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Yet content marketing in digital channels is relatively new and therefore 
poorly understood. It also requires that marketers look around the corner to 
what the future will bring. In addition, content is bigger than one department. 
It spans multiple functional groups within and outside of marketing, including 
CRM, IT, HR, and knowledge management.

As a result, brands cannot yet clearly articulate their content marketing needs 
to the hundreds of content marketing vendors competing for their business, 
with new vendors emerging all the time.

Creating a request for proposal (RFP) and asking the right questions of both 
LQWHUQDO�VWDNHKROGHUV�DQG�YHQGRUV��WKHQ��LV�LQFUHGLEO\�GLIͤFXOW�IURP�WKH�VWDUW��
Nor can brands rely entirely on IT for purchasing content solutions, as it is 
even less familiar with these requirements than marketing is and is typically 
far removed from the scoping and selection process.

And while marketers are no strangers to the RFP process, existing templates 
FDQQRW�HIIHFWLYHO\�EH�UHWURͤWWHG�WR�WKLV�WDVN��7KDW̵V�EHFDXVH�FRQWHQW�
PDUNHWLQJ�SUHVHQWV�VHYHUDO�VSHFLͤF�FKDOOHQJHV��

• Establishing content governance, processes, strategy, and inter-
departmental coordination

• Matching content software needs to planned investments

• Finding solutions that scale toward the future (e.g., new technologies, 
vendor partners, or channels)

• Scoping software integration requirements, both with other marketing 
software and often with enterprise software packages such as CRM or 
customer data

• $FFRPPRGDWLQJ�H[LVWLQJ�ZRUNIORZV�DQG�SURFHVVHV��LW̵V�PXFK�PRUH�
GLIͤFXOW�WR�UHWURͤW�SURFHVV�WR�VRIWZDUH�WKDQ�WKH�LQYHUVH�

• Winnowing down a vendor shortlist, based on who best meets requirements

Content Marketing Software RFP:  
An Introduction
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Why a Content Marketing RFP?

Content is the atomic particle of all marketing — paid, 
owned, and earned. Content must be executed correctly 
for it to be effective across the marketing ecosystem, as 
well as across the broader enterprise.

Brands cannot yet 
clearly articulate 
their content 
marketing needs 
to the hundreds of 
content marketing 
vendors competing 
for their business, 
with new vendors 
emerging all the 
time.
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,GHQWLI\�6SHFLͤF�1HHGV�IRU�&RQWHQW�
0DUNHWLQJ�WR�$LG�LQ�9HQGRU�6HOHFWLRQ
To help marketers make sense of and document 
WKLV�FRPSOH[�SURFHVV��ZH̵YH�FUHDWHG�D�FRQWHQW�
marketing RFP template, which can be adapted 
and customized to meet individual requirements, 
such as a campaign-based RFP or a request 
for enterprise software. You can also tweak the 
template to reflect highly specific integration 
requirements or the needs of individual 
departments or stakeholders. 

The RFP Template reflects the two parts of our 
recommended process: 

• Part 1: Conduct an internal assessment of 
use cases and requirements by asking key 
stakeholders about their needs and priorities. 

• Part 2: Create an RFP to be used externally with 
vendors based on these needs. It should include 
an RFP Background (completed by the marketer) 
and an RFP Vendor Response sheet. 

%HORZ�DUH�VSHFLͤF�LQVWUXFWLRQV�RQ�KRZ�WR�XVH�WKH�
template as part of your content marketing RFP creation 
process. These seven steps, outlined in Figure 1, will 
guide you through a comprehensive requirements 
gathering and vendor analysis process aimed at 
selecting the best-suited content marketing solution for 
\RXU�RUJDQL]DWLRQ̵V�FXUUHQW�DQG�IXWXUH�QHHGV��

6WHS����'HWHUPLQH�*RDOV�DQG�3URYLGH�%DFNJURXQG

Because content marketing is still nascent, this 
initial step helps align the organization with the RFP 
process. Write a brief that includes project goals/
objectives of the project, your initial deployment 
approach, the competitive landscape (if relevant), and 
an implementation timeline.

