


Developing a Marketing Organization to Power an Engaging Blog

Many marketing teams have snapped on
ancillary capabilities to place content into a
blog. The industry leaders have taken a
different approach to build Marketing around
relevant thought leadership that utilizes the
blog as the primary platform to transfer the
thought leadership to clients and prospects.
Attend this session to understand the
necessary “basics” for a relevant and well-
executed blog.Anu Heda, Partner



Developing a Marketing Organization to 
Power an Engaging Blog

November 8, 2016



Agenda

2

Introductions

The Basics of a Great Blog

Organizing a Team

Conclusion



Who is Naissance?

 2-Person Consulting Firm

 Only Asset Management

 Only Marketing

 Clients Include 14 of Top-20 (AUM)

 Reviewing Industry Blogs For 5 years
 2010 – 5 blogs monitored weekly
 2015 – 40+ blogs
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 Discuss varied “financial” topics

 Cover all “investment” topics

 Support audience on one topic

 Focus on one client segment

 Showcase single thought leader

What is a Blog?
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Online place for frequently updated, written, short-format thought 
leadership (relatively) adding to the readerships’ knowledge

Usually focused on timely market events, investment situations and geo-
political issues



Why Maintain a Blog?

 Nobody wants 12-page whitepapers anymore

 Need remains to showcase thought leaders and internal insights
 Preference for bullets
 Short format reduces ‘commitment’

5

Introductions



What’s the “best” industry blog?
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No single best, but…
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How Many Blogs For Your Firm?

 Start with 1, unless you are …
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How Frequent? How many Authors?

 Topics –
 Frequency
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Basics of a Great Blog

* - Many AB posts have multiple authors

Manager October Authors Typical Post Title

AB 14 15* REITs Review: Looking Beyond the Price Tag

American Century 12 12 Global Bond Outlook: Post-Brexit and Pre-U.S. Election

BlackRock 19 9 3 reasons to like emerging markets despite election noise

Lord Abbett 6 3 The Maze of Inheriting Multiple Retirement Accounts 

M & G 9 7 Good things come to those who wait – a look into valuations 
of USD long-dated credit

SSgA 17 5 4 Macro Factors Supporting the Rebound in Emerging Markets 

TIAA 13 7 Investing for impact

Van Eck 12 5 Coking Coal Rally Driven by Supply Constraints

Weitz 3 2 Don’t Play In the Street: Equity, Even in Fixed Income

Wisdom Tree 23 12 How Earnings Indexes Are Becoming Important Diversifiers



Should I Mention Product?
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NO



Case Study: BREXIT

 NO PRODUCT
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Basics of a Great Blog

Asset Manager Post Title

American Century Our Views on the Brexit Vote

BlackRock What data can tell us about the Brexit vote / 5 key takeaways from the Brexit vote

Fenimore Brexit & The value of patience

Franklin Templeton In The Know: The UK Votes to Leave the EU / Brexit: How Quickly May the Surprise Wear Off? / A 
Global Macro View of Brexit Implications

Invesco UK votes for ‘Brexit’
Beyond Brexit: What happens next?

M & G Bond market reaction to UK “Leave” vote

MFS Brexit Rattles the Market

Natixis Brexit Interviews: Implications of the vote / Brexit Vote: The New Unknowns

PIMCO Brexit: Initial Impact and the Road Ahead / Brexit’s Impact on the Eurozone

TIAA Response to Brexit requires long-term perspective – UPDATED

Wells Fargo Brexit: Buy the dip, or wait? / Brexit vote sends shock waves through markets

William Blair Brexit Update: Our Base Case Scenario

WisdomTree Sterling’s Structural vs. Euro’s Political Weakness: “Brexit” Opens Opportunities 
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Old Whitepaper Model Will Not Work

 Slow
 Too technical
 Missing a clear next step
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Organizing a Team

Whitepaper Facts

 16 pages
 10 charts and tables
 Explores technicalities such as gross leverage ratio, asset 

sales’ correlation

2. Highly Technical

1. Long Production Cycle

3. Usually Slow

Potentially add components into blog 
calendar but do not build a calendar around 
whitepapers



Three Viable Production Models in Practice Today

 Ideation pipeline can be detached (to some degree) from production

 Each post written by single author

 Graphic and chart concepts via writer to design team

14
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1 – Assign to a single person 2 – Ghost Writing Team 3 – Integrated Marketing

Re
qu

ire
m

en
ts

 Long-term commitment
 An interesting writer

 Internal acceptance
 Clear style guide and 

requirements

 Long-term commitment
 Resources from Client Portfolio

Management, Marketing, and 
Sales

Be
ne

fit
s

 Usually fast
 Easy to keep on brand

 Easy to ramp up/down volume
 Low impact to investment team
 Opportunity to outsource

 Authentic voice of the firm
 Naturally aligned content to 

investment team events and 
institutional meetings

 Flexibility to include or exclude 
investment teams

D
an

ge
rs  Key person risk

 Potential to become too 
uniform

 Can feel disingenuous

 CPM teams without editorial 
background

 Misalignment between Sales 
and CPM
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5 Points

 Start with a single blog

 Expect to post 2+ times weekly

 Don’t extend, merchandise, activate your long-format whitepapers via blog posts

 Be ready for off-cycle content

 Ideation is difficult and likely to evolve

Questions?
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Thank You

17

Mike McLaughlin, Partner
mike@naissancepartners.com
(917) 674-1285

@NaissanceIdeas naissancepartners.com/blog

Anu Heda, Partner
anu@naissancepartners.com
(917) 478-7128


