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Thank you so much for taking time to review my work. I’ve 
been incredibly fortunate to lead a number of projects and 
products over the last few years, but with that comes the 
challenge of capturing them.  Because of the diversity and 
the number of projects, from leading the launch of the first-
ever Elfyourself app to combating Ebola,  I’ve found it useful 
to take the time and document my story.

For your consideration, I’ve compiled some of the more 
meaningful parts of my career and experience. In addition 
to my full-time roles across companies, I have served as 
a Partner for bMuse overseeing early-stage company 
formation for several start-ups, including Kinsa, Magic 
Mirror, Takes and Scribes.

I currently serve as the SVP, Chief Digital Officer for 
FactoryMade. My responsibilities include oversight of 
creative, marketing & innovation for the companies being 
incubated at FactoryMade.

Again, thank you for taking time to turn these pages. I 
consider it an awesome privilege to share my story with you. 

All the best, 

Shane 

Sharing my story. 
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Shane is one of the smartest digital 
executives I have worked with. He 
has a real understanding of digital 
marketing and product development 
- not only strategically but also the 
implementation - he can and does 
actually build and code the stuff 
himself. He is a one-man digital 
department and a good one at that. 
If he lived in the UK I’d hire him in a 
minute - I’d therefore recommend 
him highly.

Shane is a great out-of-the-box 
thinker! When you have a problem 
to work out, or a project that has 
stalled, Shane is terrific at talking it 
through, coming up with solutions, 
and showering you with suggestions.

CHARLIE REDMAYNE EMILY BRENNER
CEO - HARPERCOLLINS UK

VP, CHILDRRENS PUBLISHING - 

RECOMMENDATIONS

I’ve had the privilege of working 
with Shane for a number of years 
across companies as both a partner 
and colleague. He is as strong of a 
creative thinker as any and a master 
at solving complex problems. Shane’s 
greatest talent is bringing ideas to 
life and excels best when presented 
challenges. His work ethic and 
tenacity can only be compared to his 
optimism, creativity, ingenuity and 
unique ability to get things done.

EDO SEGAL
CEO OF BMUSE
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Shane is a master at presenting 
complex ideas and technologies in 
a simple way. He’s always the one 
in the meeting who crystallizes the 
discussion into a sharp point.

ERICK SCHONFELD
FORMER TECHCRUNCH EDI-

Shane is a super-creative, marketing-
savvy digital media pro...a bridge 
between marketing requirements 
and ideas and actual execution/
implementation. He’s always on the 
forefront of exploring applications 
of new media technologies and 
platforms.

If you need a Renaissance Man to do all 

things digital for your media business, 

Shane’s your guy. He’s got energy, cre-

ativity, hands-on development expertise 

in the App space, and passion for creating 

great content-based marketing and sell-

ing experiences on the cutting edge. He’s 

got deep experience of online ad-sales, 

but is equally adept at learning, doing, 

and selling new things. If your marketing 

or digital strategies needs to be tur-

bo-charged, Shane can help you do it fast.

RON STITT

CAROLYN PITTIS

SVP, DIGITAL - FOX TELEVISION STA-

FORMER SVP, DIGITAL - HARPERCOL-



Knowing the mechanics of 
technology is one thing. It’s tough to 
keep up with the rapid developments 
in devices, platforms and channels. 
To know how to strategically apply 
those technologies to advance the 
objectives of an organization is 
another thing entirely. Shane brings 
an incredible balance of not only 
knowing how to advance the growth 
and brand of an organization, but 
to also use technology in new and 
innovative ways. If you’re looking 
for A-list talent who can profoundly 
impact the growth of your 
organization, then I cannot give a 
higher recommendation than Shane.

I worked with Shane to launch, The 
Art of the Adventures of Tintin 
app, a ground-breaking new digital 
product. Shane headed the project 
and managed the relationships with 
all the parties and stakeholders. He is 
a bold visionary and proved capable 
of juggling lots of balls to create and 
launch a truly special product.

I was lucky enough to work with 
Shane on a few projects during 6 
months at News Corp in New York. 
He is a man who possesses that rare 
quality of finding solutions instead of 
seeing problems. The more vast the 
challenge, the more enthused Shane 
becomes. His ability to think laterally 
is superb and he has a real passion 
for pushing the envelope using the 
latest technology. He uses his digital 
skills to offer advertisers and other 
clients truly innovative solutions - 
but I really think he could turn his 
hand to anything. A forward thinker, 
Shane also holds deep values and a 
genuine respect for others and their 
views.

