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Content first. 



Content first. 

Content, content, content 

User guides, brochures, newsletters 

Employee handbooks, policies and procedures 

Annual reports, speeches, proposals 

Content published on web sites and on paper 

Content that is published on blogs and in wikis 
and tweeted 

Content for products, services 

Content for employees, stakeholders, customers 
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Content first. 
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Regardless of where or how it is 
published, it’s all content. 

And, it has value. 
Or, it should. 



Content first. 

Content costs money 
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$$$ 

Write, 
update, 
revise 

Review, 
edit 

Translate, 
localize 

Publish, 
store, 

manage 



Content first. 

Content speaks for your company 

Content is the face your company presents to 
the world 

To customers and potential customers 

To employees 

To stakeholders and governing bodies 

One inconsistency can proliferate into several 
other areas and other languages 

Content must NOT be an after thought! 
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Content first. 
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Content first. 
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Content first. 
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Shopping for a new phone, step 1 



Content first. 
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Shopping for a new phone, step 2 



Content first. 
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Shopping for a new phone, step 3; 
My total is 0 because I’m buying my phone 
with points, but I have to enter a credit 
card number to charge nothing to! 



Content first. 
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Shopping for a new phone, step 4 

I give up! I also give up on Fido. 



Content first. 

Why do I care? 

Content costs money; we’ve established that! 

When similar content is not reused, writing, 
review, and translation costs can more than 
double 

Repeated, badly written, and inconsistent 
content is also problematic for users 

It also reflects negatively on the organization 
that produces it 
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Content first. 

Is your content worth it? 

All content matters 

Saying that content is a business asset implies 
that it has value 

As you create content, think about the value 

 

Content is of no value unless it supports a 
business objective, a user, or both 
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Content first. 

If content is of value, 

you need to know… 

How much does it cost to produce this 
content at every phase of its life cycle? 

Is it serving the users? How do you know? 

Is it serving the company? How do you know? 

 

Good content doesn’t just happen! 
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Content first. 

Making a plan for your content 

1. Assess your content’s current state 

2. Assess your processes 

3. Gather metrics 

4. Form a strategy 
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Content treated as a business asset 
requires a strategy. 



Content first. 

Assessing content  

What role does your content play? What is its 
purpose? 

What do you want users to know/be able to do with 
this content? 

Does it do what it’s supposed to do? 

Is all of your content necessary? 

How is it delivered? 
Are your delivery mechanisms the most effective? 

Are there instances of repeated, potentially 
reusable content? 
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Content first. 

What content to pick? 

Ideally, lots of it! 

Content from other departments as well as yours  

Tech pubs, marketing, training 

Content you’re not as familiar with 

Content on your website 

Content for similar products lines, services, etc. 

Content that customers/call centres ask the most 
questions about 
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Content first. 

Assessing processes 

Are you “reinventing the wheel” when you 
write? 

How much time is spent on content creation 
tasks? 

Gathering information 

Writing 

Reviewing 

Editing 

Translating 

Publishing/delivering 
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Content first. 

Now you can calculate savings 

Potentially reusable content 

+ 
Reduced time on content related tasks 

= 

$$ Cost savings $$ 
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Content first. 

Gathering metrics 

Calculate what it costs to produce content now 
Identify ALL tasks and how long it takes to do them 

5 hours a page writing time @$85/hour = $10,625.00 
for a 24-page manual 

What about review time? Translation? 

Estimate how much you can save by reusing 
content, e.g., 35%, 65%? 

Calculate investment costs (analysis, training, 
technology) 

Consider lost opportunities 
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Content first. 

Sample ROI Calculations 
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Content first. 
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Content first. 

Forming a strategy 

Now you know what content is problematic, 
what content can be reused 

You also have an idea of what it costs to 
produce content 

You’re ready to form a strategy that 
addresses the issues you’ve uncovered 
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Content first. 

Consider the content life cycle 

Content is an asset at every phase of its life 
cycle 

Content creation 

Review and approval 

Translation/localization 

Delivery/publishing 

Maintenance/retirement 
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Content first. 

Summary 

Content has value 
It promotes, informs, instructs 

Conversations about content need to focus on its 
value 

Improving quality 
Reducing cost 

Every decision about content must relate to 
business objectives and users 
Content that reflects positively on the 
organization reflects positively on the bottom 
line 
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Content first. 
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