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BIO: 

Chris, a 15 year veteran of the technology 

industry, who most recently founded and 

led Shout Research Corp, a firm special-

izing in competitive web analytics and 

audience measurement research for For-

tune 500 companies. Prior to founding 

Shout, Corman served as President and 

CEO of webHancer Corp, a pioneer in 

web performance measurement, which 

posted 15 consecutive quarters of revenue 

growth prior to its acquisition by a lead-

ing US based software company. 

 

Company Profile: 

Sitebrand provides online marketing so-

lutions and related services to major re-

tailers across North America and Europe. 

Based on its proprietary software, the 

Company's personalization platform de-

livers online marketing campaigns for 

websites, email, search engine marketing, 

blogs, banners, point of sale, or any other 

web medium.  

 

Using Sitebrand, online retailers are able 

to develop customized marketing cam-

paigns that leverage anonymous web ana-

lytics and visitor behavior, providing 

each visitor with a personalized experi-

ence in real-time, generating more cus-

tomers, more profit per customer, more 

customer loyalty, and more conversions.  

 

Sitebrand's clients include Roots, Dan-

skin, Aliant, Kiyonna, CableOrgan-

izer.com, Reeds Jewelers, M&M Meats, 

Bank of Montreal, and BedBath-

Store.com. Sitebrand was founded in 

2000 and is headquartered in Gatineau, 

Quebec 

 

Interview conducted by: 

Lynn Fosse, Senior Editor 

 

CEOCFO: Mr. Corman, you have been 

CEO for a relatively short time, what 

attracted you to Sitebrand? 

Mr. Corman: I came from a company 

where we specialized in custom analytics. 

We did custom analytics for Fortune-500 

firms. The name of that company was 

Shout Research. What attracted me to 

Sitebrand was really two things. First of 

all, it was taking the insight in the ana-

lytics data that we could see from the 

previous company and acting on it, now 

all of a sudden the data was actionable. 

The second thing that attracted me to the 

company was the team. Sitebrand is a 

ten-year-old company, they are pioneers 

in web personalization, and the team 

really are experts in the field, so that was 

attractive. 

 

CEOCFO: How has Sitebrand changed 

under your leadership? 

Mr. Corman: First is the focus on the 

technology. When I started, Sitebrand 

was in the midst of building out its new 

platform and that really hasn’t changed, 

just more focus. There is now more em-

phasis on the broader market, so for ex-

ample, looking at not just small or mid-

sized firms; we are now looking at enter-

prises and other non-retail sectors as 

well. It is really that sales focus and ac-

countability in R&D, just making sure we 

are on-track with our products and bring-

ing services to market. 

 

CEOCFO: What does Sitebrand provide 

its clients? 

Mr. Corman: Sitebrand are pioneers in 

web personalization. For folks who aren’t 

familiar with that, personalization is 

about tailoring web content specifically 

for individual groups of users. For exam-

ple, high-end luxury items such as jew-

elry. We know that this is typically a 

multi-visit sales cycle. Nobody buys an 

engagement ring on their first visit to a 

website. So what we do is see the visitor 

coming in as a first-time visitor, we will 

build and establish brand, we will estab-

lish trust, and maybe on the second and 

third visit we will start to offer informa-

tion based on what they have looked at. 

Maybe some comparisons and reviews 

and then on the fourth, fifth and subse-

quent visits, that is when we will get into 

looking at shipping options and conver-

sion offers and things like that, all the 

while knowing it is a multi-visit sales 

cycle. 

 

CEOCFO: How do you track people at 

the locations? 

Mr. Corman: We use anonymous ses-

sion-based information, so things that 

their web browsers or web servers would 

tell them. We can look at keywords they 

have typed to arrive at a site, we can look 

at email systems. So really what we are 

doing is combining a lot of information 

that is already there, always was there, 

and tailor that experience, content, and 

message for the individual user. 



CEOCFO: Do most businesses realize 

they should be doing something along 

these lines or is that still an area that 

people need to be convinced makes 

sense? 

Mr. Corman: That is a great question. 

Personalization has been around for a 

decade. We all recall seeing the Amazon 

ads. Folks who looked at this, also looked 

at that. Folks who bought this, also 

bought that. I saw some interesting re-

search the other day that suggested that 

only 25% of top firms actually make use 

of personalization and it is a shame be-

cause first of all the technology is becom-

ing increasingly sophisticated and effec-

tive. In fact, the market is now open to 

small and medium-sized firms, so we 

have come a long way since those early 

days. 

 

CEOCFO: Would you give us a case-

study of a company that you have worked 

with, and what you are provid-

ing; is it an ongoing basis, and 

what is your revenue model? 

