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Introduction
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Marketers often say they want more. 
More time. More budget. More creative 
talent. But for most modern marketers, 
more isn’t always possible. Their 
resources are often limited, and their 
production demands are always on the 
rise. Yet they have to proliferate content 
across countless channels, from social 
to websites to TV to print. 

As a result, they’ve turned to an array 
of tools, from digital asset management 
to design, to make their lives more 

efficient and manageable. But it’s not 
just about efficiency: Over the course of 
our research and reporting for this State 
of the Industry guide, content creators 
repeatedly told us that effective tools 
are inextricably connected to the quality 
of the stories they tell.



Goals and 
methodology

For instance:
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In partnership with WoodWing, Digiday 
surveyed 113 industry pros from brands, 
agencies, and publishers’ content 
studios, asking how they use technology 
to produce and distribute content, and 
how important those tools are to the 
overall quality of their brand storytelling. 
(According to our survey, a majority of 
marketers define ‘brand storytelling’ 
as ‘marketing materials that illustrate 
the brand’s values and identity.’) We 
also interviewed brand, agency, and 
consultant experts to glean their insights 
into the state of play. 

At the outset, we wanted to establish 
just how intimately linked tooling is to 

Most respondents 
told us that their 
organizations could 
be doing a better job 
of telling their brands’ 
stories, and most 
thought  better tools 
and processes could 
help them do so.

84%

of respondents said that 
having established processes 
and workflow for creation and 
delivery is important to brand 
storytelling.

80%
thought their brand’s 
storytelling could stand to 
improve, at least somewhat.

thought that new content/
asset management tools 
would improve their 
storytelling.

said that tools and software 
for content management 
and review are important to 
brand storytelling.

75%

55%

storytelling quality —  and whether 
marketers thought access to better tools 
would improve their creative output. And 
overall, survey respondents did indeed 
express that tool quality is extremely 
important.

More often than not, marketers said 
that the current tools and processes 
they have in place are having a positive 
effect on workflow and content quality. 
But this sentiment was extremely flimsy: 
Most respondents told us that their 
organizations could be doing a better job 
of telling their brands’ stories, and most 
thought better tools and processes could 
help them do so.



Who did we 
speak to?

Most survey-takers hailed from 
either brands or agencies.

Most respondents worked in either 
retail or consumer goods.

Most survey-takers came from smaller 
organizations.

This last result indicates a heightened 
interest in the report’s subject matter 
amongst professionals from smaller 
organizations —  a revealing fact that 
we’ll revisit a bit later on.
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52% |7% | 10,001-20,000 
employees

7% | More than 20,000 
employees

11% | 1,001-10,000 
employees

101-1,000 
employees

0-100 employees

23% |

42% |

16% | Other

6% | Publisher (within 
a content studio)

Advertising/
Marketing agency

Brands

36% |

Consumer goods

Retail 
(e-commerce only)

Retail (both physical 
and e-commerce)

Financial services

Retail (physical only)

Travel and hospitality

Healthcare / Pharma

Other 

25%

16%

15%

9%

5%

4%

3%

23%

% 10 20 30



Marketers are using a 
wide variety of tools to 
create their brands’ 
stories

We asked marketers which technology 
tools they use to tell their brands’ stories. 
And as it turns out, they’re using a lot of 
them.  

Four tools were being used by an 
absolute majority of respondents: task 
management software, social media 

On the somewhat lower end, three tools were used by exactly 
31 percent of respondents each: project planning software, local 
storage/on-premises file servers and software to produce PDFs.
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Which tools/systems do you use to create your 
brand’s story? Select all that apply.

Task 
management 

software (such 
as Google Docs)

Social media 
management 

tools (Hootsuite, 
etc.)

Content 
management 

systems

Content 
marketing 
platforms

Print design 
software (e.g., 

InDesign)

Digital asset 
management 

software

65%
63%

58%
56%

45%

40%

management tools, content management 
systems, and content marketing 
platforms. Moreover, print design 
software and digital asset management 
software were both used by more than 40 
percent.

