
1

Advocate Marketing Academy
March, 12 20 24

Data- driven insights 
for modern customer 
storytelling

Michael A. J ohnson

S enior C ustomer R eference 

Manager, C ontent S trategy



2

Sources:   1- R ed Hat client data and F ortune 50 0  list, S eptember 20 23. ( requires subscription)
2 - R ed Hat S E C  filings prior to the acquisition by IB M.  Note: C urrency in U.S . dollars.

10 0 %
of U.S . telecommunications 

companies in the F ortune 
50 0  rely on R ed Hat

10 0 %
of U.S . commercial banks 

in the F ortune 50 0
rely on R ed Hat

10 0 %
of U.S . E xecutive 

Departments 
rely on R ed Hat

10 0 %
of U.S . airlines in the 

F ortune 50 0  
rely on R ed Hat

More than 90% of the Fortune 500 
use Red Hat products and solutions1



Our customers by industry
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T ransportationHealthcareG overnment

O il and gasT elecommunicationsF inancial services Manuf acturing

R etail
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Red Hat Ansible Automation Platform

Red Hat OpenShift

Red Hat Enterprise Linux Deployment strategies:
B are metal

V irtual environments

P rivate clouds

P ublic clouds

E dge environments

Our broad portfolio tackles customer challenges
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Customer Reference Team Mission

We are a customer-centric team 
that connects customers, 
advocates and R ed Hatters, 
creates engaging and targeted 
customer success assets and 
promotes those success stories 
internally and externally.

https://www.youtube.com/watch?v=y1WC4kDXH2I


The Global Sales Engagement team is the 
sales facing arm of the reference program 
focused on supporting sales in the deal 
cycle and recruiting new references. 

● G lobal sales engagement standards

● S trategic approach to references and 
relationships

● T rusted advisor for sales

T he customer reference team includes three focused groups - G lobal S ales E ngagement, G lobal P rograms, and O perations:

G lobal P rograms

T he G lobal P rograms team drives the 
creative strategy and activation for all 
customer and partner reference assets and 
activities globally.

● C ustomer storytelling

● Merchandising creative assets ( internal 
connections with R DC / G C T )

● P artner reference strategy

Program brands:

G lobal S ales E ngagement 
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Customer Reference Team org

Operations 

The Operations team supports the reference 
program with planning and prioritization and 
serves as the first point of contact for 
Comms (AR/PR/social) internal stakeholders.

● Project prioritization 

● Tools and content library maintenance

● Internal comms (newsletters, slides) and 
external comms (social media)



Innovators in the Open Brand Identity



Innovators in the Open Creative

https://www.redhat.com/en/success-stories


Lessons learned

1. C reate opportunities 

to take risks

2. Use data to inform 

storytelling

3. B e intentional about 

how you use data to 

tell your program 

story

We help others 
“follow in the 
footsteps” of  our top 
advocates
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PART 1: 
T ake R isks!
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F rom scrambling to fulfill many 
reference needs with many 2- 4  

page case studies

T o proactively infusing a few key 
customers across many aspects of 

marketing and communications making 
customer references truly pervasive at R ed 

Hat

F rom serving all stakeholders and 
audiences with one asset.

T o building a package of content 
around one story to serve specific 

needs and audiences

C ustomer Reference content strategy

F rom quantity 
to quality

O ne story: 
many applications



INF O R MAT IO N S O UR C E S  AND WAT E R ING  HO L E S  DE E P  DIV E
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Information 
Sources

C-suite (IT)

CIO
(IT C-

SUITE)
AppDev 

ITDM

Ent 
Arch

IT Ops

LOB
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Where do we 
start?  
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General Visitor Flow

O rganic S ocial 
( Including hero 

video)

Web S uccess story

Next best 
offer /  
page

P aid /  program 
promotion

Additional 
videos

Additional 
videos

V oting

https://www.redhat.com/en/success-stories/hca-healthcare
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INNOVATION AWARDS DATA / MEASUREMENT STRATEGY 

GOAL Create awareness for Innovation Awards winners’ stories, while driving content in Red Hat’s OpenShift digital ecosystem (both
customer and non-customer specific). 

