Content Effectiveness | | |

UNDERS

AND WH

Colleen Jones

@leenjones

|_|

R YOUR CON

/
/
\
\
\
\/ 7

/
¥

i "“ncoptent
i N ncel_

-NT WORKS!

I

~




| could actually read this one.

| like it!
My Mom \

Tk

/

T~
<
S




/

Smart you are to care about
content effectiveness!
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Rate your knowledge
content effectiveness:

Youngling
Knight
Master
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WE'RE LIVING IN A DIFFERENT BUSINESS ERA!

CUSTOMER
CENTRIC

1990s
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Since the year 2000, what

percentage of the fortune
500 have disappeared?

A 10%
B 25%
C 50%
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NQEN

SINCE 2000, MORE THAN HALF OF
THE FORTUNE 500 HAVE
DISAPPEARED.

T —



Customers now expect the
right content at the right
time regardless of channel.

Content marketing spend will exceed
5413 billion worldwide by 2021.

Technavio Research
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Customers now expect
the right content at the

right time regardless of
channel—for the

ENTIRE customer
relationship.
What is the true challenge?




IS THE CHALLENGE CREATING CONTENT?

The indexed web contains at least
4.6 billion pages.

- World Wide Web Size

30,000

, . 50-FOLD GROWTH
From now until 2020, the digital

universe will about double every

two years.
- IDC

(Exabytes)

20,000

10,000

2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020

il n“scontent”
1% 1 science




THE CHALLENGE IS MAKING CONTENT EFFECTIVE

“Companies need to create a supply chain of increasingly
sophisticated and interactive content to feed consumer demand for McKinsey
& Company

information and engagement.”

11 0/
87% of B2B mark?’ters say they struggle to develop
compelling content.

“To thrive in digital business, content leaders must

marshal a great diversity of content, at a high level of Gartner;
granularity, from a broad range of sources.”

.
“Preach it, sisters! The challenge is real.” sy’ content”

I a% science
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Sample Customers
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. a)
I've seen it! redfat  Autotrader
6 of the Fortune 50 WI [ EY COXMEDIA)

GROUP

6 of the Top 50 US Web Properties

3 of the 50 Largest Nonprofits . <
BBVA Compass &= - &= atat
3 of the Most Trusted Govt Agencies P g Cerner — {

é‘w % 5'/7§\”§" CFA Institute EQUIFAX

sz WebMD
ancer
? Societye®

FedEx

B
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|S our content
effective for our
customers or
users?

SUPPORT

PRODUCT

MARKETING

i |content
l'l1 science



ACTIVITY

What are some characteristics of

effective content?
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1

How do users discover 2
content? Do users find
? :
6 the content they need- Do users perceive the 3

content as accurate?

D I M EN S I O N S Do users perceive the

formatting and design of
Of COnte nt the content to be a high
Effectiveness 4 5

level of quality?
Do users perceive the
BEHAVIOR + PERCEPTIONS content as serving their

needs or interests?

Does the content 6
anticipate the users’
needs and enable them to

complete the goals? Do users take action or make

a decision after interacting
with the content?



Data Behind the Dimensions
T contentwrx’

MySite.com
~7100,000 people in context of real goals EXPERTISE EVALUATION

< BACK TO DASHBOARD (Oe]ILTRIlelsB ]  Oct 15t to Oct 8th, 2014

Analytics tracking behavior

VVVVVVV W RECOMMENDATIONS

BREAKDOWN TRENDS

ContentWRX Score + 5 L.

01 +10

WORKING WELL

Survey tracking thoughts + perceptions

Analyses of factors in effectiveness

Collected Oct 1 to Oct 8 - 1 0 Be:
Bus

We learned some cool stuff!

n |
sy content”
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DISCOVERY / FINDABILITY

Make content findable or diel

53*

LOWER

A

hard-to-find easy-to-find




D I SCOVERY / FI N DAB I LITY EFFECT OF CONTENT FINDABILITY ON PERCEPTION

Content Was Accurate

A bad experience getting
to the right content
distorts other perceptions!

Content Was Relevant

35.8%

Content Was Useful

0% 20% 40% 60% 80% 100%

Content Easy To Find m Content Not Easy to Find




ACTIVITY

What are ways to make finding your content a

great experience?

“ncpntept”
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DISCOVERY / FINDABILITY

A simple but modern wizard offers personalized browsing

@ ellucian. SOLUTIONS SUCCESS STORIES INSIGHTS OUR COMPANY

FIND THE RIGHT SOLUTION

| work in the v denartment

at an institution with | work in the Student Services department at an

students and my primary chall

institution with 5,000 - 8,000 students and my

V

primary challenge is xe

Improving student retention

SHOW ME WHAT'S POSSIBLE

Supporting Guided Pathways initiatives

Managing financial aid

Streamlining registration and transcript
processes




DISCOVERY / FINDABILITY

Mobile notifications are the new email.

@ sharec- - JNER

.

1 See what's new

Never Miss Out

We'll let you know about the newest places to
eat, shop, see and stay in all our destinations

TURN ON NOTIFICATION SERVICES

Insight D

In the last 7 days, you were 7% more active than
the previous 7 days




ACCURACY + POLISH

If customers perceive content as accurate, they are more likely to trust it as
relevant and useful to their goal...