ALISON BROCK

ROD SAVAGE

PUBLISHER - HARPERCOLLINS NZ

EDITOR - THE NEWS LTD
TIM CLOSE
CEO - DOUGLAS SHAW & ASSOCIATES

RECOMMENDATIONS
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It is rare in the broadcast industry to 
find someone with the wide ranging 
skill set that Shane possesses. He is a 
creative, smart, collaborative media 
seller with knowledge in broadcast, 
digital and emerging technologies. His 
ability to help others learn, ascertain 
the needs of clients and execute off of 
those needs are true values.

Had the pleasure of working with 

Shane on a ground-breaking marketing 

application that he conceived and 

developed. In an industry full of people 

hellbent on preserving the status quo 

instead of meeting new challenges, he 

stands out as a truly creative thinker. 

And, more imporantly, a do-er. Would 

recommend him highly.

Shane is a visionary! His ability 
to see what the customer needs 
and articulate it in a way that is 
understandable to the lay person is 
invaluable. The presentation of his 
ideas and strategies is only exceeded 
by the final execution. I can’t 
recommend Shane more highly. 

SCOTT NORVELL

BARRY DURMAN 

FORMER COO, NEWSCORE

VP OF STEWARDSHIP - SIM USA
ART VENTURA
SVP, MEDIA - MADISON SQUARE 



Senior Vice President, 
Chief Digital Officer 
 
Creative, innovation, marketing & digital lead 
for companies being incubated at FactoryMade. 
Principal architect behind Nano, a new kids TV 
network and creator of original IP. Author of key 
investor/partner communication and developer 
of platforms & apps that support FactoryMade 
companies

2015-Current

#1 ORIGINAL IP 
Created original intellectual property for 

Nano’s STEAM-based programming.
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IP INNOVATION STRATEGY

1657 12TH STREET
SANTA MONICA, CA 90405

KEY ACHIEVEMENTS

1
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INVESTOR PRESENTATION

#2 NANO 

 Principal architect of Nano, a finalist 

in Comcast’s selection of a new 

television network.

Nano is a S.T.E.A.M. based network 

delivering connected TV, offline and 

digital experiences together through 

hands-on learning and entertaining 

educational programming

#6 INVESTOR 
RELATIONS/
DEVELOPMENT
Led investor communications for 
Lucha Underground, FactoryMade, 
Masha & The Bear, The Latin 
Kitchen, Vice and others

#3 CHEZ HUIT 
Marketing and creative lead 

for Chez Huit - a specialty food 

company created for A-list celebrity 

partners and FactoryMade. 

Developed full-scale e-commerce 

platform

#7  THE LATIN 
 KITCHEN STRATEGY 

Developed strategies specific to 

launching a unique food offering 

focused on the Latino community

#4 IP INNOVATON

Author of IP Innovation, an 

articulation of the science behind 

the development of classic IP into 

commercial success featuring case 

studies from Transformers and GI 

Joe, both properties of Hasbro

#8 NINTENDO 
Delivered IP innovation strategy for 

Nintendo’s head of marketing.

#3 IP DEVELOPMENT 

Creative Director/ Executive 

Producer for Nano content,  shows, 

games & apps

#9 LUCHA 
UNDEGROUND 

Developed & digital platforms, 

web presence and a social media 

network for Lucha Underground 

and its growing fanbase



A DIGITAL NATIVE 
NETWORK 
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Principal architect behind the new television network, Nano, a finalist 
in Comcast’s selection of a new minority-led television network.  
Created slate of original IP and show concepts

EXECUTIVE PRODUCER/ 
CREATIVE DIRECTOR
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If you were around in the 80’s undoubtedly you are familiar 
with School House Rock. At Nano, we are building the next 
generation with artists like John Legend who are creating 
fun and memorable songs around math, science and other 
core STEAM Topics. Teaching children to add, subtract and 
multiply through song is an exciting new frontier that we’re 
approaching with some of the world’s leading talent. 