70

60

50

40

30

20

10

%



Storytelling is human - 
but technology helps
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We also asked marketers about a wide 
variety of factors, gauging how important 
each one was to their brand storytelling. 
Two emerged head-and-shoulders above 
the others:

Quality of content creators was cited 
as a very important factor by 69 percent 
of respondents, and as a somewhat 
important factor by an additional 22 
percent —  91 percent, all told. 

Staff and budget —  these are the 
most important factors by a significant 
margin, and it’s not surprising. 
Technology isn’t a replacement for 
human creativity; it’s simply designed to 
enable it.

“Human talent is a very important part 
of storytelling,” said Ross Paterson, 
CEO of the technology provider 
WoodWing. “Technology is designed to 
work together with humans to get the 
best out of their creativity.”

Ross Paterson, 
CEO, WoodWing

Marketers also said that having 
sufficient time and budget was roughly 
as important. 59 percent said this was 
a very important factor in their brand 
storytelling, and 35 percent said it was 
somewhat important —  94 percent in 
total.

“Human talent is a very 
important part of storytelling. 
Technology is designed to 
work together with humans 
to get the best out of their 
creativity.”



84%

75%A solid majority of marketers said 
that tools and software for content 
management/review are either somewhat 
(58 percent) or very (17 percent) 
important to telling their story.

58% | Somewhat important

41% | Somewhat important

17% | Very important

43% | Very important

Likewise, a majority cited “established 
processes and workflow for creation and 
delivery” as somewhat (41 percent) or 
very (43 percent) important.

Renzo Moscou, communications manager 
at Yamaha Motor Europe, agrees that 
tools and workflows are crucial factors, 
especially given the demands of modern 
creative production. “We need to deal 
with localizing content across multiple 
products and languages, plus working 
with external and internal stakeholders in 
different locations,” said Moscou. “There 
is a certain point where simply adding 
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people does not become more helpful. 
Instead, standardizing workflows and 
streamlining and centralizing tools is 
what can really drive productivity.”

Indeed, our research makes it clear 

that other factors are extremely 

important to marketers as well. And 

technology is foremost among them.

Number of marketers who say content 
management/review tools are important 
to brand storytelling

Number of marketers who say 
established processes and workflow for 
creation and delivery are important to 
brand storytelling



After talent and budget, workflow and 
technology are clearly foremost on 
marketers’ minds. Interestingly enough, 
workflow and technology were cited as 
even more important factors than the size 
of the content creation team. 30 percent 
called this somewhat important, and only 
4 percent called it very important. 

This is particularly fascinating given that 
budget and quality of creative talent 
are cited as being crucial. It seems that 
marketing teams don’t consider budget 

The numbers do go up a bit when we 
look at companies with more than 1,000 
employees. 46 percent of such companies 
say team size is a very or somewhat 
important factor. However, even in this 
instance, two data points stand out. First 
of all, 43 percent fall into the “somewhat” 
category while only 3.5 percent fall into 
the “very” category. 
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and talent to be synonymous with team 
size. Budget, for instance, can go toward 
expenses such as hiring a core group of 
quality employees, and toward investing 
in better technology and organizing 
better processes for workflow. 

We’ve already explored the fact that  
about half of our respondents came 
from companies with 100 employees or 
less. But, somewhat surprisingly, larger 
companies are also likely to say that 
company size isn’t the end-all-be-all.

Moreover, when we combine “somewhat” 
and “very,” we’re still looking at less than 
a majority of responses. Even companies 
with large teams say that team size 
isn’t the most decisive factor. As with 
other organizations, these companies 
say that tools, budget, team quality and 
workflows are more important to telling a 
quality brand story than size.

Workflow and technology 
are more important than 
team size

How important is the size of your team to 
telling your brand’s story?

101-1,000 employees 1,001 or more employees0-100 employees

Size of team is very or 
somewhat important

50

40

30

20

10

%

29%

46%

30%
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“A trend in the publishing world is 
that teams are becoming much more 
efficient at content creation, since 
their budgets are constrained.” 