For example, one goal could be to streamline content 
creation throughout marketing to reduce duplicated 
efforts. Or you may want to syndicate existing 
content across multiple websites and use analytics to 
optimize content for greater visibility. A thorough brief 
also helps the software vendors understand goals, 
targets, and unique challenges
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Figure 1 Seven Steps of Content Marketing Software Selection



5

Once developed, add the goals and any additional 
background to the “Stakeholder Feedback” tab, which 
you will use to solicit feedback from key stakeholders.

Step 2: Determine and Prioritize Content 
0DUNHWLQJ�8VH�&DVHV

The next step is to determine which use cases 
apply to your project. The template reflects the 
IUDPHZRUN�RXWOLQHG�LQ�$OWLPHWHU̵V�UHSRUW�The Content 

Marketing Software Landscape: Marketer Needs and 

Vendor Solutions, which explains how to identify 
PDUNHWHUV̵�QHHGV�DJDLQVW�HLJKW�XVH�FDVHV��HDFK�
containing numerous subcategories and integration 
considerations (see Figure 2).1

A key part of your RFP process is determining 
which use cases and subcategory features are 
most important to your organization. Very rarely 
does an RFP address all eight use cases; you can 

Figure 2 Content Marketing Use Cases and Subcategories
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reduce the complexity of your process by selecting 
from the start only those use cases that most apply 
WR�\RXU�RUJDQL]DWLRQ̵V�FRQWHQW�QHHGV��7R�KHOS�LGHQWLI\�
use cases, look at the subcategories within each 
use case and assess which needs apply to your 
organization.

In the “Stakeholder Feedback” tab of the RFP 
Template, you have the option of including all or 
just some of the use cases, asking stakeholders to 
rate how important each area is to help determine 
prioritization for the organization. 

6WHS����*DWKHU�&URVV�)XQFWLRQDO�5HTXLUHPHQWV

Now that you have the broad outlines of your 
RUJDQL]DWLRQ̵V�FRQWHQW�QHHGV��LGHQWLI\�VWDNHKROGHUV�
and end users and solicit them for their requirements, 
input, and collaboration by circulating the “Stakeholder 
Feedback” tab of the RFP Template.

http://www.altimetergroup.com/content-marketing-software-landscape/
http://www.altimetergroup.com/content-marketing-software-landscape/
http://www.altimetergroup.com/content-marketing-software-landscape/
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,W̵V�LPSRUWDQW�WR�JDWKHU�UHTXLUHPHQWV�DFURVV�WHDPV��ERWK�FURVV�IXQFWLRQDOO\�DQG�
across workflows. Some brands actually submit mini internal RFPs or surveys to 
VWDNHKROGHUV�WR�KHOS�JDLQ�YHU\�VSHFLͤF�GRFXPHQWHG�LQSXW�RQ�QHHGV��SDLQ�SRLQWV��
and feature requests. Not only does this step help identify needs you may have 
overlooked, but collaboration also creates a sense of ownership and facilitates 
end-user adoption, especially when compared to having tools foisted upon the 
WHDPV�WKDW�ZLOO�KDYH�WR�XVH�WKHP��*DWKHU�DOO�RI�WKH�VWDNHKROGHUV̵�UHVSRQVHV�LQ�WKH�
̸&RQVROLGDWHG�)HHGEDFN̹�WDE�VR�WKDW�LW̵V�LQ�RQH�SODFH�DQG�HDV\�WR�UHYLHZ��

,W̵V�ZRUWK�QRWLQJ�WKDW�VWHSV���DQG���DUH�RIWHQ�FRQGXFWHG�LQ�WDQGHP��FURVV�
functional requirements help build out integration needs unforeseen by 
marketing functions.

