
OPEN TO DISRUPTION
The Impact of  Open Source in Content Management

Vendors with business models that tie in to open source increasingly challenge the 

establishment in Web content management and enterprise content management.

4 FINDINGS
•	The last decade saw a lot of 

commercial activity in open source 
content management. There are 
more open source options in 
WCM than in ECM, but activity is 
increasing in both areas.  PAGE 14

•	Business models in open source 
content management are still 
evolving, and vary based on target 
market. Many with enterprise and 
midmarket goals are moving to 
subscription licenses that bundle 
support and deployment tools. 
There is also an increase in cloud-
based offerings.  PAGE 18

•	 In both the enterprise and SMB 
markets, there is a focus on 
recruiting, enabling and monetizing 
distribution via partner channels.   
PAGE 26

•	Lower cost is a big adoption 
driver, but is generally not the only 
reason a customer chooses an 
open source content management 
product. PAGE 8

5 IMPLICATIONS
•	There are many options for users 

interested in open source cost 
savings but that want to work with 
a product that has a commercial 
license or vendor associated with it. 
PAGE 14

•	Given the rise in vendors applying 
commercial models to open 
source products, open source will 
become a bigger factor in content 
management. PAGE 14

•	Open source may drive down 
prices in the sector overall. Even 
when customers are paying for 
commercial licenses, costs with 
open source are generally lower 
than they are with perpetually 
licensed products.. PAGE 8

•	Content management remains a 
crowded market, and just having 
open source code isn’t likely to be 
enough of a differentiator. PAGE 18

•	There is significant specialization 
in WCM; it remains fragmented, 
with vendors focusing on various 
markets or use cases. We expect 
to see a number of proprietary and 
open source players here for some 
time. PAGE 14

1 BOTTOM LINE
•	Vendors with models tied in some 

way to open source have a growing 
presence in content management, 
and this isn’t going to change. 
Product pricing and licensing 
across the sector are likely to be 
impacted, although with more 
vendors moving to commercial 
license sales, it’s not clear how 
disruptive this will really be.
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ABOUT THIS REPORT
Open source isn’t new in content management, and open source code is used widely 

to power websites. Over the past five years, we have seen a marked rise in the number 

of vendors, many with venture capital backing, making a go of commercial business 

models tied to open source in content management. Many of these players have Euro-

pean or otherwise non-US origins and have expanded to the US market fairly recently. 

These vendors are looking to capitalize on the lower-cost and flexibility benefits that open 

source can offer organizations while providing commercial guarantees, SLAs and, in some 

cases, additional features via commercial licenses that may appeal to larger organizations. 

This report examines the commercial implications of open source in content management. 

Its focus is on the vendors that have tied their business models to the availability of open 

source code and the customers that are willing to engage financially with these vendors. 

This generally means paying for support contracts, commercial versions of open source 

products, or other vendor-provided products or services. This report investigates these 

models and analyzes how this affects the content management sector overall.
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