Marketing and creative lead for Chez Huit - a specialty food company 
created for FactoryMade along with A-List celebrity partners

CREATIVE DIRECTOR
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CHEZ HUIT’S 8 PRINCIPLE ASSESSMENT
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verb. (ĕn-root)
1. to take root, fix into the earth

2. to cultivate, develop, prosper
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Designed and developed full 
e-commerce platform and community 
for Lucha Underground and its rapidly 
growing fanbase



#1 ELFYOURSELF

ELFYOURSELF
Led the introduction of this iconic 
brand into the App Store. Featured 
annually by Apple and Google, the 
app has garnered over 50 Million 
Downloads and made Magic Mirror 
one of the top new developers of 
2012 according to Distimo

FOUNDER & CEO 
 
Co-founded Magic Mirror, producers of one of 
the most downloaded apps in App Store history, 
ElfYourself. The app has over 50 million users to 
date

2012-2015



KEY ACHIEVEMENTS

Dreamworks Adventures
Platform Brief 

Emma Whittard & Kristy CoxPresented to

#2 VALENTINE  
YOURSELF 

Developed and produced original IP. 

Featured by Apple annually, the app 

has  2 million downloads to date

#6 XPRES
An innovative new form of 
expression, with a retake on 
greetings for life’s most significant 
events.  

#3 DANCING WITH 
FRIENDS 

Created Dancing with Friends, 

an original franchise and the first 

iteration of the Magic Mirror 

platform created for ElfYourself

#7 DREAMWORKS 
PUBLISHING 

Secured exclusive digital publishing 

deal with Dreamworks for its line of 

All-Stars

#4 YAOWAN 

Successful, top-rated dancing app 

produced for our partners in China 

for the Chinese New Year

#8 INTEL CONSULTING 
Consulted Intel by creating unique 

applications for its forthcoming eye 

tracking hardware by focusing on 

children’s publishing

#5 CHRISTMAS SPLAT 

Top-rated entertainment app, 

that launched in 2014 with New 

York Times Best-Selling Children’s 

Author, Rob Scotton

#9 HASBRO  
Invented mini-studio platform 
for Sesame Street and aided in 
the development of several toys 
currently in stores world-wide, such 
as Telepods



50 Million  
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In 2012, I led the team that introduced ElfYourself to mobile for the first time. 
Under my leadership this cultural icon reached unprecedented heights as a 
mobile app. Having just completed its 5th season, the app has seen over 50 
million downloads to date.

I have guided both technical, marketing and product development for the app. 
Based on this success, we created additional brands and products such as 
ValentineYourself and Dancing With Friends. 

OVERVIEW
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CEO/CO-FOUNDER
Magic Mirror was born out of the dream to merge realities and bring consumers into worlds they’ve only 
imagined. In addition to the breakout success of our entertainment brands, I also developed an extensive 
program along with Dreamworks. Combining the best technology with the best brands, Magic Mirror aimed 
to carve out  space in a genre best described as edutainment. 

STORYBOOK PLATFORM

++ +



ACTIVITIES UPDATE & OUTLOOK



Fundamentally, the way that we express ourselves and communicate has changed. Building on the 
success of Magic Mirror apps, Xpres is a platform that delivers new forms of expressions to celebrate 
life’s most significant events. 
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Retoy, a portfolio company of bMuse, was named as Hasbro’s Inventor of the 
Year. This distinction presented the incredible opportunity to explore new 
ideas. I produced a numberof inventions, including the Magic Mirror Stage, a 
toy green screen allowing children to produce their own Sesame Street show 
or music video. 

INVENTOR, SESAME STREET   





Magic Mirror’s second most popular app 
is ValentineYourself. With over 2 Million 
Downloads to date, it is featured annually by 
Apple and was covered as a lead story by Daily 
Mail and other leading publications and news 
outlets. 

ValentineYourself is an original set of IP built 
around mini-narratives that celebrate the 
adventure of love.





PRESS & PUBLICATIONS    





Off the heels of two successful seasons of Elfyourself, we were 
regularly approached to replicate the app and experience. 

The most compelling was one developed by our partners in China 
for the upcoming Chinese New Year. The app was a hit, and quickly 
became number 1 in China. It was produced by our team in only 
two weeks. 



12 >>> FASHION





Elfyourself 
 (2012)

Elfyourself 
 (2013)

Elfyourself 
 (2014)

Elfyourself 
 (2015)

ValentineYourself DancingWithFriends Yaowan Xpres

Christmas Splat Splat Math KungFu Panda Finding Shrek

Russell James Amazon Vast

interuTakes



Art of Tintin Art de Tintin (French) Ask Steve James Rollins

Love Wins JWOWW Daniel Silva Cecilia Ahern

Beverly Cleary Elmore Leonard Maria Menounos Narnia

Awesome Book Chapter 1 Classics Pretty Little Liars Dark Days

I Can Read Dallas Clayton Zach Hunter Lysa TerKeurst

Chapter 1 Shel Silverstein Tintin Comics Bob’s Burgers



#1 TOUCHCAST

TOUCHCAST
Developed marketing 
brief, evangelized concept 
to Apple and other key 
partners. The app has been 
featured by Apple more 
than 10 times.