“A trend in the publishing world is that 
teams are becoming much more efficient 
at content creation, since their budgets 
are constrained,” said WoodWing’s 
Paterson.” While brands don’t always 
face the same constraints, there are 
certainly lessons that bigger brands 
especially can take from publishers in 
terms of streamlining workflows and 
tools to gain speed and efficiency.” 

One last notable fact is that these 
numbers don’t change very much when 
we compare US marketers to those 
outside the US. All told, 28 percent of 

marketers outside the US cite team size 
as an important factor. (Within the US, 
the percentage is 35 percent.) 

According to Peter Lundberg, CEO 
and co-founder at the consultancy 
Kapero, company size can actually 
sometimes be at odds with efficiency 
and workflow. (Kapero, based in Sweden, 
is a management consultancy that 
works with marketing and media brands 
to improve organization and cross-
functional processes.) “Too many people,” 
Lundberg said, can lead to “too long a 
process.” 

Ross Paterson, 
CEO, WoodWing



Workflow and 
storytelling differences 
between smaller and 
larger companies
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There are a few subtle but significant 
differences when we compare larger 
organizations to smaller ones. 

When it comes to budget and staying 
on deadline, the differences are 
negligible. But the differences are 
more striking when we take a look at 
other factors. For instance, smaller 
companies —  which need to be lean 
and efficient by design —  were far 
more likely to say that their use of 
tools positively affected their ability 
to reduce dependency on external 
agencies or vendors.

Does your company’s use of tools have a 
positive effect on reducing dependencies 
on external agencies/vendors?

What effect does your company’s use 
of tools have on the quality of your 
storytelling?

Moreover, larger organizations were 
somewhat more likely to say that their 
use of tools improved the actual quality 
of their storytelling.

Tools and practices have a positive 
effect on reducing dependencies

Ability to communicate 
values and identity of brand

Ability to create high-quality 
marketing content for specific 

products

more than 100 employees

more than 1,000 employees

68%
61% 63%

56%

75%

32%

fewer than 100 employees

fewer than 1,000 employees

60

40

20

%

80

60

40

20

%
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These differences aren’t massive, 
but they’re statistically significant. 
It seems that professionals at larger 
organizations feel slightly more secure 
that their use of tools and processes is 
actually improving the quality of their 
content. This may well be because 
larger organizations feel a greater 
dependency on these tools in the first 
place. 

It also may be the case that, as of yet, 
larger organizations have already done 
a somewhat better job of stocking up 
on the tools they need. But smaller 
organizations are beginning to 
recognize the need to catch up. 

Indeed, according to our research, 
smaller companies are significantly 
more likely than larger ones to say that 
they plan to increase their use of various 
technology tools in the immediate future. 
(Digital asset management software is 
one exception: Larger companies are 
more likely to say they have plans to 
increase their use of such tools. This isn’t 
particularly surprising given that bigger 
organizations are likely to be producing 
and distributing more digital assets than 
smaller companies.)

In the coming year, which of these tools 
do you plan to expand your use of?

Digital asset 
management software

Project planning 
software

Social media 
manangement tools 
(Hootsuite, etc.)

Task management 
software (such as 
Google Docs)

Content management 
systems

Content marketing 
platforms

more than 1,000 employees

40%

18%

25%

32%

36%

36%

28%

36%

40%

40%

56%

58%

fewer than 1,000 employees

% 10 20 30 40 50 60
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Sergio Castro, North American vp and 
group director of Digitas LBi’s Digital 
Studio, spoke from the perspective 
of a creative professional at a large 
international agency —  making it clear 
that his organization already makes 
extensive use of technology. “Tools 
allow us to better collaborate with other 
teams, especially for an agency that’s 
global. We have teams across different 

time zones, different places everywhere, 
and we need to find better ways to 
collaborate and share files,” he said. 

