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Content Marketing & CMS

Hamburch, 20.11.2017

From Buzzword-Bingo 
to real Impact
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Definition



4

Typicly German
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Typicly German



6



Appreciation
for

Attention
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Already Acting Like Publishers
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What about your users
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Different Moments of Truth
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format-length

Micro-Moments:
Instagram-Posts,

Tweets, Snaps

Shares & Engagement

Longform: 
Videos > 10 Minutes,
Texts > 2.000 words

User-Time & Shares

Usage-Formats:
News, Tipps, How-To



So be aware of your user‘s needs
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Brand 
Topics

User-
Benefits

Branded
Content
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Why?



13

There is
a Content 
Divident
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100€ Blogpost worth 50.000 €

• „wean a toddler“ 2 out of 3 
Top Scores (25% of all 
klicks)  are simple Blog-
Posts, which haven‘t been
changed for the last 5-8 
years

• Estimated Traffic: 75.000 
Visits.

• Estimated Media-
Equivalent: 56.200 €. / 
month

• Estimated production costs
100€
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Content Marketing & languages

• 1 Mio monthly paying app
users (5-10€)

• Completly performance
driven

• Shift from SEM & Display to
Storytelling

• Digital Magazine as a hub 
with Content-
Recommondations drive
25% of the traffic

• More efficient than Display
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Content Marketing & languages
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HIER FILM EINBINDEN
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2010
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2016
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It‘s so much fun
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HIER FILM EINBINDEN

https://www.myvan.com/life/sports/sprinter-4x4-alpine-soccer/
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HIER FILM EINBINDEN

25 Mio Views / Media Coverage
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Deutsche Bahn – editorial sales
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Deutsche Bahn – editorial sales

Reach Engagement Sales / CPA
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What we
need
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Matching user needs

Matching brand needs

PRODUCTION DISTRIBUTION

Commercial goals (GAs & savings)

Brand goals (awareness & motivator proof)

PERFORMANCE

NEEDS

USERS
DEMAND

BRAND
INTENT

TOPICS
CONTENT
PRODUC-

TION

MARKE
T

cond.

GOOGL
E

CONTENT
REPO-
SITORY

SoMe

CRM

SHOP

CONTENT
USAGE

WEB-
SITE

CPA
LEADS

VISITS

Call 
Center

BRAND 
REACH

BRAND 
PERCEP-

TIONARPU

Ecosystem
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Talking
about CMS



Requirements - In a Nutshell
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CMS

Support for migrations

Flexible content model
(configurable in code)

Rapid-prototypable / 
short time-to-MVP

Good UX for content
editors/content

managers

API-enabled and ready
for „Headless mode“

Flexible content
aggregations

Good support for
„related content“ 

queries

Supports a multi-
domain / multi-channel

setup
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But...



Are CMS‘s ready for the next shift?
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From RWD to Digital Ecosystem
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Mobile First? That‘s old news

How will my Website sound
when Alexa reads it?

How will it look on my
grandmother’s Smart TV?

How can I reuse these articles
for a fair booth presentation?

I want to feature exactly that pullquote
in a Facebook Instant Article, can’t I?

I‘d like to reuse these slideshows on 
my company‘s intranet blog. I don‘t
want to build them twice, you know.



No „pages“ anymore

� CMS‘s should be build around the
semantics of the content

� Visual representations don‘t matter

� How will your content look in the future?

Content First
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Adjust the tool to the content…
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… not the content to the tool



„Component Stacking“
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A CMS is not a design tool
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Article

Stage

Lead In

Text

Slideshow

Text

Image & Text

„I‘d like to reuse these slideshows on my
company‘s intranet blog.“

I want to feature exactly that pullquote in a 
Facebook Instant Article, can’t I?



Keep content pieces separate
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A CMS is about semantics

Article

Stage

Lead In

Text

Slideshow

Text

...

Article

Stage

Lead In

Text

Slideshow

Image

Caption

Description

Quote

Text

Attribution

Source



Content Management != Design
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Does the editor really need
a tool

for designing individual 
web pages?

The „channel“ figures out visual representation
of content (eg. a blogpost, a page on my
corporate site, a tweet, news for Alexa)

How granular must content
be stored to save it from

decay?

A good mechanism
for embedding & 

connecting pieces of
content is needed.

How can users and
authors discover

related content in a 
complex inventory?
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Collaborate
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Fail better
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Have fun!



Let us create together great impact !

Contact: 

Patrick Edvard Lithander
Director Business Development

+49 30 726146-994

pel@fischerappelt.de

Alexander Dobbert
Technical Director

+ 49 40 432948-92

adobbert@fork.de



www.fischerappelt.de