Chief Marketing Officer/Partner 
 
Served as a partner and advisor for bMuse, a 
technology incubator responsible for companies 
such as Takes, Kinsa Health, Touchcast and 
Paragraph. Guided early stage marketing efforts 
and managed relationships with Apple and other 
key partners.

2012-Current



KEY ACHIEVEMENTS

PROJECT  
OVERVIEW

DESCRIPTION, QUOTES & RESOURCES

COMPANY  
OVERVIEW

ACTIVITIES UPDATE & OUTLOOK

#2 KINSA/BUSINESS 
PLAN 

Provided early company guidance, 

produced initial business plan and 

designs

#6 #IMAGINE
Developed key components for 
#Imagine, a ground-breaking 
collaboration with numerous 
celebrities benefiting UNICEF

#3 PORTFOLIO 
COMPANIES 

Led the development of investor 

materials for each portfolio 

company of bMuse 

#7 TAKES APP 

Led development of branding 

and marketing. Guided concept 

development. 

#4 VAST 

Provided guidance specific to overall 

proposition. Developed brand and 

overall marketing proposition

#8 BMUSE AGENCY 
Led branding initiative, web design 

and other projects specific to 

positioning bMuse as a leader in 

innovation 

#5 INVENTION 
MARKETING 

Developed product briefs for 

various inventions and products

#9 RUSSEL JAMES 
WORLD 
Led design and development 
for Russell James World, an app 
that features the work of one 
of the most world renowned 
photographers 





Ahead of it’s launch, I served as Kinsa’s 
(previously known as Transform Health) 
start-up CMO, and aided in early design and 
company formation.

In 2014, I introduced the Kinsa Smart 
Thermometer at Apple’s WWDC. In the 
following year, the device was available in 
Apple Stores Worldwide.
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Vast is the future of Fan Clubs. I served as both a co-founder and the Chief 
Marketing Officer for this start-up, shaping both the overall value proposition 
as well as the end user experience.

VAST | CO-FOUNDER



#1 ENDING EBOLA

Raised over  
$2,000,000
Created and led initiative 
to engage audiences 
online regarding 
Ebola. Designed and 
created two distinctive 
brands; #HelpEbola & 
#PraytoEndEbola. 

Senior Vice President,  
Chief Digital Officer
Executive Board Member 
 
Led innovation for one of the country’s 
leading fundraising organizations. 
Worked across numerous non-profit 
organizations such as SIM, Gideons 
and Map International to create and 
deploy award-winning campaigns 
products and platforms for marketing 
& fundraising in the digital space. 
Raised over $20 Million in online 
revenue through various campaigns 
and projects. 

2012-2015



KEY ACHIEVEMENTS

#2 CONTENT, 
CONNECTION & 
CONVERSATION 

Developed strategy for fundraising 

and marketing across a diverse 

client base

#6 INFORMATION, 
INNOVATION & 
INTELLIGENCE
Provided guidance to clients on 
how to leverage and apply big 
data with breakthrough initiatives 
for fundraising, marketing & 
recruitment

#3 CONTENT IS KING 

Articulated the value of content as 

a centerpiece of marketing strategy 

for organizations

#7 FUNDRAISING 
GOLD AWARDS 

Received multiple awards for 

excellence in multi-channel 

marketing and fundraising

#4 MARKETING 
INTELLIGENCE 
REPORT 

Created an industry first analytic 

tool measuring activity across 

channels against revenue generated 

#8 FUNDRAISING 
INNOVATION 
Created  innovative platforms that 

added incremental revenue to the 

organizations served by DSA

#5 CHIEF DIGITAL 
OFFICER SUMMIT 

Participated in global discussion 

on the relationship of content & 

commerce

#9 THOUGHT 
LEADER/SPEAKER 
Established thought leader for 
industry conferences such as 
National Religious Broadcasters, 
Christian Leadership Alliance & 
Donor Direct

2012-2015



c“Content is King.”  That statement is made true through 
our devotion to activities such as watching television, or reading 
books or magazines. But today that truism also impacts the world 
of advertising and marketing.

As the world gets noisier, consumers are not only choosing 
which shows to watch and which magazines to read; they are also 
choosing which advertisers to pay attention to, what brands resonate 
with them, and who deserves their attention. We are all becoming 
conditioned to tune out what we don’t want to hear.