“[These tools] were created to 
streamline the process, to allow you to 
actually focus on the creative work, and 
not waste your time,” he added. “It’s 
just trying to make the process easier, 
so that you can actually focus on the 

Of course, this may simply be due to 
the fact that agencies are more likely 
than brands to cite use of tools as a 
criteria for success; they are, after all, in 
the business of selling their expertise. 
But on the whole, the numbers do 
make clear that brands tend to be less 
confident about their ability to handle 
technology-driven tasks in-house. It’s 
possible that this lack of confidence 
could be discouraging these brands 
from adopting a wider use of internal 
tooling.

In many cases this would be an 
erroneous takeaway. In fact, a more 
effective internal use of tooling 
might mitigate many of the problems 
that brand face. Renzo Moscou at 
Yamaha Motor Europe, for instance, 
explained that his brand was able 
to “provide consistency and speed” 
simply by using technology to ensure 
standardized content templates for 
its creators to work in.  “Often gains 
can be made through automation and 
standardization,” he said.

How does your company’s current use of 
tools affect the following factors?

Agencies Brands

Staying on budget Producing content 
efficiently and stay 

on deadline

Creating high quality 
content for specific 

products

Communicating 
overall identity/
values of brand

100

80

60

40

20

%

66%
70%

81%

67%
64%

55% 58% 55%

design side, on the creative side, on the 
story that you’re trying to tell...It does 
elevate the quality of the creative work.”

Some differences also emerge when we 
compare brands and agencies. Namely, 
agencies are a bit more confident in 
their ability to stay on deadline and tell 
effective stories.
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Marketers think their current 
processes have a positive effect on 
workflow and content quality —  but 
this sentiment is lukewarm.

We asked marketers: We want to know 
in more detail how your company’s 
current methods and practices 
(including the use of content/asset 
management tools) affects your brand’s 
workflows and storytelling. How does 
your company’s current use of tools 
affects the following factors? Rank from 
1 (extremely detrimental effect) to 5 
(extremely positive effect) or select 6 (no 
effect).

From factors such as “ability to create 
high-quality marketing for specific 
products” to “ability to maintain brand 
consistency,” marketers mostly ranked 
their companies’ current processes as 
having a somewhat or extremely positive 
effect.

But this positivity was tepid. In some 
cases —  as with “ability to stay on 
budget,” “ability to produce content 

efficiently and stay on deadline,” 
and “ability to reduce dependencies 
on external agencies/vendors” 
—  “somewhat positive” garnered 
significantly more responses than “very 
positive.”

Marketers may say their tools and 
processes are helping them tell their 
stories —  but the sentiment is hardly 
resounding.

How does your company’s current use of 
tools affect the following factors?

Ability to create high-
quality marketing 
content for specific 
products

Ability to communicate 
overall identity and 
values of brand

Ability to reduce 
dependencies on 
external agencies or 
vendors

Ability to produce 
content efficiently and 
stay on deadline

Ability to stay on 
budget

% 25 50 75 100

Extremely 
detrimental

Neither positive 
nor detrimental

Somewhat 
detrimental

Somewhat 
positive

Very positive
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As we mentioned above, respondents 
from smaller companies were 
particularly eager to take our survey. A 
deeper dive into one specific data point 
sheds some light on why exactly that is. 

When we explored companies’ ability 
to “reduce dependencies on external 
agencies or vendors,” we discovered a 
significant difference between larger 
and smaller organizations. 

Namely:

This data point is extremely illuminating, 
and likely goes a long way toward 
explaining why smaller companies 
have an outsized interest in the 
subject matter of our survey. Smaller 
organizations have a keen interest in 
finding ways to tell their stories while 
working with comparatively limited 
resources and manpower. 

When smaller brands and agencies 
are looking to compete with bigger 
organizations, they must perfect 

Smaller companies are 
more likely to be using 
tools to shed vendors 
and agencies

their own workflows and phase out 
extraneous partners; many of them 
simply don’t have the resources 
to behave otherwise. For smaller 
companies, finding the right tools is 
much more likely to be viewed as a way 
to eliminate extraneous software and 
partners, not add to the heap.