Users who perceive content as accurate are

L

More than twice as likely to
report accomplishing their goals
than users who are unsure
about the content’s accuracy.

More than five times as likely
to report accomplishing their
goals than those who perceive

content as not accurate.




ACCURACY + POLISH

Did the content you used seem accurate?

100
W contentwrx
SCORE
..and as more 75
I whcontentwrx’
effective overall! SCORE
50
W contentwrx’
- SCORE
o

Yes I'm Not Sure No



ACCURACY + POLISH

Archive or delete
outdated content.

Keeping outdated
content alive for SEQO
is outdated thinking.

Autotrader @

Cars for Sale Sell My Car Trade in My Car Car Research & Reviews ~ Find Local Dei

CELEBRITY CARS

For Sale on AutoTrader: Bumblebee Camaros

June 2011 Search Articles and

T

Used 2010
Chevrolet
Camaro
$21,000

SEE ALL USED 2010

RELATED READING

The third installment in the Transformers series opens this week - and while some die hard

fans may wait in line for a midnight showing, see the movie multiple times, or come to the



RELEVANCE +
USEFULNESS

Together, they
make or break
completing
goals!

100

75

50 -

25

PERCENTAGE OF GOAL COMPLETION
BASED ON RATING OF CONTENT

Both Relevant Relevant
and Useful

Somewhat
Relevant

5.8%

Not Useful but Relevant but Neither Useful
Relevant Not Relevant Not Useful Nor Relevant



RELEVANCE + CONTENTWRX SCORES CORRELATE

USEFULNESS Conil:lt:”_x. TO USEFULNESS AND RELEVANCE
100

Together, they

have a big

impact on overall 75
effectiveness!

50

25 I ' '
o H_

Useful and Useful but Relevant but Neither Useful
Relevant Not Relevant Not Useful nor Relevant




RELEVANCE + USEFULNESS

LACK OF DETAIL AND SOPHISTICATION
LEADS TO LOW USEFULNESS AND RELEVANCE

2.9%

24.7%

of people who said that of people who said that of people who said that
content was not useful content was not useful content was not relevant
indicated the content was indicated the content was indicated the content

too basic, general, or vague too detailed or advanced was too general




RELEVANCE + USEFULNESS

CONTENT THAT IS NOT GEARED
TOWARD SPECIFIC NEEDS

43.2*

of people who said content was too
basic, general, or vague indicated
the content seemed intended
for someone with different needs

57.2%

of people who indicated that content

seemed intended for someone with

different needs say the content they
used was not useful




ACTIVITY: Pick question A or B and answer it.

A. What is a technique to ensure content IS useful and
relevant to customers?

B. What is a technique to help customers PERCEIVE

content as useful and relevant? \/

i ncpntept’
2% 1 spien

31



RELEVANCE + USEFULNESS
The more specific, often the more terrific.

Magazine for ACTIVE INVESTORS
trong influence on repeat business

~ITHAS TODO
WITH YOUR OVERALL
RISK EXPOSURE
PAGE16




RELEVANCE + USEFULNESS
The more specific, often the more terrific.

Project Guides

Guide calls out DIFFICULTY LEVEL
Strong influence on assisted revenue

PROJECT GUIDE
How to Build an Outdoor Grill Station

Difficulty Time
Intermediate 2-4 hours

Build an outdoor grill station to house your Kamado-style
grill and grilling supplies




RELEVANCE + USEFULNESS
The more specific, often the more terrific.

€ What's in Store

Mailchimp has millions of customers, each with their own unique
story. Join us as we talk with e-commerce businesses to learn
more about their experiences. We'll pass along the tips, tricks,
and advice they've picked up along the way.

and Segments

tools to share their story and sell out new venues.

Read more

Newsletter for ECOMMERCE

SMALL BUSINESSES

Huge impact on growing this customer
segment + new feature adoption

Targeting Smarter with Tags

World Arts West is leveraging audience management
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1

How do users discover 2
content? Do users find

p) .
the content they need: Do users perceive the 3

content as accurate?

Do users perceive the
formatting and design of
the content to be a high

4 level of quality?

Do or do not. S

Do users perceive the

There is no try‘ content as serving their Does the content 6

needs or interests? anticipate the users’

needs and enable them to

complete the goals? Do users take action or make

a decision after interacting
with the content?
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Auditing
(before strategy)

* Qualitative audit
by expert

 Quantitative data
from customers

37

Cycle of Content Awesome!

i |content
l'l1 science



COMPETITIVE
LANDSCAPE
EQUIFAX

credit karma

Experian

CONSUMER CONTENT OPS
PERSONAS + MATURITY
JOURNEY

&&8 M(?nri?gir?ng
Client

B2C Content CONTENT
PERFORMANCE EFFECTIVENESS

' !I—“ QUANTITATIVE
Google Analytics contentwrx’ data from customers

CONTENT

QUALITY
QUALITATIVE S T T
review by experts — —

[P ——
CLARTTY AND ACCURACY
st e st nie

O Mg w860, et sl s R M Wt s, 2 Dy W



DISCOVERY
RELEVANCE
INFLUENCE CONSUMER

PERSONAS +
JOURNEY

alale

PERFORMANCE

Links to a free Annual Credit Report are
hidden in favor of links to purchasing
credit monitoring services.