At its core, content marketing is about developing compelling 
information about a product or service with which people want to 
engage. From viral videos to well produced commercials, content 
marketing is the wave of the future and a true sign of an organization’s 
ability to maintain relevance in an ever-changing market.

Nonprofit organizations and ministries likely face the greatest 
challenge of all. The increasing number of choices makes it difficult 
for donors to decide where to invest. At the same time the channels 
we have traditionally used to communicate to those donors, from 
e-mail to direct mail, are increasingly crowded. That means we must 
create great content that isn’t indigenous to one channel or the other.

Many notable nonprofit organizations and ministries arrogantly 
assume that “Click Here” or “Donate Now” is a compelling marketing 
message. But the questions being asked by donors today are: “Why 
should I click?” “Why should I give?”

Your content should answer those questions immediately. If I 
see a banner ad or Facebook post that asks me to “Donate Now,” and 
I end up on a website … is there a compelling case for me to complete 
the action? More often than not, the answer is no.

Brands and organizations that win excel at the art of communica-
tion. They develop relationships with consumers that go far deeper 
than the kind of messaging we saw take place in the past.

We serve a number of gospel rescue missions with amazing 
testimonies, stories, and examples of God’s goodness. We have 
realized that our ability to develop an effective donor strat-
egy lies almost entirely on properly conveying those stories.

Few people could visit a rescue mission like Star of 
Hope in Houston and not walk away feeling a sense of 
God using that ministry to change and transform lives, 
and feeling compelled to support the vision in some way. 
Touring facilities like these has always left me with a burden 
to do something.

This is also what great content can do. Great 
content can open the window and enlarge our 
view of the heart of an organization in 
ways that can only be replicated by 
experiencing it firsthand. In fact, 
we can judge content on this basis 
alone — how much does it show 
an organization’s heart, objectives, 
and goals?

As we compete against the noise of the day, it’s 
important to realize that there is no story more com-
pelling than one of a life transformed and changed by 
Christ. As we compete with the news of the day and 
the noise emanating from the secular world, ministries 
should be empowered and emboldened to share what 
God has done through them, and what he can do through 
potential supporters.

Great content tells your story in a compelling way. 
Storytelling is a key for future growth of any ministry 
— conveying and communicating the effectiveness of 
efforts to both engage people and to keep them engaged.

Great content tears down barriers and removes inhi-
bitions by focusing on the story more than the “ask.” This 
strategy applies to all channels, but specifically in digital, 
where traditional broadcast messages have never worked.

It begins with taking an objective look at your con-
tent. Does it really convey who you are? Does it really 
tell your story? Are people often “surprised” after taking 
a tour or volunteering?

We’ve seen a number of ministries and charities 
“break out” of the pack and gain huge traction in attract-
ing new donors. And this strategy almost always begins 
and ends with the story that is being told.

Content strategy includes creating a great web-
site that clearly communicates your mission, dynamic 
visual, and written materials with compelling stories of 

life change, and shareable viral video.
For today’s Christian organizations 

great content leaves an audience feeling 
compelled to say: “Tell me more,” or 
better yet, “What can I do to help?” 

shane norman is an innovator, 

inventor, and ideator working across 

disciplines to provide leadership in product 

development and marketing in the digital 

space. He is the senior vice president and 

chief digital officer for Douglas Shaw and 

Associates, one of the world’s lead-

ing fundraising strategy organiza-

tions. (douglasshaw.com) 

Don’t miss Shane 

Norman’s CLA  

Conference workshop  

“The Mobile Ministry.”  

(CLAConference.org)

By Shane NormanEMPOWERING PEOPLE

Content is King
Applying the power of content marketing

40  Outcomes   W i n t e r 2 0 1 3                                                 www.OutcomesMagaz ine.com          

As we compete against the 
noise of the day, it’s important 

to realize that there is no 
story more compelling than 

one of a life transformed and 
changed by Christ.
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pelling than one of a life transformed and changed by 
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should be empowered and emboldened to share what 
God has done through them, and what he can do through 
potential supporters.

Great content tells your story in a compelling way. 
Storytelling is a key for future growth of any ministry 
— conveying and communicating the effectiveness of 
efforts to both engage people and to keep them engaged.

Great content tears down barriers and removes inhi-
bitions by focusing on the story more than the “ask.” This 
strategy applies to all channels, but specifically in digital, 
where traditional broadcast messages have never worked.

It begins with taking an objective look at your con-
tent. Does it really convey who you are? Does it really 
tell your story? Are people often “surprised” after taking 
a tour or volunteering?