Does your company’s use of tools have a 
positive effect on reducing dependencies 
on external agencies/vendors?

43%

58%

more than 100 employees fewer than 100 employees

% 20 40 60
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We asked marketers how much 
they agreed with the statement “My 
organization has an effective and 
consistent approval process.” A 59 
percent majority agreed, but only 20 
percent strongly agreed, while 39 
percent said they somewhat agreed. 

Meanwhile, a not-insignificant 29 
percent disagreed. A further 10 percent 

Marketers are likewise 
lukewarm on their current 
processes for content 
creation and approval

neither agreed nor disagreed —  and 
while a neutral attitude may not be 
as negative as outright disagreement, 
it demonstrates a clear lack of 
enthusiasm. 

Renzo Moscou of Yamaha Motor Europe 
agrees that the approval process is an 
important part of creative production —  
and that getting it right can be complex. 

“[Yamaha Motor Europe] works with 
a large number of local stakeholders, 
and they need a degree of freedom 
to create content that speaks to their 
market,” he said. “But we still want to 
have consistency and see what we 
are pushing out, so we have standard 
templates, and localized content 
is approved centrally before being 
published.”

My organization has an effective and 
consistent approval process

59%

29%

10%

Agreed Disagreed Neither

% 20 40 60

The bottom line, he said, is that “the 
right balance needs to be found 
between creativity and standardization.” 
Based on our research, it seems that 
not all organizations are finding that 
balance. 

We also asked marketers to assess 
the statement “my organization has a 
consistent and well-thought through 
approach to managing digital assets.” It 

was the same story once again: 
32 percent said “somewhat agree” 
and 24 percent said “strongly agree,” 
while 26 percent disagreed. Another 14 
percent neither agreed nor disagreed —  
once again, a strong indicator that these 
respondents lack enthusiasm for their 
current processes and tools for creation 
and approval.
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Finally, we also asked marketers to 
assess the statement, “My organization 
has a consistent and well-thought-
through approach to reusing assets 
or content.” Once again, we found a 
similarly lukewarm response: 30 percent 
somewhat agreed, 24 percent strongly 
agreed. A sizable 30 percent disagreed, 
and an additional 14 percent neither 
agreed nor disagreed —  meaning that 
a hefty 44 percent of survey-takers 
didn’t approve (even somewhat) of their 
company’s approach to reusing content.

So marketers are somewhat satisfied 
with their processes, tools, and 
workflows. But “somewhat” may not 
be good enough given the demands 
of modern marketing teams. Brands, 
agencies and publishers alike need to be 
able to move quickly, work under budget 
and repurpose content at a moment’s 
notice across a number of formats, from 
social to websites to print.

When modern marketers create content, 
said Digitas LBi’s Sergio Castro, “You’re 

doing so in such a way that allows you 
to say, ‘Okay, I can just change this 
component here, and then repurpose 
this asset to this other thing here.’ Being 
able to make those last minute changes 
is critical in the industry today. You need 
to have that ability.” 

“We have to create videos, or 
animations, or displays in different 
formats,” he went on. “And we use a lot 
of dynamic tools that allow us to create 
at scale. We know we’re going to have 
the image or copy change, the video is 
going to be running in New York or in 
San Francisco. We’re actually talking 
to different audiences, and we need to 
change and create on the fly.” 

And here, tooling is crucial. Castro says 
his team uses a number of tools to 
produce content nimbly and efficiently, 
at both the design and review stages. 
“We have more and more tools that 
allow us to create large quantities of 
content [in this way],” he said. 

My organization has a consistent and 
well-thought-through approach to reusing 
assets or content.

24%

30%

30%

14%

44%

Strongly agreed Somewhat agreed Disagreed

Strongly disagreed Neither

% 20 40 60



Sufficiently 
high-quality

20% |

Decent but could 
stand to improve 
somewhat

67% |
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A hefty majority of marketers 
say their brand’s storytelling 
could stand to improve

The marketers who 
want better storytelling 
all come from brands

On the whole, marketers weren’t entirely 
negative about their storytelling, but 
they were deeply unenthusiastic. Only 
20 percent said their brand’s storytelling 
was already sufficiently high-quality.