6WHS����3ODQ�IRU�,QWHJUDWLRQ�DQG�(YROXWLRQ

Integration considerations are essential because of the consolidation driven 
by converged media, as well as the evolution of content stacks, end-to-end 
content marketing solutions akin to ad stacks. Each content marketing use 
case comes with a host of potential integration issues. Identifying essential 
LQWHJUDWLRQV�FDQ�KHOS�UHͤQH�\RXU�ͤQDO�OLVW�RI�SURVSHFWLYH�YHQGRUV��&RQWHQW�
marketing software integration considerations are tripartite:

1. ,QWHJUDWLRQ�ZLWK�PDUNHWLQJ�V\VWHPV��This includes legacy and existing 
marketing-related systems, such as CRM, social listening tools, content 
management systems (CMS), digital asset management (DAM) 
solutions, marketing automation, and so on. Integration requirements 
with other marketing systems are critical and typically comprise the 
most immediate integration needs when implementing new content 
marketing software. 

2. ,QWHJUDWLRQ�ZLWK�HQWHUSULVH�V\VWHPV��This includes legacy and existing 
enterprise systems that support or could support content marketing 
processes (e.g., management, workflow, analytics, etc.). Examples 
include internal communications platforms, corporate intelligence, and 
internal collaboration networks. Depending on organizational needs, 
enterprise system integration may be an immediate or a longer-term 
priority.

3. )XWXUH�LQWHJUDWLRQV��While future�ZLOO�KROG�GLIIHUHQW�GHͤQLWLRQV�IRU�
different organizations, remember to consider how the business and 
IT roadmap will impact integration needs down the road. Also consider 
external forces, emerging technology platforms, changing capabilities, 
and device types. 

,W̵V�LPSRUWDQW�
to gather 
requirements 
across teams, 
both cross-
functionally and 
across workflows. 
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,W̵V�LPSRUWDQW�WR�JDWKHU�UHTXLUHPHQWV�DFURVV�WHDPV��
both cross-functionally and across workflows. Some 
brands actually submit mini internal RFPs or surveys 
WR�VWDNHKROGHUV�WR�KHOS�JDLQ�YHU\�VSHFLͤF�GRFXPHQWHG�
input on needs, pain points, and feature requests. 
Not only does this step help identify needs you may 
have overlooked, but collaboration also creates a 
sense of ownership and facilitates end-user adoption, 

Figure 3 Content Marketing Integration Needs

Source: Altimeter Group
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especially when compared to having tools foisted upon 
the teams that will have to use them. Gather all of the 
VWDNHKROGHUV̵�UHVSRQVHV�LQ�WKH�̸&RQVROLGDWHG�)HHGEDFN̹�
WDE�VR�WKDW�LW̵V�LQ�RQH�SODFH�DQG�HDV\�WR�UHYLHZ��

,W̵V�ZRUWK�QRWLQJ�WKDW�VWHSV���DQG���DUH�RIWHQ�FRQGXFWHG�
in tandem; cross-functional requirements help build out 
integration needs unforeseen by marketing functions.
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6WHS����&UHDWH�WKH�5)3�%DFNJURXQG�DQG�9HQGRU�
5HVSRQVH�'RFXPHQWV

The goal of any RFP is to bring structure to the 
procurement process. Each step outlined above provides 
you with the requirements needed to build as realistic 
and complete a picture of your current and future needs. 
Framing good questions around strategies, needs, and 
business objectives results in better answers from 
vendors, especially when an industry sector is new, 
crowded, diverse, and inconsistent and is undergoing 
rapid change and upheaval.

The Background also provides company and 
background information, current tools, and integration 
needs, enabling vendors to respond to the bigger picture. 
You should also include the decision-making timeline 
and any evaluation criteria or budget information that 
you would like to share. 

Clearly outline out all requirements as they apply to 
each use case (feel free to edit out those that are 
not relevant). Pay special attention to integration 
requirements, from both the internal stakeholder input 
and the RFP appendix, which contains a more detailed 
list of the types of integrations most common in content 
marketing technology.

Two sheets in the RFP Template can help with this 
process: 

• The RFP Background sheet provides details about 
the strategy and approach to content marketing. 