We’ve seen a number of ministries and charities 
“break out” of the pack and gain huge traction in attract-
ing new donors. And this strategy almost always begins 
and ends with the story that is being told.

Content strategy includes creating a great web-
site that clearly communicates your mission, dynamic 
visual, and written materials with compelling stories of 

life change, and shareable viral video.
For today’s Christian organizations 

great content leaves an audience feeling 
compelled to say: “Tell me more,” or 
better yet, “What can I do to help?” 
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Applying the power of content marketing
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As we compete against the 
noise of the day, it’s important 

to realize that there is no 
story more compelling than 

one of a life transformed and 
changed by Christ.
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Attribution is the single greatest challenge to effective and efficient 
marketing. This is especially the case for nonprofits who are have to be 
focused on the impact on giving. 

MARKETING  
INTELLIGENCE REPORT



We created an industry first, The Marketing Intelligence Report. With revenue 
generated as the baseline, this platform tracked activity across all marketing and 
PR channels, both online and off and became a critical component in optimizing the 
efforts of clients served by DSA. 



#PraytoEndEbola
I led a team that developed #helpebola 
and #praytoebola in under 24 hours and 
ultimately raising over $2,000,000. 

The campaign was given the highest 
honor in the industry, The Gold Award for 
Fundraising Success by NonProfitPro.



#PrayToEndEbola
Why It Won
As the full scope of the West Africa Ebola crisis 

began to take shape 
in 2014, nonprofits 
around the world leapt 
into action. Disaster 
relief poured in from 
all corners of the globe, 
in the form of money, 

water, food, supplies, volunteers and more. 
SIM USA, an international mission organization 
with 4,000 workers serving 70 countries, took a 
different approach. It called for prayer.

SIM USA’s ELWA Hospital in Liberia was at the 
epicenter of the outbreak, and the organization 
spent nearly $1 million in the first five weeks 
evacuating at-risk or sick personnel. So, with 
the help of Douglas Shaw & Associates, SIM 
USA conceived its emergency #PrayToEndEbola 
campaign. Goal one: Offset the hospital’s 
skyrocketing operating expenses as it continued 
treating and caring for patients, SIM USA 
conceived its emergency. Goal two: Engage people 
all over the world to pray to end the outbreak.

The multichannel campaign spanned three 
months—August to October 2014—using a 
comprehensive mix of channels to deliver 
its message and rally supporters for a week 
of prayer. In late August, it launched with a 
dedicated microsite, a national press release, 
and an emergency mailing and email to SIM USA 
constituents. In September, it kicked into gear, 
adding radio public service announcements, nine 
days of coordinated Facebook posts, Facebook 
paid ads, a seven-day email series and a livestream 
with SIM USA’s international director. The 
campaign generated 2,141 Facebook likes, 500 
new email sign-ups through the microsite, 1,039 
clicks on Facebook paid ads and a staggering 1.2 
million total impressions. It raised $406,284 at a 
total cost of $42,459.

But the numbers only tell half the story. From the 
microsite design to the branding to the email and 
Facebook-post templates, the campaign featured 
stunning creative—large images, use of deep red 
color to enhance urgency, a mobile-responsive 
website, a simple mailing with a clear call to action, 
and more. It earned a near-perfect score from our 
judges.

10TH ANNUAL GOLD 
AWARDS FOR FUNDRAISING 
EXCELLENCE







#1 TINTIN APP

Led development of industry 

break-through app The Art 

of the Adventures of Tintin 

combining the best features 

of a book, movie and app 

into one

Group Director,
Interactive Marketing & Products 

Worked across HarperCollins to drive global 
excellence in digital marketing and product 
development by delivering and creating new 
methods to effectively position authors, titles and 
brands in the digital space.

2010-2012



KEY ACHIEVEMENTS

#2 CHAPTER 1 

Created first-ever syndicated book 

discovery app and platform

#6 GLOBAL DIGITAL 
LEADERSHIP
Led monthly digital gathering of 
marketers from around the world

#3 BRAND STRATEGY 

Created brand strategy for key 

authors and IP in both children’s and 

adult categories

#7 LIVESTREAM 

Created Livestream program to 

introduce authors and their books 

to new audiences. This initiative 

served as a key strategy to launching 

several best-sellers.

