UX and UI principles to sound design 
helped create safety and security for 
point-of-sale transactions for Mas-
tercard, Visa and American Express. 
And 360 immersive audio opens doors 
for brands and influencers to reach 
and engage audiences in completely 
new ways. Check out Billie Eilish’s 
“ilomilo” single (with headphones!) to 
experience this fully.

Original Research | Global 2022 
Forecast Highlights
Cisco

Interested in 
internet trends? 
Check out this 
report. It projects that by 2022 there 
will be more than a million minutes of 
video streamed or downloaded every 
second and that 82% of all consumer 
web traffic will be from video.

Online Course | The Ultimate Video 
Marketing Starter Pack
HubSpot

This free learn-as-
you-go course is 
a compilation of 
videos, resources 
and tips on how 
to create a sound 
video strategy 
from day one.

Video | How Top Creative Minds 
Are Rethinking Storytelling
By Think With Google

Hear how industry 
leaders from 
Ogilvy Frankfurt, 
The Hershey 
Company, Publicis 
Brasil, Coca-Cola 
Korea and more are changing the 
way they approach online video 
and meeting audiences where their 
storytelling demands live.

long shot. Podcast formats still have 
the potential for more variety, as 
long-form narratives, documentary-
style reporting and live podcasting 
open the opportunities for IRL dia-
logue. And with the ease of listen-
ing audio offers, the ability to reach 
larger, mobile audiences rivals that of 
video, which requires fully engaged 
and committed viewers.

Other formats — such as snack-
able social audiograms, embedded 
interview soundbites, digital audio 

If you’ve been following marketing 
trends, it’s no surprise to you that 
podcasts continue to play a huge role 
in content marketing strategies. As 
of August 2021, there were more than 
2.3 million podcasts. The intimate 
format is relatively easy to produce 
and distribute, and consumers give 
their undivided attention willingly 
to brands; 80% of listeners listen to 
most, if not all, of an episode.

But audio marketing hasn’t 
reached its full potential — not by a 

Listen Up!  
Don’t Skip Over 
Audio Marketing
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 more online

https://vidiq.com/
https://animoto.com/
https://www.cisco.com/c/dam/m/en_us/solutions/service-provider/vni-forecast-highlights/pdf/Global_2022_Forecast_Highlights.pdf?hubs_signup-url=www.hubspot.com%2Fresources%2Fvideo-marketing&hubs_signup-cta=directories__link&_ga=2.237488192.1942076236.1625077608-71378093.1614380473
https://www.cisco.com/c/dam/m/en_us/solutions/service-provider/vni-forecast-highlights/pdf/Global_2022_Forecast_Highlights.pdf?hubs_signup-url=www.hubspot.com%2Fresources%2Fvideo-marketing&hubs_signup-cta=directories__link&_ga=2.237488192.1942076236.1625077608-71378093.1614380473
https://offers.hubspot.com/beginners-guide-to-video-marketing
https://offers.hubspot.com/beginners-guide-to-video-marketing
https://www.thinkwithgoogle.com/future-of-marketing/creativity/rethink-online-video-storytelling/
https://www.thinkwithgoogle.com/future-of-marketing/creativity/rethink-online-video-storytelling/
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Frameworks, 
Revolutions 
and Acorns
A surprising amount of good work emerged 
from marketers holed up at home during the 
pandemic.   —By Rebecca Rolfes

The Context Marketing Revolution: 
How to Motivate Buyers in the Age 
of Infinite Media 
by Mathew Sweezey. Harvard Business Review 
Press, 2020 

Mark your calendar: June 24, 2009, was the 
day you lost control of content. On that day, the 
“everybody” predicted by Clay Shirky in Here 
Comes Everybody arrived — when individuals 
became the world’s largest producers of media. 
Everything changed, and marketers adopted 
and adapted to concepts like “permission” and 
“experience” — without stopping to consider 
why they work. Mathew Sweezey’s market-sell-
build-market model may be the answer to these 
marketers’ success.

