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Content Marketing Platform for Audience Engagement 
 

About SnapApp 
Since 2010, SnapApp’s content marketing platform has given companies the power to 
easily build and deploy highly engaging interactive audience experiences used to drive 
engagement, generate leads and increase revenue. 
 
Within that platform, marketers can select from a range of customizable content 
types including assessments, knowledge tests, polls and surveys, interactive white 
papers and infographics, calculators and contests that average click rates of over 50% 
and conversion rates in excess of 40%.  
 
SnapApp customers include EMC, Electronic Arts, Discovery Communications, Iron 
Mountain, PBS, Harte Hanks, Monumental Sports & Entertainment, Citizen Watch, and 
The Los Angeles Times among others. 
 
Interview conducted by: Lynn Fosse, Senior Editor, CEOCFO Magazine 

 
CEOCFO: Mr. Lieberman, what was the idea behind SnapApp? 
Mr. Lieberman: We really wanted to figure out how marketers could better engage with their audience. One of the big 
things we understand is that getting attention from people and making them care and understand and then moving them 
into some marketing outcome is crucial for marketers. That is really where we set the premise out in what we were trying 
to do, and we wanted to make sure that marketers had the ability to deliver those kinds of experiences and dialogues 
without development resources. Those are really the main two things.  
 
CEOCFO: Would you tell us about SnapApp today? 
Mr. Lieberman: We have a great set of customers, and they really span three different markets. The business-to-
business market, where our customers are really trying to drive engagement and demand generation efforts, large media 
and publishing clients, where there they are trying to better deliver engaging content for sponsored advertising and native 
advertising, and then brands, where we are doing customer acquisition and social on the web. We have a great deal of 
traction, but we have a lot more to go. 
 
CEOCFO: How does SnapApp work? What is happening when people are using it? 
Mr. Lieberman: SnapApp is a marketing application where marketers and other business people can build interactive 
pieces of content all through a simple drag and drop web interface. One of the big differences in using our software versus 
historical production is that most marketers need development, product or agency time to build these kinds of pieces of 
interactive content. Now with a couple clicks and dragging around, in a matter of 15 to 30 minutes you can build a very 
rich and robust experience that works on mobile, the web, social and email all by yourself. It is really about empowering 
the marketer to build these kinds of interactive content and conversations without development. 
 
CEOCFO: Do you help them decide what they should be dragging and dropping or is it strictly up to the user? 
Mr. Lieberman: We have done a couple things. One is that we have built some very sophisticated workflow processes to 
help the user identify the kind of content they think they want to create, whether it is an assessment, contest or whole 
survey. All these things are relatively categorized into business templates, and then we have a very powerful workflow to 
walk them through that. At the same time, we have a success coaching team on top. It really helps them think about their 
strategy, ideation and what kinds of things are working for their peer cohort and what they might try if they are really stuck. 
Most of the time, marketers actually have a very good idea of what they want to do. They are simply locked and loaded. 
 
CEOCFO: Would you give us an example of where someone might use your service? 
Mr. Lieberman: Many B-to-B marketers are building content around assessments, so assessing a specific application 
around their product or service – “Are you ready for a document disaster?”, “Are your software and data secure?”, “Are 
you following best practices?” All these kinds of things where users can answer questions and get a very targeted, 
customized result based on how they have answered those questions. Our customers build a lot of assessments, many 
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benchmarking tests, many best practices tests, and they build interactive white papers where their prospects can read 
long-form content and answer questions and interactive infographics where you can view the image or video and then 
answer questions about it. There are also polls, surveys and many of those more simple kinds of applications. 
 
CEOCFO: How do you reach potential customers? 
Mr. Lieberman: We do interviews like this. We have a pretty good marketing team who is doing both inbound marketing 
as well as some outreach, and we do a great deal of co-marketing with our partners like Oracle, Marketo, Salesforce and 
people like that. 
 
CEOCFO: What about the analytics portion? 
Mr. Lieberman: Analytics are important for us and increasingly for marketers as well. We like to think about analytics in a 
couple of tracks. The first track is, “How is my content performing? Where is the user coming in? Is it on a social track, is it 
on the web or is it on the mobile, and are they converting?” We track about 40 different analytical data points about every 
single piece of content in tracking where the user engages, where they drop off in that process, where they convert, and if 
they are sharing or not sharing. We allow you to overlay that with your own business persona, campaigns or buyer cycle 
data, and then we integrate all of that with your third party analytics, such as Google analytics or omniture. Not only do 
you get a very detailed view about our stuff; you get a holistic view as we sit inside your global analytics data. 
 
CEOCFO: Your client list certainly has names that we all know. What is the competitive landscape? 
Mr. Lieberman: There are a bunch of people who are starting to compete with us at different points. Part of our approach 
has been to be as far ahead of the market as we can. Sometimes we have a slightly longer sales cycle. We do not really 
see anybody directly competing against us today in terms of the breadth and depth of our offering. Certainly there are a 
couple people out there that compete with little pieces, but nobody has really approached the market with the 
sophistication we have. I am sure that will change as we continue to grow a couple hundred percent year after year, so I 
expect that if you we do this in a year it will be a little different. 

 
CEOCFO: When you are speaking with a prospective customer, do they understand immediately or is there an 
aha point when they realize the depth of the offering? 
Mr. Lieberman: It sometimes takes people a little bit of time to wrap their head around everything we do, but they very 
quickly grasp the concept when we say you can build an ROI calculator, assessment or interactive white paper; 98 
percent of the time they say they were just talking about that or they just built one of those. That single use case will often 
resonate with them. From there as we expand and ask to show them a holistic approach to how they build dozens or 
hundreds of pieces of content, they very quickly wrap their heads around it and get excited. 
 