#4 DIGITAL DAY 

Led first ever company wide digital 

training event

#8 MARKETING 
INNOVATION 
Created numerous platforms and 

provided training and leadership 

to global staff around product & 

marketing innovation

#5 AUTHOR APPS 

Created scalable app platform for 

authors

#9 NEWSCORP  
COLLABORATION
Served as primary liaison to other 
NewsCorp entities specific to 
content and marketing initiatives



NOT AS WE KNOW IT
THE BOOK BUT 

Original Article on OurNews.com  
by Gregg Barrilla -  Sep 12, 2011
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The book’s a dead duck and book 
publishers are going the way of the 
dodo, right?
 
Who told you that?
 
It’s true, the book publishing 
industry, like the newspaper 
industry, is grappling with some 
serious challenges as audiences 
migrate to digital platforms and 
mobile devices.
 
But challenges and problems can 
be opportunities, too.
 
Some may look (pejoratively) upon 
book publishing houses as musty 
dens, filled with old men in brown 
cardigans.

 

But companies like HarperCollins 
are not the withering legacy media 
type some people may consider 
them to be.
 
HarperCollins, in fact, is leading 
the way with some exciting digital 
innovations that are not only 
revolutionizing the way people 
buy,
consume and talk about books 
but challenge our ideas of what “a 
book” fundamentally is.
 
When you were a child, and 
mum or dad refused to read your 
favourite book FOR THE TENTH 
TIME, could you make the book 

read itself to you?

Could you go virtually.... inside a 
story? Could you carry your entire 
collection of books in your pocket?
 
Start thinking about these 
questions and you begin to 
understand the profound ways 
digital is redefining ideas about 
books and reading.

To showcase just how the company 
is re-positioning itself for success 
in digital, HarperCollins held 
a “Digital Day” at its New York 
Headquarters (Wednesday, 
September 14). OurNews was there. 
And we didn’t see a single brown 
cardigan.

Charlie Redmayne, EVP and Chief 
Digital Officers said: “The world of 
publishing is impacted more than 
most industries by the breakneck 
speed of digital development. 
Digital Day was designed to ensure 
that our staff are given a clear 
understanding of the innovations 
that are taking place: To see the 
devices that are coming out and 
the different opportunities they 
afford through their functionality, 
and the software development 
that is happening in the world 
of games consoles that will 
open up new markets for our 
content and the products we are 
creating. More importantly it was 



a chance to see the best our 
competitors are creating and 
the new opportunities for our 
marketers to engage directly 
with consumers.”

 Spanning almost an entire 
floor at HarperCollins HQ 
(something of a mini-trade 
convention) employees 
throughout the business were 
given the chance to demo the 
latest products, platforms and 
devices.
 
There were keynote 
presentations on social media, 
digital marketing, digital 
growth, merchandising and 
product innovation.
 
Julie Blattberg, Director 
Content Strategy and Author 
Services spoke about the 
potential of social media 
platforms like Twitter to 
help publishers, retailers and 
authors connect directly with 
fans, consumers, media and 
even librarians.
 
Twitter, she said, was different 
from Facebook, because its 
audience comprised more 
members of important sectors 
such as the media, libraries 
and retail chains.
 
Recently, HarperCollins posted 
a tweet about a “down-priced” 
e-book called Fragile Things 
by Neil Gaiman. Without 
being prompted, Gaiman 
retweeted the message, which 
was retweeted in turn by @
toptweets and eventually the 
link was clicked more than 
2000 times.
 
The day before the tweet, the 
book had sold nine copies. The 
day after it sold 124 and 99 
more the day after that.
 
You can download the 
slides from each of these 

presentations below.

Event organizer Shane 
Norman, Group Director 
Interactive Marketing, said the 
idea of the day was to expose 
employees to the many and 
varied digital projects being 
worked on in the company.

 “There’s so many things that 
are happening, from a digital 
perspective, that every layer of 
our business has something to 
say, if you will,” Shane said.
 
“Part of what digital day is 
about is highlighting the ways 
that we’re innovating in the 
space. So, how we’re creating 
new propositions that are 
redefining, if you will, what 
publishing really means; in the 
app space, enhanced e-books. 
These are new propositions 
that are built from an entirely 
different set of assets.
 
“We’ve got an exclusive device 
showcase, some really, really 
cool technology, some stuff 
people hadn’t seen before and 
then we have apps that are in 
development.
 
“One of the ones I showed earlier 
is for a movie we’ve created the 
book for, The Adventures of 
Tintin; that’s really exciting, a 
number of children’s apps and 
then enhanced e-books.”
 
Shane said the company was 
working hard to stay ahead of 
the curve.

“There’s sort of a road that has 
already been paved for us via 
the other industries that have 
changed and we’re very very 
keen to the fact that we have 
to be in front of how people 
discover our content.