We see a key difference when we 
compare brands and agencies: Brands 
appear to be a bit more negative about 
their output. Only 10 percent of brand 
marketers say their company’s brand 
storytelling is sufficiently high quality. 67 
percent say their output is “decent but 
could stand to improve,” and 23 percent 
say their company falls short. 

In fact, every single respondent who 
indicated that their company “falls 
short” of high-quality brand storytelling 
hailed from a brand. Not even one 

agency respondents selected this option 
—  although 79 percent of agency 
employees did say their storytelling 
could stand to improve somewhat.

There are also some variations between 
regions. In the US and Canada, for 
example, 82 percent of respondents said 
their company’s storytelling fell either 
completely or somewhat short. Europe 
and APAC fared a bit better, though not 
particularly well; 67 percent said that 
their brand’s storytelling could stand to 
improve, at least somewhat.

Every single 
respondent who 
indicated that their 
company falls short 
of high-quality 
brand storytelling 
worked for a brand.

Company falls short 
of high-quality 
brand storytelling

13% |
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Changes that 
could improve 
storytelling

The marketers who say their brand 
storytelling could stand to improve point 
to a number of different factors that 
they think could help.

It’s worth noting that implementing 
new tools doesn’t always equate to 
increasing the overall number of tools 
being used. 15 percent of respondents 
said that replacing existing tools would 
improve their storytelling. Indeed, 19 

Which of the following factors would 
improve your storytelling?
Select all that apply.

New content/asset 
management tools

Use of a new 
agency or agencies

Replacement of 
existing internal staff

Replacing existing 
content/asset 
management tools 

New workflow/
processes

Additional 
internal staff

55%

32%

21%

15%

56%

58%

% 20 40 60

percent of the respondents who said 
that new tools would help also said that 
replacing existing tools would help. 

“Simply adding new tools because they 
do one thing well isn’t always helpful,” 
said WoodWing’s Ross Paterson. 
“Equally important is how they can fit 
into a larger system, to exchange data 
or automate repetitive steps in content 
creation.” 
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Ultimately, these factors are all 
inextricably connected. Multi-channel 
management tools are often designed 
to improve workflows. And an 
effective staff —  especially with the 
right efficiencies in place —  is what 
translates those tools and workflows 
into quality stories.

“No amount of technology or data 
can overcome an idea that does not 
connect with consumers,” said Jason 
Musante, chief creative officer at Huge. 
“Great storytelling is only bolstered 
by the tools and technology. The tools 
and technology cannot be the stories 
themselves.”

55 percent think that 
implementing new content/
asset management tools 
would improve their 
storytelling.

There’s a frequent belief amongst 
marketers, said Musante, “that you 
can’t have [production that’s] cheap 
and good. But I think that with new 
emerging technologies —  combined 
with skill, craft, and great storytelling 
—  some of those rules are being bent 
and broken.” 
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According to Kapero’s Peter Lundberg, 
there’s actually a direct connection 
between a company growing in size and 
a company needing to refine its tooling 
and processes. When organizations 
become larger, he says, silos usually 
develop —  for instance, a designated 
team that works only on Facebook. 
This can reduce efficiency and harm 
workflow, primarily by weakening 
communication between teams. 

On the other hand, a company’s 
growth doesn’t always necessitate that 
organizations overload themselves with 
tools. This is something that Lundberg 
thinks brands should be especially 
cautious about. As organizations grow, 
he said, “they might need less tools. 
They might have too many tools and too 
little data.” 

Effective use of technology can enhance 
communication and break down those 
silos.

“In marketing,” Lundberg said, 
“efficiency and quality go hand in hand. 
You need to start from the perspective 
that different channels are working 
together and helping each other. 
Once you realize that, you realize that 
[technology] tools will help you do it.”

