
The Marketer as Publisher: 

Mapping Content to the Buying 
Cycle and Prospectsô Needs

Bob Johnson, VP & Principal Analyst
IDG Connect

Troy Monney, VP Global Marketing Execution
Novell, Inc.
Thursday, September 24, 2009



Audit Levels
The IT Buying Process is More Painful Than Ever 
(Certain Things Are Beyond Your Control)



Getting Content Right: Potential Impact
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Build it and
Hope Somebody 
Shows Up

There Are Plenty of Opportunities to Affect the 
Process and Reduce the Time to Sale
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The Content Conundrum 
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τSr. VP of Marketing, Major Hardware Manufacturer

Could this Be You?



Content Plays a Major Role in 
Determining Who Wins the Sales Pursuit
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Relevant Content Matters
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The Impact of Irrelevant Content is Severe
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