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CASE STORY  |  FINANCE

�Contently added a lot of value when we  
started thinking about how to visualize  
the story that we were trying to tell, and  
how to tell it in a compelling way.�
—�ADRIENNE PENTA, EXECUTIVE DIRECTOR,  

BBH’S CENTER FOR WOMEN & WEALTH

READ THE FULL CASE STORY

How Brown Brothers  
Harriman Used Infographics 
to Combat Financial  
Mansplaining
Challenge: 

Target speci�c audience 
BBH wanted to reach a traditionally underserved sector of the �nancial  

market: women. To do so, BBH would need to change the conversation 

around women and �nance by helping viewers visualize a di�erent type  

of �nancial story for women. 

Solution: 

Create visually engaging material
BBH turned to Contently to create infographics that would engage women 

on �nancial and wealth management topics. Digital and print assets  

helped BBH develop a distinct voice and combat the industry-wide plague 

of mansplaining.

BBH content speaks directly to women who are traditionally underserved in �nance.
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�Document Analytics insights improved 
the e�ciency and accuracy of our LinkedIn  
campaigns well beyond what we could 
do with the data provided by LinkedIn.�
—SENIOR MARKETING MANAGER, PYT

READ THE FULL CASE STUDY

Document Analytics achieved:

4,000
NEW LEADS

250%
INCREASE IN  
CONVERSION RATE

25%
BOOST IN SOCIAL 
ENGAGEMENT

How a Global Assurance,  
Tax, and Advisory Services 
Company Drove 4,000  
New Leads by Ramping  
Up Its System for  
Downloadable Content
Challenge: 

Capture more leads and optimize campaigns  
PYT needed a better system of capturing basic information about its 

prospects�name, email, occupation�as well as the type of information its 

consumers wanted to read. Without insight into what downloadable  

materials its prospects were reading, PYT found it di�cult to measure ROI 

and optimize content across multiple distribution channels. 

Solution: 

Document Analytics
With Contently Document Analytics, PYT was able to convert its PDFs into 

online content that could be tracked on a page-by-page basis. After 30 

days, the company turned more than 50 downloadables into content that 

both captured leads and tracked reader engagement. The switch resulted 

in 4,000 new leads and provided measurement capabilities that gave PYT 

visibility into what sections were most valuable to its readers.

For this global assurance 
company, the right content 
technology meant more leads.
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�Everything we were doing before was 
basically on a spreadsheet and I just 
thought, �I can�t do this anymore.�  
That�s why we leveraged Contently.�
—�ANN HYNEK, VICE PRESIDENT OF CONTENT MARKETING 

AND INNOVATION, BLACKROCK

READ THE FULL CASE STORY

Inside BlackRock�s Ambitious, 
Global Storytelling E�ort
Challenge: 

Source top industry creatives 
After analyzing content on BlackRock�s blog, leaders at BlackRock came to  

an important �nding: Personal stories outperform numerical data. To tell  

these stories, BlackRock needed a system for sourcing and managing  

international creative talent.  

Solution: 

Contently talent network
BlackRock enlisted Contently to �nd writers and photographers from around  

the globe and manage their creative work on one platform. For BlackRock�s  

�How the World Retires� project, Contently helped the company utilize writers  

from Mexico, Germany, Chile, Australia, the UK, and the U.S. 

With the help of Contently, 
BlackRock told six stories about 
its customers around the globe.
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�Contently added real value to the  
content creation process. We work  
virtually with colleagues across  
the world, so being able to have all  
communications in one place was  
a big bene�t.�
—�MADELEINE LITTLE, DIRECTOR OF GLOBAL MARKETING, 

JLL

READ THE FULL CASE STORY

How JLL Used Editorial  
Technology to Facilitate  
Global Content Production

Challenge: 

Build a global audience 
JLL wanted to expand its storytelling e�orts to demonstrate industry expertise  

and reach diverse audiences. To do so, it needed the right talent and a place 

to organize editorial communication between its global o�ces.  

Solution: 

Hire a diverse freelance team (and manage it on  
one platform)
JLL partnered with Contently to establish a standard work�ow between its 

global o�ces on one platform. It also supplemented its team of writers with 

international freelancers from Contently�s talent network.

JLL’s global content doesn’t just cover real estate. It 
highlights macroeconomic and cultural issues worldwide.
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�There�s real value from Contently  
Analytics, in terms of looking at  
engagement and measuring attention.�
—�JAMES WHITEMAN, HEAD OF INVESTMENT  

COMMUNICATIONS, ABERDEEN

READ THE FULL CASE STORY

How Aberdeen Makes Smart 
Financial Content Accessible
Challenge: 

Increase social engagement 
Aberdeen Asset Management launched its thought leadership blog, Thinking 

Aloud, to increase social engagement with its target audience. To prove its 

ROI, the UK �nancial �rm needed a content marketing technology platform 

to manage the work�ow and approval process, measure audience engage-

ment, and distribute content.  