“It’s really exciting, I mean 

people are consuming content in all 
types of ways and I think our job 
in as much as it is in marketing, is 
really just to make sure that we’re 
creating the products that people 
want to buy.
 
“And people are going to consume 
our content in the app space, in the 
iBooks store.

“So basically we really need to be 
focused on creating great content, 
delivering it to the right places 
and then being able to market it 
properly and develop a really close 
direct consumer relationship.”
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The Art of the Adventure of Tintin App was a breakthrough 
innovation in publishing; turning a traditional coffee table 
book into a technological masterpiece.  I led a team across 3 
continents and four countries to produce what was regarded as 
one of the best examples of a movie, book and app all in one. 

OVERVIEW
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“THIS APP IS THE CROWN JEWEL 
OF OUR ENTIRE MERCHANDISNG 

PROGRAM“ 
- Kathy Kenndedy 





One of the principle challenges to publishing has been discovery. Chapter 1 was a 
bold step in that direction, delivering the first ever app of its kind. 

I created and developed this concept and employed developers from Paragraph/
bMuse to facilitate app development, while partnering with internal resources from 
NewsCorp to develop a robust content management system.

We also secured partnerships to syndicate this content across NewsCorp websites 
and publications as well as external publishers such as Flipboard. 









To address the single greatest threat to publishing, disintermediation, I led an effort to 
develop direct to consumer marketing propositions which included the AuthorApp; a 
scalable, low-cost platform that facilitated a direct connection to the author and his/
her audience.  ‘Ask Steve’ along with ‘Love Wins,’ both took top spots in the App Store, 
complementing their Best-Selling book counterparts.



PRESS & PUBLICATIONS    





#1 EMMY NOMINATION
NYTRAFFIC
Received NY EMMY 
nomination for an 
innovative approach to 
traffic reporting, leveraging 
one of the first true cross-
platform traffic reports.

Manager,  
 Interactive Marketing & Sales 

Led a team of broadcast advertising executives 
with the creation and development of 
integrated media campaigns. Successfully 
developed multiple award winning platforms 
and opportunities to deliver unique interactive 
offerings. 

2006-2010



KEY ACHIEVEMENTS

#2 CREATING THE 
FUTURE LEADERHIP 
GROUP 

Named to Rupert Murdoch’s 

development group for future 

leaders of NewsCorporation

#6 WIDGETS
Produced and published first 
company widgets for news, traffic 
and weather

#3 LIVESTREAM 

Created first large-scale Livestream 

with social media integration for the 

Yankees World Champion Parade

#7 60 SECOND TEST 
DRIVE  
Created scalable platform for 

automobile advertisers called the 

60SecondTestDrive, an interactive 

guide to new automobiles

#4 NEWSCORP 
COLLABORATION

Led collaboration with NewsCorp 

entities such as New York Post, 

Slingshot Labs and HarperCollins 

for sponsorships and content 

initiatives

#8 BEYOND THE 
BANNER 
Authored company-distributed 

guide to creating rich media content, 

distributed to sales managers 

and web developers across 

NewsCorporation

#5 NEWSCORP 
CAREER FEATURE 

Featured career story on  

newscorp.com

#9 SALES 
INNOVATION

Created over 100 unique platforms 

and initiatives to generate revenue 

across Fox Television Stations and 

its related digital properties



In 2008, I developed NYTrafficAuthority in an effort to aggregate a number of disparate 
technologies into one viable platform. 

Garnering an Emmy Nomination, the NYTrafficAuthority also led to a $4 Million 
Advertising Commitment from its title sponsor Acura. The website served as extension 
of the on-air report, where viewers were given unprecedented access to traffic cameras, 
maps and tools to plan their commute. 





Having recently rebranded themselves as Livestream, a company called Mogulus 
was making headway into becoming the premier player in live streaming. We 
partnered with them to develop a live, on-air program as an extension of Good Day 
NY. 

The Yankee’s 2008 World Series Win presented the perfect opportunity to 
leverage new social media integration with live Facebook & Twitter Feeds. 

I led a team that powered the first large-scale event with Livestream’s new 
platform and developed a record setting convergence multi-media effort.





Featured Career Story on NewsCorp.com from 2008-2012



Provided strategic insights to NewsCorporation sister companies such as News International in the areas 
of digital/convergence marketing by offering case studies and recommendations. 



shane@shanenorman.com
linkedin.com/in/snorman

310.795.5774

THANK 
YOU!
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