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The Context of Content:
A web content timeline
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WCM Today: Truly digital marketing



. Marketing is
- more complex and
00%  more demanding
= than ever.

Monologue to dialogue

Always offline to always
online

Fragmented channels

Demanding audiences



We are In an era
of transformation



Digital marketing
requires a transformational shift

‘ The pace and scope of change
Increases everyday. But most
marketers aren’t equipped to react —
much less anticipate future changes.
For this, they need a renewed
iInvestment in technology. , ,

Forrester Research
Marketing Summit 2010



It also requires new skill sets
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What are business trying to do

_ online?
“Our investments in
digital media, “We can’t rapidly deliver
advertising and online experiences that meet
USSR N ___ our customers’ evolving
d. expectations.”

Sz,

> O
x
$,>§/77

“It's hard to get
meaningful and timely
marketing insights we

can act on.”



A New Approach:
Connecting media and technology
to make marketing more powerful.




Driving online engagement
with SharePoint

Adaptive Marketing Integrated
Experiences Empowerment  Platform




e
Consolidating 10

brands, saving
over $2M,
growing
customer loyalty




Volvo
Reaching

/0 markets and
36 languages
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One platform for
Internet, intranet,

and extranet







