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Why is it important for marketers like you to attend gatherings like the Incite 

Marketing Summit?  
As marketers, we all have both shared and unique experiences within our 
companies, verticals and even channels. Attending marketing summits like Incite 
allows us to learn from one another and discover how we can apply the latest 
technology and best practices to our own work. It can also help us avoid possible 
pitfalls. Learning from one another is how we better experiences for our customers 
and results for our companies.  
 

“Can marketing be authentic?” is a prominent theme of the summit. What does this 

phrase mean to you?  
For me, authentic marketing means putting the customer first and focusing on their 
needs, opposed to the needs of the company, or constant rehash of the “good” a 
company is doing. Businesses exist to deliver against their value proposition. If you 
can connect the dots between the value proposition and need it fills in the 
customer’s life, you will be default create authentic marketing. I think marketers stray 
when they try to find new or tenuous ways to introduce their products or services  
into customer’s lives, or put on “faux” acts of good. Tell true stories, provide real 
value, and the authenticity will follow. 
 

What content distribution channels are you expecting to grow most in the next 12 to 
18 months?  
We are looking to grow our branded content partnerships over owned content as we 
expect a more competitive environment in the media landscape amongst the 
Olympics and election coverage. Partnering with third-party publications allows us to 
become part of everyday conversations that are already present on those platforms, 
opposed to drawing people into a new space.  
 
Also, positive social environments like Pinterest and TikTok will be favored over 
platforms that have political discourse that will drown out our messaging.  
 



 

Which content marketing formats are working best for you and why? 
We currently publish both owned content and branded content with third-party 
partners, and have found in the last year that the content formats that drive the most 
desired actions vary by the goal of the content/place in the funnel. 
 
For instance, we have doubled-down on our video creation to drive Awareness. We 
don’t expect videos to drive a lot of people to our owned site but placed in key 
channels like YouTube and Social we can much more easily catch attention that 
standard content.  
 
When we want to convert customers, articles and infographics within native 
advertising, email, and social channels like Linkedin and Pinterest are the most 
efficient in driving people down the funnel. 
 

Is the marketing department responsible for delivering the ultimate customer 
experience? If not, who is? Explain your answer, how, why etc. 
Marketing should drive the strategy for good customer experience, but in many 
companies, it isn’t realistic to be totally responsible for all aspects of the customer 
experience. It takes the full effort of the company, especially partnership between 
UX, Marketing, Technology, etc. in the digital environment to put the customer first 
and assure their experience is what is best for the customer, not just the company.  

 