• The RFP Vendor Response sheet contains 
VSHFLͤF�UHTXLUHPHQWV�DQG�TXHVWLRQV�WR�EH�
DQVZHUHG�E\�LGHQWLͤHG�YHQGRUV��VHH�VWHS�����

6WHS����,GHQWLI\�DQG�3ULRULWL]H�9HQGRUV

Having prioritized use cases and integration 
UHTXLUHPHQWV��\RX�QRZ�PXVW�ͤJXUH�RXW�ZKLFK�YHQGRUV�
can satisfy the requirements of those use cases. 
Altimeter requested information from 110 content 
marketing vendors, and 53 provided responses to our 
extensive survey. Each vendor was not only asked 
which use cases their platform supports but also 
asked to force rank the use cases they support best.

The results are summarized in the appendix of The Content 

Marketing Software Landscape: Marketer Needs and 

Vendor Solutions. Look at your own prioritized use cases 
developed in step 4, and see which vendors should be on 
your shortlist because their priorities match your own. Also 
consider working with multiple small vendors that provide 
point solutions, because they may concentrate on key 
use cases that are important to your content marketing 
organization.

6WHS����&RPSLOH�DQG�&RPSDUH�5HVSRQVHV

With your responses in hand, you can begin to compare 
your options. Consolidate and review all responses to the 
RFP in the “Consolidated Vendor Response tab of the RFP 
Template. At the end of the process, follow up with all of 
the vendors and provide feedback to those not selected, 
because you may want to work with them in the future. 
The information gathered can provide you with pointed 
feedback and documentation. 

&RQFOXVLRQ
We hope the RFP template will serve as a substantial 
foundation for matching technology solutions with your 
content requirements.

Business technology investments are complex, and 
FRQWHQW�PDUNHWLQJ�VRIWZDUH�LV�QR�H[FHSWLRQ��,W̵V�ZRUWK�
noting that there is likely no content marketing software 
on the market today that will perfectly address every 
current and future requirement; concessions may be 
necessary and prioritization is key. As digital marketing 
continues to evolve, so too will business needs, tactics, 
and the technologies needed to harness it. 

http://www.altimetergroup.com/content-marketing-software-landscape/
http://www.altimetergroup.com/content-marketing-software-landscape/
http://www.altimetergroup.com/content-marketing-software-landscape/
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$SSHQGL[�$��&RQWHQW�0DUNHWLQJ�6RIWZDUH�5)3�7HPSODWH�
%HORZ�LV�D�SUHYLHZ�RI�$OWLPHWHU̵V�&RQWHQW�0DUNHWLQJ�6RIWZDUH�5)3�7HPSODWH��)RU�\RXU�FRQYHQLHQFH�ZH̵YH�SURYLGHG�WKLV�
WHPSODWH�DV�DQ�([FHO�VSUHDGVKHHW�WKDW�\RX�FDQ�HGLW�WR�ͤW�WKH�QHHGV�RI�\RXU�RUJDQL]DWLRQ��7KH�IXOO�WHPSODWH�FRQVLVWV�RI�PXOWLSOH�
tabs, outlining requirements across each phase of the content marketing software selection process. 

This template follows a 4-phase approach for content marketing software selection:
 3KDVH��� Collect Stakeholder Feedback
 3KDVH��� Combined Stakeholder Feedback
 3KDVH��� Submit the RFP Background & Collect RFP Vendor Responses
 3KDVH��� Combined Vendor Responses 

You can download this template at: http://www.altimetergroup.com/content-marketing-rfp.xlsx.

http://bit.ly/altimeter-cmrfp
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(QGQRWHV�
1 Rebecca Lieb, The Content Marketing Software Landscape: 

Marketer Needs and Vendor Solutions (Altimeter, May 2014), 
http://www.altimetergroup.com/content-marketing-software-
landscape.

