
Rackspace, a cloud computing and web hosting provider, found itself on the forefront of one of the biggest internet 
business trends in recent years – data hosting.

Since Rackspace o�ers a highly technical service, it’s been di�cult for the company to accurately communicate the 
value and services they can provide the average business.

Many business owners and managers who venture into e-commerce understand the value of reaching customers 
through the internet, but not all are familiar with the advantages and drawbacks of hosting their data o�site.

“We’re just trying to be relevant,” said Rackspace Marketing Director Angela Bartels on the brand’s marketing 
challenge.
To break through that barrier, the company needed a layered content plan that included an educational campaign — 
one that would explain the nature of cloud services and emphasize the return on investment that Rackspace could o�er 
businesses.

RACKSPACE MEETS CONTENTLY
“We started realizing that as the demand for content increased it made sense for us to outsource for experienced 
writers,” Bartels said.

Rackspace used Contently to assembled a team of vetted  journalists and assigned them to work on a variety of 
cloud-focused articles in conjunction with Rackspace’s own team of writers.

“Our teams look at Contently as a part of our own writing team,” Bartels said about the collaborative process.

The articles ranged from consumer-facing content to a weekly wrap-up series that was published by cloud computing 
journals.

As Rackspace evolved and their content needs evolved. Contently was able to put di�erent teams in place that solved 
those needs. In addition, Contently’s story production for Rackspace grew from five to 10 stories per month to about 40.

THE RESULTS
With the help of Contently’s team, Rackspace has promoted its brand 
and gained recognition within the growing – and increasingly competi-
tive – cloud industry.

In addition to the quality articles on Rackspace’s blog the content was 
also syndicated on third-party sites. Rackspace became part of an 
internet wide conversation about cloud computing.  

“It raises awareness for our brand,” Bartels said. “We have to have 
high-quality, fresh content across the internet – not solely on our site.”

“I’ve worked with a lot of content managers, and none of them have had 
such an easy platform,” Bartels said. “It’s super easy and intuitive.”
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In 2009 Degree Men was tasked with raising awareness of the brand while creating unique perspective on the extreme 
sports landscape. Degree partnered with Weber Shandwick, one of the worlds most prestigious PR Agencies. Weber saw 
content marketing as a way to perpetuate Degree's brand image while securing a position as a respected publication on 
extreme sports. With The Adrenalist, Degree Men is able to provide top-notch, relevant content to its readers with light 
branding and promotion.

The Adrenalist started with a sta� of eight freelance journalists but eventually needed to expand their coverage. They 
needed more writers and more content. 

DEGREE MEETS CONTENTLY
In addition to their sta� of general content creators, The Adrenalist required specialized journalists. “In 2011 we were moving 
away from a phase of using internal agency writers, and opening it up to actual journalists who were much better trained/po-
sitioned to create the exciting lifestyle content readers are going to respond to” said Parker Ward, a Degree account 
director. 

”The writers were of a professional pedigree who had all written for major publications. We conducted a search looking for 
vertical experts and found a handful of great writers. Though the experience of searching across disparate corners of the 
web was one of the factors that led us to seek a platform like Contently to e�ciently find future talent.”

Sal Basile, the managing editor of The Adrenalist said that the Contently Platform has been invaluable in coordinating writers 
and creating content. "I utilize Contently's editorial calendar; pitching, messaging and payment systems," said Basile. "I try to 
use every aspect of Contently in my day-to-day routine."

THE RESULTS
Contently connects all of the fragmented parts of running a website: managing 
writers, creating calendars, setting due dates, payments into one simple 
dashboard. "I spend most of my time during the day with Contently open on my 
computer screen. It has become my home base for everything Adrenalist-relat-
ed," said Basile. 

“Without Contently, I would have to set due dates and distribute them to the 
writer's individually. I would also have to collect pitches from the writers individu-
ally and organize them without a centralized calendar. Finally, paying writers 
would come down to separate invoices for each piece of content.”
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