COMPETITIVE
LANDSCAPE

EQUIFAX
credit karma

EExpeﬁan

Credit
Monitoring

Client
B2C Content

CONTENT
QUALITY

BECOME A JE MASTEROF CONTENT STRATEGY FOR WEBSITEREDESSNS
CONTENT QUALITY CHECKLIST “

USEFULNESS AND RELEVANCE

CONTENT OPS
MATURITY

“It seems like they’re

CONTENT more interested in
EFFECTIVENESS selling their

!I'l. products than in

. consumer protection.’
contentwrx

Consumers 4x more likely to
view the client less favorably
after interacting with content
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Evaluation +
Governance
(after implementation)

* Guiding principles or
standards

* Reporting that builds content
intelligence

Cycle of Content Awesome!

i |content
l'l1 science



CHALLENGES TO
MATURING CONTENT
OPERATIONS

Content Operations +
L eadership Study

80%

70%

60%

50%

40%

30% -

20%

10% -

0% -

" Content strategies not standard for
the entire organization

"No direct evaluation of content
effectiveness

“No clear strategy or plan - content
created and managed on the fly

Technology not sufficient to handle
the complexity of content strategy

® Customer data is limited and
channel-specific

" Content not tied to business goals
and objectives

" Bottlenecks in content operations

®Bottlenecks in IT



CHALLENGES TO
MATURING CONTENT
OPERATIONS

Evaluating content
effectiveness enables scaling!

80%

70%

60% -

50%

40%

30%

20%

10% -

0%

" Content strategies not standard for
the entire organization

"No direct evaluation of content
effectiveness

"No clear strategy or plan - content
created and managed on the fly

Technology not sufficient to handle
the complexity of content strategy

® Customer data is limited and
channel-specific

" Content not tied to business goals
and objectives

" Bottlenecks in content operations

®Bottlenecks in IT



Evaluating Content = HUGE Factor in Success!

My team faces minimal red tape and bureaucracy. 44.8% 18%
My team has clear goals and understands how to achieve them. 86.2% 38%
?uiézzr;*has the tools, technology, resources, and organizational support to 68.9% 34%
My team employs effective decision-making and problem-solving 93.1% 44%

processes.**

| work in an environment that encourages creativity and innovation. 75.9% 42%
My team is empowered to take risks and has permission to fail. 72.4% 22%
Internal and external stakeholders trust my team’s leadership and members. 86.2% 44°%

My team receives adequate recognition (whether verbal or monetary). 86.2% 24%




Evaluating Content = HUGE Factor in Success!

Teams That Evaluate Teams That Don’t
Success Evaluate Success

My team faces minimal red tape and bureaucracy. 44.8% 18%
My team has clear goals and understand 86.2% 38%
?uiéizgw.*has the tools, techng oort to 68.9% 34%
it KELETI, 93.1% 44%
processes.

| work in an env encourages creativity and innovation. 75.9% 42%
My team is empowered to take risks and has permission to fail. 72.4% 22%
Internal and external stakeholders trust my team’s leadership and members. 86.2% 44%
My team receives adequate recognition (whether verbal or monetary). 86.2% 24%

*In our previous study, 72% of respondents indicated that possessing the tools, technology, resources, and organizational support to succeed
was very important or critical to team success.

**In our previous study, 86% of respondents said that employing effective decision-making and problem-solving processes was very
important or critical to team success.




CONTENT REPORTING + INTELLIGENCE

Make content effectiveness part of what's measured and shared.

€ AddThis™  ({q]i)

\‘&\ p ’5(:’). :
< _

Content Intelligence Dashboard

i eue

Adobe
Analytics

Altmetric ~ AMAZ0N

Content Consumption - Internal Benchmarking

Key Insights
e sFundamantala o Efiient factar ar Full Article Loads Downloads Web Traffic
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§u
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Highest Performing Articles: Lowest Performing Articles:
Volume 72, Nos. 5+ 6 Volume 72, Nos.5+ 6
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LAST ACTIVITY!

What barrier(s) are you experiencing (or
have experienced in the past) to
evaluating content ?

What are potential ways to overcom
those barriers? e\/

pntept
46
™S~
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CONTENT
INTELLIGENCE

OLD WORLD

Volume Page Views Satisfaction
(More People)
Low Actionability Not Specific to Content
Little Context
Fragmented Data
Quality Content Effectiveness Voice of Customer
(The Right People) Score About Content
Content Actionable Insights Dashboards +
Engagement Aggregators

Shareable Data



THE CONTENT FORCE WILL BE WITH YOU.
ALWAYS!

QUESTIONS?
tTHE CONTENT
ADVANTAGE
Colleen Jones e S eianes o Burteaiie
@leenjones . 2FF;T?‘;§ 255;2;: -

colleen@content-science.com
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