STRATEGY Drive awareness of the innovation awards program, on-page engagement, and click through to relevant pages. 

QUESTIONS TO 
BE ANSWERED

AWARENESS

Does Innovation Awards get in 
front of enough users to drive 
awareness of Red Hat 
technology? 

ENGAGEMENT

Do users get enough from Innovation 
Awards content to learn more? 

PARTICIPATION

Do users participate in 
Innovation Awards by 
voting, learning about 
multiple customers, etc?

CONVERSION

Do users continue from 
Innovation Awards stories 
to other focus areas, 
including Product, 
Customer, and Summit?

KEY METRICS

▸100K Increase in 
impressions on R ed Hat 
branded social channels

▸V ideo views increased by 53% on 
social

▸S ocial media engagement 
increased by 4 8 % 

▸43% Multi P age Visit 
R ate 

▸12%eventually viewed a 
S ummit page after 
viewing an IA page

▸13%eventually viewed a 
product page after 
viewing an IA page
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PART 2: 
Data to story



References don’t stop at their original format. 

How we think about references
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VIDEO PLAYBACK SLIDE - B RAND C AMP AIG N

AMA

20

https://www.youtube.com/watch?v=IEhhpNuKbDI
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ULTA VIDEO PLAYBACK SLIDE

https://www.youtube.com/watch?v=rm8xtOrNxwQ
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Content Performance Improvement

Increase In Marketing Source Opp Value
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Innovators in the Open: Roundables

▸ F ormat: 

･ 15 min introductory presentation

･ 4 5 min. roundtable discussion

▸ T akeaway: scribe session artwork
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Connecting Roundtables to In- P erson E vents

More than 20 0  customer 

attendees worldwide

Accounts for nearly 10 % of 

our program’s opportunity 

value

L ocalized special Interest 

G roups
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Hard.
T o. 
S cale.
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Asking ourselves:

▸ What are we hearing most during roundtable 

sessions?

▸ What interesting customers have we not been 

able to close with normal content?  

▸ Where do we have gaps in our marketing plans?

B y meeting our customers where they are

Recreating the peer- to- peer experience digitally
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By piloting new content types

Recreating the peer- to- peer experience digitally
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By letting users ask their own questions

Recreating the peer- to- peer experience digitally
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By letting users ask their own questions

Recreating the peer- to- peer experience digitally
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PART 3: 
E ffective Data 
S torytelling



Generally, we’re measured across 4 areas
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AWARENESS

Do references get in front of 
enough users to drive 
awareness of Red Hat 
technology? 

ENGAGEMENT

Do users get enough from reference 
content to learn more? 

PARTICIPATION

Do customers participate 
in the Innovators in the 
Open program? 

CONVERSION

Do users continue from 
customer stories to other 
focus areas, including 
Product, Customer, and 
Summit?

But opportunity value and reference participation are the focus
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▸ What people think it shows: Value given back to the business by 
customer reference efforts

▸ What it actually shows: the customer reference team’s ability to 
“sell” references to marketers who own promotional budgets

Opportunity Value

What does it all mean?
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Value is driven by promotion
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Promoting existing references

Use data to ask for help



35

▸ What people think it shows: How satisfied our customers are with 
our products 

▸ What it actually shows: the customer reference team’s ability to 
close reference opportunities, and how well we’ve navigated the 
customer’s PR team 

Reference Participation

What does it all mean?
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Customer Reference Pipeline Coverage

Use data to ask for help

Leads

Targets - (in progress + 
published)
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By setting our own targets for customer content

How do we report?

Agency commitments R egional needsHistorical data
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800+ Unique pieces of content published since 2020 

Distribution Challenges

Rolling customer 
references deck

Google Looker Studio
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▸ More engaged conversations with our stakeholders 
about recruitment and promotion

▸ “S eat at the table” in more high level marketing 

conversations

S uccess of data and distribution strategy



linkedin.com/company/red - hat

youtube.com/ user/ R edHatVideos

facebook.com/ redhatinc

twitter.com/ R edHat

4 0

R ed Hat is the world’s leading provider of enterprise 

open source software solutions. Award- winning support, 

training, and consulting services make R ed Hat a trusted 

adviser to the F ortune 50 0 . 

Q &A
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