“Tooling is about both quality and 
efficiency,” he added. 

But having too many tools can be 
inherently inefficient. The key is having 
the right ones.

The marketers who say that they’d like 
to grow their company may already 
recognize that growing their toolset 
may be a necessary component of 
doing so. Indeed, when we look only at 
the respondents who cited “additional 
internal staff” as a next step to 
improved storytelling, “implementing 
new content/asset management tools” 
and “new workflow/processes” were by 
far the most common factors that they 
also cited.

Which of the following factors would 
improve your brands storytelling?
Select all that apply.*

New content/asset 
management tools

Use of a new 
agency or agencies

Replacement of 
existing internal staff

Replacing existing 
content/asset 
management tools 

Asked only of respondents who said 
additional internal staff would help 
with storytelling

*

New workflow/
processes 55%

33%

22%

12%

57%

% 20 40 60



It’s clear from our research that marketers 
believe workflows and tooling are directly 
connected to the actual quality of their 
brand stories. On the whole, they’re 
more likely than not to say that they’re 
satisfied with the workflows and tech 
tools that they’re currently using for 
content production and review. But that 
“satisfaction” is profoundly unenthusiastic. 

There’s a lesson here. Technology 
providers and tech-driven agencies often 
like to talk about the shiniest new thing on 
the horizon, whether it’s a sophisticated 
new AI tool or some other new service. But 
when we actually ask marketers about 
which technologies they need to help them 
tell their stories better, it’s often something 
simpler: A core set of management tools 
that helps them communicate better and 
work faster. 

Conclusion

Tell us in your own words: What (if any) types 
of tools or software is your company lacking 
that you think would help with its brand 
storytelling? Name any that apply.

“Better content 
management and 
social posting systems 
to help us plan out our 
content better.”

“We would need a 
best-in-class version 
of a digital asset 
management system.”

“Content management /
workflow tools to get the 
team on the same page.”

“[A tool] that is used across 
our eight-something different 
marketing teams. We all use 
different asset management/
project planning systems and 
vision is not always cohesive.”

The gaps that marketers see in their 
capabilities to tell quality stories are often 
tied directly to workflow. And the overall 
dissatisfaction permeating the industry 
isn’t unique to company size or type, nor is 
it unique to region. 

One last illuminating bit of data came at 
the end of our survey, when we asked 
marketers to tell us —  in their own 

words —  what tools their companies 
were lacking that would help with brand 
storytelling. The most common responses 
contained the word “management” —  
i.e., content management, digital asset 
management and project management.

As things stand now, the research tells us 
that many marketers feel their companies 
don’t have access to the kinds of tools 
they need. And they seem confident that, 
were this to change, their storytelling 
would improve. Their next step is to take 
a deeper look at where the technological 
deficiencies in their organizations are, and 
determine where they need to invest to fill 
the gaps.
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About 
WoodWing
WoodWing provides the technology 
for leading brands and publishers to 
tell their stories.

Find out more at 
www.woodwing.com

https://www.linkedin.com/company/97161
https://twitter.com/woodwingsoft
www.facebook.com/woodwingsoftware
www.youtube.com/woodwingsoftware




About WoodWing
WoodWing Software helps brands, publishers,
and agencies create and manage content
across teams and publish across channels.
We build solutions suitable for large teams to 
efficiently work together on creative processes, 
within systems that are easy to manage. Customers 
include Hearst, Forbes, Axel Springer,
Coca Cola and Yamaha.
For more information,
please visit woodwing.com

About Qonqord 
Qonqord offers a smart Workflow Platform, in which 
the different teams work together and content 
processes are streamlined. From creating and 
managing content to distribution to different 
channels. The result? Designing, editing, checking 
and approving will take much less time. Fewer 
mistakes are made, you can share your marketing 
content faster with your target audience. Our  
platform also generates substantial cost savings.

More information or set up a demo session? 
Please contact our experts: sales@qonqord.com

www.qonqord.com

ronald.leusink
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