


Проблематика создания экспертного контента 
в парадигме бренд-коммуникаций на 
примере DataArt — международного 
разработчика программного обеспечения

Александр Андреев и Алексей Шунявя
DataArt, Команда Коммуникаций



Content creation at DataArt

Alexander Andreev, Alexey Shunyaev
DataArt, Communications Crew



Alexander Andreev

editor

FC Zenit

Radio Zenit

TV channel 5

Aleksei Shuniaev

hrm specialist

PROспорт

Metro

Forbes

Speakers



DataArt
Global Software Engineering Firm

years in operation

23

3500+
projects

specialists
3300+

10+
countries

cities
20+

$155M
revenue in 2019



White letters on the blue background



1. Employer Brand, Statistics, EVP as a compass

2. Channels we use

3. Content types: the production difficulty, engagement rate, 
scalability

4. How to work with experts: 6 rules, illustrated

5. Outcomes

What’s inside



We want to be the employer of choice in the location where 
we operate.

The most important metrics:

• The Reach

• The Cost per hire

Why Employer Brand



DataArt
Brand Awareness Evolution (%)

72,5 73,6
82,4 86

2016 2017 2018 2019
High Low



DataArt
Daily Reach Evolution (k)

5,9
8,5 9,5

19,4

2016 2017 2018 2019



We want to be the employer of choice in the location where 
we operate.

• The reach grows
• Cost per hire does not

Why Employer Brand



Content



People first

Flexibility

Expertise

• Highly qualified team

• Help from senior colleagues

• Communities and knowledge sharing

Trust

EVP is our internal compass



Channels



Content type. 1/7
Company news

• Nobody cares about pure company news

• You need to re-pack company news



Content type. 2/7
English: how to learn it

The topic has to be relevant for TA.

Crew

Time

• Easy to scale

• Medium success



Content type. 3/7
[Educational] Listings

Chose free or cheap content.

Crew

Time

• Easy to scale

• Medium success



Content type. 4/7
Soft Skills

Always search for an expert from production.

Crew

Time

• Easy to scale

• Big success



Content type. 5/7
History

Specific for each country.

Crew

Time

• Impossible to scale

• Huge success



Content type. 6/7
UGC 2.0

Very unpredictable results.

Crew

Time

• Easy to scale

• Big success



Content type. 7-0.5/7
Experts column

Advice help for your experts.

Crew

Time

• Easy to scale

• Big success



Content type. 7/7
Experts hardcore

Code in the text.

Crew

Time

• Difficult to scale

• Medium success



33

67

Experts All the rest

Our editorials, %



Reactively / Proactively

a) Rewrite a presentation

b) Interview
• Columns

c) Ask them to write an article themselves
• Hardcore

• Columns

How to get a piece of expertise



How to work with experts.



How to work with experts
1/6. The author is the boss

• The topic — desided by the author

• The schedule / the prioritization — desided by the author

• The instruments to use — desided by the author



How to work with experts
2/6. Be faster than the author

• Not only because they can leave the company before the 
article release

• Reply faster than they do, otherwise you have to come back 
and apologize. It may not affect the outcome, but can prevent 
successful collaboration in the future



How to work with experts
3/6. Make the author feel special

• Let the author realize that their skills and knowledge matter



How to work with experts
4/6. Don’t be patronising



How to work with experts
5/6. Respect their style

• Имеет место быть

• Сферический в вакууме

• От слова совсем

Be ready for compromise

Let the author keep their personality



How to work with experts
6/6. The author must leave happy



• The author is the boss

• Be faster than the author

• Make the author feel special

• Don’t be patronizing

• Respect their style

• The author must leave happy

How to work with experts



• Your colleagues have got the expertise

• To communicate it or not is about:
• Will

• Capacity

• Skills

• Values

Think before the start



Thanks