Take Tesla: Elon Musk has seven times the Twitter 
audience of his closest competitor, spends 1/150th 
as much on advertising, and sells three times more 
cars, Sweezey points out. By engaging customers 
in numerous experiences before ever building its 
Model 3, Tesla was able to pay for the cost of 
production through its pre-orders.

The only flaw to be found in Sweezey’s case is that 
all of his examples are B2C companies. There’s no 
arguing that marketing needs to be more holistic, 
but how does that work in a B2B environment? I 
need a sequel.

The Content Fuel 
Framework: How to 
Generate Unlimited Story 
Ideas  
by Melanie Deziel. StoryFuel Press, 2020

To make a living as a content 
creator, you need to be able to 
spin an endless stream of ideas. 
But even those of us who’ve done 
this for years occasionally stare at 
a blank screen, fresh out of ideas. 
We’re on deadline, and the muse 
has called in sick. Enter Melanie 
Deziel, with a genuinely useful, self-
published toolkit for brainstorming 
with others or with yourself on those 
blank-screen days. Ten of the most 
common focal points for content 
— including people, product and 
process — and 10 most common 
formats — including text, images, 
quiz and timeline — create a grid of 
100 ideas that can be multiplied in 
myriad ways. Each of the ideas can 
be used as a “trunk,” Deziel writes, 
“from which multiple ‘branches’ 
sprout.” The muse can stay home 
once you have this in hand.

Animalz
Try to find a decent marketing 
podcast that isn’t aimed at 
beginners or the self-employed, 
and you can be looking a long time. 
Marketing School (with Neil Patel & 
Eric Siu) or Online Marketing Made 
Easy are basic and useful for those 
just getting started — but not for 
the experienced marketer. And 
HBR IdeaCast offers great C-level 
business intelligence, but not much 
specific marketing info.

Animalz aims for that just-right 
Goldilocks spot. It’s updated 
regularly with specialized content 
marketing topics. And rather than 
having one person pontificate, it’s 
usually a conversation between two 
smart people. Even for this non-
podcast fan, it works — but some of 
these are a long listen, so the time-
stamped text guides to important 
points help.

Grow, Acorns
Micro- and robo-investing firm Acorns publishes a content hub 
that’s a straight-up financial publication — saving for retirement, 
credit card debt, inflation. But in yet another case of ignoring 
the Gen Xers, the bulk of the content consists of articles aimed 
at opposite ends of the consumer life cycle. On one hand, 
images of young people grinning through their fabulous gig jobs 
and first apartments seem to be targeting Gen Z and younger 
millennials. On the other, it talks to those approaching retirement 
in more sober, mature tones and imagery. One wonders whether 
our acorns grow unattended in between those two life stages. 
One also wonders whether banner advertising, of which there’s 
a lot, works on a content hub.

Create a Winning Content Strategy for 
Healthcare Companies, MarketMuse
Even an insightful webinar will be undermined by lazy 
production. The content itself is pretty good, but the moderator 
— who is reading rather than speaking to the camera — and the 
obviously unproofread subtitles undercut the overall credibility. 
For a discussion that spends so much time on establishing trust 
with an audience, these unfortunate errors betray a lack of either 
time or attention to detail.

Fiverr Guides, Fiverr
B2B companies still struggle 
with the differences between 
a website and a content hub. 
Too many content hubs are 
websites in disguise — who we 
are, what we do, leadership, 
yada, yada, yada — while 
others have so little connection 
to the brand that you can’t tell 
who they are. Fiverr, the online 
matchmaker for freelance 
talent, publishes a good old-
fashioned set of how-to guides 
on its content hub. Thorough 
marketing and branding guides 
with clear names like “What 
Is Dropshipping” come with 
clickable tables of contents 
and punchy yet comprehensive 
information. Well designed and 
extremely user friendly.
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THE LEDE
1 Liza Miller, Younger 
2 Timothy Calkins, clinical 

professor of marketing, 
Northwestern 
University’s Kellogg 
School of Management 