$FNQRZOHGJHPHQWV
Special thanks to Charlene Li, Christine Tran, Vladimir 
Mirkovic, Cheryl Knight, Erin Brenner, and Alec Wagner

We would also like to thank the following for their insights 
and expertise: 

Carlos Abler, Online Content Strategy, 3M Global  

eTransformation

Michael Brenner, Head of Strategy, Newscred
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We also drew inspiration from a content marketing RFP 
template published by Percolate earlier this year: http://
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This independent research report was 100% funded by Altimeter 
Group. This report is published under the principle of Open 
Research and is intended to advance the industry at no cost. 
This report is intended for you to read, utilize, and share with 
others; if you do so, please provide attribution to Altimeter 
Group.

3HUPLVVLRQV
The Creative Commons License is Attribution-Noncommercial-
Share Alike 4.0 United States at http://creativecommons.org/
licenses/by-nc-sa/4.0.

'LVFODLPHU
ALTHOUGH THE INFORMATION AND DATA USED IN THIS REPORT HAVE BEEN 
PRODUCED AND PROCESSED FROM SOURCES BELIEVED TO BE RELIABLE, NO 
WARRANTY EXPRESSED OR IMPLIED IS MADE REGARDING THE COMPLETENESS, 
ACCURACY, ADEQUACY, OR USE OF THE INFORMATION. THE AUTHORS AND 
CONTRIBUTORS OF THE INFORMATION AND DATA SHALL HAVE NO LIABILITY 
FOR ERRORS OR OMISSIONS CONTAINED HEREIN OR FOR INTERPRETATIONS 
THEREOF. REFERENCE HEREIN TO ANY SPECIFIC PRODUCT OR VENDOR BY 
TRADE NAME, TRADEMARK, OR OTHERWISE DOES NOT CONSTITUTE OR IMPLY 
ITS ENDORSEMENT, RECOMMENDATION, OR FAVORING BY THE AUTHORS OR 
CONTRIBUTORS AND SHALL NOT BE USED FOR ADVERTISING OR PRODUCT 
ENDORSEMENT PURPOSES. THE OPINIONS EXPRESSED HEREIN ARE SUBJECT TO 
CHANGE WITHOUT NOTICE. 

http://www.altimetergroup.com/content-marketing-software-landscape
http://www.altimetergroup.com/content-marketing-software-landscape
http://www.altimetergroup.com/content-marketing-software-landscape
http://contentmarketingrfp.com
http://contentmarketingrfp.com
http://creativecommons.org/licenses/by-nc-sa/4.0
http://creativecommons.org/licenses/by-nc-sa/4.0
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How to Work with Us 
Content strategy establishes strategic, business-oriented goals for content and also enables repeatable 
processes for the planning, creation, delivery, and governance of digital content that are both useful to and 
XVHDEOH�E\�DQ�RUJDQL]DWLRQ̵V�FRQVWLWXHQFLHV��,Q�FRQMXQFWLRQ�ZLWK�FRQWHQW�PDUNHWLQJ�VRIWZDUH�UHVHDUFK��WKHUH�DUH�
several ways Altimeter can help with your content strategy: 

• &RQWHQW�VWUDWHJ\�URDGPDS��'HYHORSPHQW�RI�EHQFKPDUNV�IRU�\RXU�RUJDQL]DWLRQ̵V�FRQWHQW�PDUNHWLQJ�PDWXULW\�
and a roadmap for moving forward.

• &RQWHQW�DXGLW��$�TXDOLWDWLYH�DQG�TXDQWLWDWLYH�DVVHVVPHQW�RI�\RXU�RUJDQL]DWLRQ̵V�FRQWHQW�PDUNHWLQJ�
effectiveness, capabilities, and governance

• Content vendor selection: Based on existing capabilities, content strategy, and stated needs and 
requirements, Altimeter Group will suggest a short list of vendors/solutions.

7R�OHDUQ�PRUH�DERXW�$OWLPHWHU̵V�FRQWHQW�RIIHULQJV��FRQWDFW�/HVOLH�&DQG\�DW�leslie@altimetergroup.com or 
617.448.4769.
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