Solution: 

Contently Analytics
Aberdeen turned to Contently technology to manage the content ideation, 

production, and approval processes�and to access Contently�s analytics 

suite. The �nancial �rm now produces 60 to 90 stories per month and can 

turn around stories in less than �ve days. 

Aberdeen’s blog, Thinking Aloud, does a 
deep dive into �nancial news and cultural 
analysis around the world.
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�Partners such as Contently helped as we 
built more structure in our organization 
around the newsroom and provide access 
to talent across di�erent locations and 
topic areas.�
—�BRIAN BECKER, HEAD OF CONTENT, JPMORGAN CHASE

READ THE FULL CASE STORY

Users who consumed content spent three times as long on Chase�s site  
and applied for Chase products at a higher rate. 

How Storytelling Is Helping 
Chase Build Its Brand
Challenge: 

Build a multimedia newsroom 
In order to build a company newsroom as the focal point for the new  

Chase.com homepage, JPMorgan Chase needed to establish a system of 

governance and standards, as well as develop relationships with creators. 

Solution: 

Use Contently�s talent and technology
Contently provided the technology and talent structure that enabled Chase 

to build out its multimedia and editorial newsroom. In addition to tapping 

Contently for the work�ow and approvals management tools built into 

the platform, Chase sourced Contently freelancers from around the U.S. to 

expand its creative team.

Chase uses investigative reporting and accompanying video interviews to tell local human interest stories.
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CASE STUDY  |  TECH

How Document Analytics  
Transformed Microsoft�s  
Demand-Gen Strategy

Challenge: 

Track engagement by channel  
Microsoft wanted to track how downloadable content�like white papers, 

e-books, PDFs, and presentation materials�performed on di�erent  

channels, such as email, paid social media, etc. Instead of just looking at  

clicks and open rates, Microsoft wanted to see whether how readers engaged  

with the content itself was dependent on where they encountered it. 

Solution: 

Document Analytics
With the Document Analytics portion of Contently�s analytics suite,  

Microsoft could use heat maps and page-by-page engagement metrics  

to understand where its audience focused their attention�and how  

this behavior di�ered across channels. 

�We wanted to optimize the length, the 
quality, and the cadence of downloadable  
assets. Document Analytics allowed us 
to improve our content and optimize our 
demand-gen stream.�
—�CHAUNCY FREELS, MARKETING ANALYTICS LEAD,  

MICROSOFT 

READ THE FULL CASE STUDY

Document Analytics overview:

Landing page Downloadable asset

Landing 
page Thank you

Downloadable asset

Delayed gate

Delayed gate

DEMAND-GEN  
TACTICS

LANDING PAGE 
WITH OFFER

CONTENT 
 DOWNLOAD

ENGAGEMENT  
STREAM

?

The Modern 
Workplace
Watchdog
Protecting the information, 
systems, and people important 
to you and your business
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How HouseLogic Deepened 
Engagement Across 4  
Key Metrics

Challenge: 

Deepen engagement with target audience   
HouseLogic, the digital publication for the National Association of  

Realtors, had a large audience, but it wanted to increase engagement 

among millennial homeowners.

Solution: 

Hire a freelance strategist and writers 
HouseLogic partnered with Contently to access its talent pool of 60,000 

professionals to make content more contemporary. Enlisting a content 

strategist and team of freelance professionals, HouseLogic expanded its 

millennial audience and deepened engagement in just six months. 

�Contently�s analytics suite is built for 
content marketers to be able to assess 
engagement metrics in a way that makes 
sense.�
—�CHRISTINE HOFFMANN, CONTENT MANAGER, HOUSELOGIC 

READ THE FULL CASE STUDY

After six months,  
HouseLogic found that  
Contently content had: 

6% 10%

14% 66%

MORE
ATTENTION  
TIME

HIGHER  
FINISH RATE

MORE  
READERSHIP

MORE  
SHARES
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CASE STUDY  |  MISC

Weber Shandwick Utilizes 
Contently to Provide  
Key F500 Clients Content  
Marketing at Scale
Challenge: 

Scale editorial workforce 
Weber Shandwick needed a way to build a large-scale editorial workforce. 

It also needed robust content creation tools to meet the demands of its 

expanding roster of brand publishers.

Solution: 

Hire Contently freelancers 
Weber enlisted Contently�s talent network to sta� its editorial workforce. 

It then used Contently software to manage editorial operations, including 

editorial calendars, writer payments, content curation, and analytics.  

�Contently has been a truly collaborative  
partner. They understand our needs and how 
they change from client to client, and have  
been committed to helping us pair the  
right creative talent to the right project.�
—�JASON KAUFMAN, SENIOR VICE PRESIDENT OF  

EDITORIAL STRATEGY AND OPERATIONS,  
WEBER SHANDWICK

READ THE FULL CASE STUDY

Notes:

1,100+100+
JOURNALISTS CONTRIBUTING TO 
SEPARATE PROJECTS 

ARTICLES PRODUCED IN  
ONE YEAR 