3 Reddit 
4 Cristiano Ronaldo 
5 LinkedIn
6 Katie Tweedy, 

supervisor of content 
marketing, Collective 
Measures 

7 Irina Weber, content 
marketing specialist, SE 
Ranking 

who’s inside
SOCIAL SEEN
8 Marc Binkley, VP, 

digital & marketing 
strategy, Anstice 
Communications 

9 Alex Kim, solutions 
consultant, Visual IQ

10 Steve Kerr, head of 
marketing, Chicago 
Analytics 

11 Russell McAthy, 
CEO and co-founder, 
Ringside Data 

12 Chris Walker, CEO, 
Refine Labs

13 Avinash Kaushik, digital 
marketing evangelist, 
Google 

14 Oren Kaniel, CEO and 
co-founder, AppsFlyer 

YOUR CONTENT IS  
YOUR VOICE
15 Leela Srinivasan, CMO, 

Momentive
16 Momentive
17 Gartner
18 Raja Rajamannar, CMO, 

Mastercard
19 John Hagel III, retired 

consultant, Deloitte 

MARKETING LESSONS 
FROM THE FRONT LINE 
20 Jennifer Carron, patient 

experience officer, BJC 

HealthCare
21 BJC HealthCare
22 Seona Goerndt, director 

of patient experience, 
The MetroHealth System 

23 The MetroHealth System
24 Dr. Brent McQuaid, 

pulmonary/critical care 
physician, Cone Health 
Medical Group

25 Cone Health Medical 
Group 

PURPOSE IS POWER 
26 Milton Friedman
27 Business Roundtable
28 Edelman 

29 Chicago Bears 
30 Daylight 
31 Majority 
32 Greenwood 
33 Ellevest 
34 Larry Fink
35 BlackRock

HIT OR MISS
36 Robinhood
37 Quibi
38 CVS Health
39 Reply All, Gimlet Media
40 Bon Appetit 
41 Emmanuel Dzotsi 
42 Heather Chelan, TikTok 

star

43 Sally Beauty
44 Klarna
45 Union of European 

Football Associations
46 Unwind Your Mind, 

Headspace

THE LIST   
47 Priority Bicycles 
48 Billie Eilish
49 Cisco
50 HubSpot
51 Think With Google
52 VidIQ
53 Animoto
54 Bandersnatch 

GET SMART 
55 Mathew Sweezey, 

author, The Context 
Marketing Revolution: 
How to Motivate Buyers 
in the Age of Infinite 
Media 

56 Melanie Deziel, author, 
The Content Fuel 
Framework: How to 
Generate Unlimited 
Story Ideas

57 Fiverr
58 Acorns
59 MarketMuse
60 Animalz 

Want to hear  
from us  

more often?  
Sign up for the Imagination 

Newsletter to receive content 
marketing insights every month. 
In addition to thought-provoking 

interviews with content 
marketing leaders, you’ll also get 
proven success stories, tips and 

tricks from our subject matter 
experts, and commentary on 

whatever we think matters most 
in the field of content.   

https://imaginepub.com/
newsletter/ 

Find More Content 
Marketing Insights at 
imaginepub.com 
 
Meet our team of Imagineers, check out 
some of our latest work, and read more of our 
thoughts on today’s content marketing trends. 
Here are some recent highlights: 
 
ARTICLE  HOW TO DO EMAIL MARKETING 
LIKE A PRO 
4 ways you can harness the benefits of email 
marketing to go above and beyond.
 
CASE STUDY  BUILDING RELATIONSHIPS 
WITH SMALL TO MIDSIZE BUSINESSES  
Through an omnichannel approach anchored by 
Worklife magazine, Staples saw a 64% increase 
in web traffic and better engagement with its 
email efforts. Here’s how. 
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