CEOCFO: What changed from the original concept? What have you learned as people started to use your 
system? 
Mr. Lieberman: I think one of things we learned very early on was when we were focused on social media. We were able 
to move away from that relatively quickly, and I think what we learned is that social media is just a channel. It is not 
actually a content type or anything more than a distribution method. We very quickly went to a very open distribution 
model where social, mobile, the web, email and events were all just distribution channels. If you do not put good content 
in, you do not get good value out. That was a quick learning experience.  
 
CEOCFO: What do you bring from your previous experiences that has been most helpful here? 
Mr. Lieberman: This is my third company. I think the biggest thing about building any company is people. People drive 
culture; they drive profit, productivity and ideation. We try to focus really hard on people. That is not just employees but 
also customers. Our goal is to get every one of our customers promoted – make them so effective and valuable in their 
job using our product that they get promoted in their organization. That is our approach with our customers and that is our 
approach with our people, which is people first and customers first and then to let everything else follow from that. 
 
CEOCFO: How does the customer focus strategy play out day to day? 
Mr. Lieberman: We rely heavily on our account management team—the team that is doing the success coaching, 
ideation, technical support and anything that our customers need. We are investing significantly into that time both in 
terms of bodies and resources so that we can really make sure those customers are receiving the best possible user 
experience with us as a company and with our product and technology. 
 
 

“A dialogue (interactive content) delivers more value for your audience and for you, 
whereas a monologue (static long form content) only delivers a one-way message.” 
                                                                                                                                - Seth Lieberman 
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CEOCFO: Would you give us an example of what might be a different experience with SnapApp? 
Mr. Lieberman: For many customers in the SaaS marketing space, once you buy their product you are on your own and 
you can either buy some very expensive coaching or training or you have a self-serve help guide or Wiki. We certainly 
have all those things as well, except that with every license our customers get a dedicated individual that gets on the 
phone with them at no additional fee, walks them through their strategy, helps orient them, and comes back to them on a 
quarterly basis with new ideas based on things that their cohort is doing that they are not doing. We just spend a lot of 
time pushing our customers to help them get ahead and get farther up the curve in the kinds of things they are doing. That 
is just a different approach than many other vendors who say once you are a customer and you pay me, now you are on 
your own and it is up to you to be successful. 
 
CEOCFO: Do you find that many of your customers take advantage of the full range of services you provide? 
Mr. Lieberman: Most customers actually do take advantage and find it enormously helpful. The truth is they have many 
good ideas, but content marketing is hard. It is complicated, there are many moving parts, and marketers have a great 
deal of technology these days. Our helping them think about both near-term goals and long-term strategy and how it fits 
into other marketing tools that they may have, which is the way we run our own company, is very helpful for them. There 
are a couple people who are just amazing. They are like savants, and they see it, they get it. They come buy once a 
quarter, they are totally friendly and they love our input, but they are moving a mile a minute and publishing three or four 
pieces of content a day and just do not need any help whatsoever. Most people are happy. It is one of the things that does 
differentiate us, which is having a real buddy on the phone that you can talk to any time you need to and ask how 
something works with your marketing automation or you are trying to make something go seamlessly with your CMS. “Is 
there a better way to do this?”, “How do I solve this challenge that my CMO has tasked me with?” - It is a differentiator for 
us. 
 
CEOCFO: What might be different a year from now at SnapApp? 
Mr. Lieberman: I hope we will be significantly bigger. We are adding a tremendous number of customers every month 
and every quarter. I think we are going to be much larger in both customer count and body count internally here. I think 
the other thing is that we have some really exciting stuff on the road map. We are not quite ready to release it out, but we 
are really extending the experience and the analytics and doing some very cool new things that will be coming in about six 
months. I suspect a year from now our technology will be even farther ahead of the curve than we are today, so that will 
be great. 
 
CEOCFO: Are you finding it difficult to find the right people for the organization with the technical skills and the 
mindset? 
Mr. Lieberman: Hiring is the single hardest thing that any organization can do. It is harder than customers, product and 
everything else. That said we are pretty lucky being here in Boston. There is a big talent pool. We screen new employees 
heavily both for culture fit and for skill set. If you want to work at an exciting, fast-paced, fast-growing, work hard, play hard 
kind of company, the people start to show up on our plate because we are small but we have a great culture. People 
come in and really like it. We are fortunate that we have a good talent pool and we are able to find quality people. 
 
CEOCFO: Put it all together for our readers. Why pay attention to SnapApp? 
Mr. Lieberman: At the end of the day, the biggest challenge marketers have to figure out is how to reach and engage 
their audience, make them care about their product or service and move them into their marketing funnel or some 
marketing outcome. The only way to do that when a company like Forrester says as much as 90 percent of that process 
now happens on the marketing side rather than the sales side is to find a way for your content and marketing to have a 
dialogue and conversation with your prospects. When you are not able to get your target customer on the phone to speak 
to you, you need a product like SnapApp that allows you to build the dialogues and conversations you want to have with 
them into consumable, bite-size pieces of content. Unless you are totally happy with your marketing results and you do 
not need any more customers or prospects, you should care a great deal about the stuff we are doing. Whether it is us or 
not, this is going to become table stakes for marketers over the coming several years. 
 
CEOCFO: Final thoughts? 
Mr. Lieberman: We are in general very excited for marketers. There is a great deal of work on their plate, but the game is 
on the line and marketers have the ball. It is a very exciting time to prove yourself in the marketing department. 
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BIO: Seth is the founder and CEO of SnapApp. As a repeat entrepreneur, Seth was previously the founder & CEO of 
Pangea Media (acquired by AdKnowledge) and co-founder & CEO of Focalex, (acquired by Intermix / MySpace). He 
started out as a banker at Credit Suisse First Boston. 
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