Mr. Corman: We offer a SAS 

based solution, so our custom-

ers sign up for our service on a 

monthly basis. We have a pro-

fessional services team that we 

like to wrap around those en-

gagements. One of our differ-

entiators really is the fact that 

we have a decade of experience 

in the field. We have a team of profes-

sionals who can come into an account, 

help set up a campaign, guide the cus-

tomer, and really ensure that they are 

getting the most from the tool, while tak-

ing a look at some of the other marketing 

initiatives they have. That whole process 

from beginning to end, really takes be-

tween one and three months, it is not a 

big job. The installation and the integra-

tion of the software has come a long way. 

We have it done in literally a matter of 

days. 

 

CEOCFO: Would you tell us about your 

new relevance7 product? 

Mr. Corman: It is a project that is about 

a year or so in the making. Having the 

experience that we do, we realized that 

we needed to make some changes; we 

needed to extend the current platform. 

Really, what you are seeing is the combi-

nation and the collection of all of that 

experience thoroughly baked into a brand 

new product. The announcement that you 

saw a couple of weeks ago, validates with 

a Microsoft gold-certified partner that 

what we have is a very unique and inno-

vative approach to personalization with 

our new platform. 

 

CEOCFO: What is the competitive land-

scape? 

Mr. Corman: It is varied. We still have 

competition from some of the larger play-

ers, such as Omniture and Core Metrics, 

and there are some smaller players that 

are coming into the fold. It is interesting 

because personalization is a natural ex-

tension to many types of platforms and 

products, so we are seeing firms who 

were traditional analytics players or CRM 

providers that are starting to bolt on and 

add personalization capabilities into their 

products. So it is a very varied landscape 

but again it is mainly the big players who 

are still out there doing a lot of this work. 

 

CEOCFO: How do you reach the poten-

tial customer? 

Mr. Corman: It is a combination of di-

rect sales, channels, and we have partner-

ship agreements in place. The product is 

mature, and there are partners that we 

have integrated into the platform, so there 

are opportunities through those relation-

ships as well. 

 

CEOCFO: What markets are you cur-

rently in? 

Mr. Corman: We are focused on North 

America. 

 

CEOCFO: You are based in Canada. Do 

you plan to remain in Canada? 

Mr. Corman: Canada is a great place to 

run a high-tech company. We have a re-

gional office now in Toronto, which helps 

us serve the Toronto market. The busi-

ness is predominantly US that we are 

selling into, and a little bit of Canada. 

Canada has attractive programs in place, 

and is still a great place to run a high-

tech company right now. 

 

CEOCFO: How has the last year and a 

half macro-financial situation affected 

Sitebrand? 

Mr. Corman: A little bit of both, good 

and bad. What you are seeing now are 

marketers, who are increasingly chal-

lenged, and are under pressure to gener-

ate returns, not just from new products 

such as personalization, they are being 

challenged to increase return from exist-

ing spend. So traditional spend in the 

online world such as SEM, email, and 

social media; folks are looking to these 

things to get more out of them. It is a 

double-edged sword because there are 

challenges and pressures, but at the same 

point that creates an incredible opportu-

nity for personalization because personal-

ization is going to take a lot of the data 

sources and a lot of the infor-

mation that comes from those 

programs and squeeze more 

out of them. 

 

CEOCFO: What is the finan-

cial picture like for Sitebrand 

today? 

Mr. Corman: Lean and mean. 

We are a small company; we 

have about twenty employees. 

Obviously, the announcement 

that we just released generates 

some capital that we can put into sales 

and marketing of our new platform. We 

have a growing list of about 100 custom-

ers and we are seeing a lot of interest for 

our new product at different levels. 

 

CEOCFO: Final thoughts, why should 

potential investors pay attention to Site-

brand? 

Mr. Corman: It comes down to three 

points: it is maturing technology; it is a 

validated and innovative approach, and 

finally an underserved and exciting mar-

ket. We have a very consolidated ap-

proach to solving a real pain point in the 

market, and again, validation from a Mi-

crosoft Gold Certified partner. We are the 

pioneers in this space and personalization 

is what we do; it works and it is becom-

ing mainstream. 

It comes down to three points: it is maturing 

technology; it is a validated and innovative ap-

proach, and finally an underserved and exciting 

market. We have a very consolidated approach 

to solving a real pain point in the market, and 

again, validation from a Microsoft Gold Certi-

fied partner. We are the pioneers in this space 

and personalization is what we do; it works and 

it is becoming mainstream. - Chris Corman 


