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ompanies that want to keep customers 
engaged and come back for more might 
need to reconsider their approach to Web 
content management (WCM), according 

to technology professionals and IT industry consultants.  The web 
has become a key channel for converting prospects into customers, 
increasing loyalty, and maintaining operational efficiencies- mak-
ing an effective web presence critical to achieving business success.  
In this E-Guide, learn tips on creating ROI with web experience 
management.
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MEASURING THE ROI FROM WEB EXPERIENCE MANAGE-
MENT

The web has become a key channel for converting prospects into customers, 
increasing customer loyalty, and maintaining operational efficiencies - mak-
ing an effective web presence critical to achieving business success. Web Ex-
perience Management (WEM) solutions can enable enterprises to build and 
deploy an effective web presence that will help drive revenue and cost savings 
by enabling business users to efficiently manage websites, web content and 
campaigns, and to deliver a relevant and engaging experience to website visi-
tors. Demonstrating a positive ROI is an essential part of planning for a WEM 
implementation, both for securing internal support for these projects and en-
suring they continue to deliver over the years to come. Fortunately, a compel-
ling case can be constructed for WEM using a straightforward method of ROI 
calculation and measurement.

Measuring ROI begins with outlining a business case for your WEM initia-
tives, and determining the metrics most important to your business that WEM 
projects can impact. Straightforward ROI projections can then be created 
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based on potential bottom-line, as well as top-line, improvements. These pro-
jections can help to get your projects funded and off the ground, and can also 
demonstrate success to your organization as the project progresses.

WEM: MANAGING MORE THAN CONTENT

Organizations have realized that to be effective in marketing, customer service, 
internal and external communications and more, they need to deliver highly 
relevant content and a rich, interactive customer experience online, making the 
web an essential component of the overall customer experience. WEM capa-
bilities are the tools marketers and customer experience professionals need to 
easily manage and update web content and make the site-visitors' experience 
as rich and effective as possible. The right WEM platform not only supports 
revenue-generating activities, but also drives significant operational cost sav-
ings by enabling organizations to engage a broad audience with targeted con-
tent and promotions; grow communities around their products and services; 
and manage a large web presence with ease. A WEM solution is thus central to 
driving both top and bottom line business results.

WEM capabilities enable business users to do a number of things, includ-
ing: collaborate around web content, author content online and design site 
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layout, publish content to the live website, create targeted campaigns for online 
visitors, dynamically deliver the right content to the right site visitor in the 
right language, analyze and optimize the effectiveness of web content, and en-
able online community interactions with user-generated content. With WEM, 
organizations can centrally manage and globally deliver a rich experience with 
consistent branding across multiple sites in multiple languages, supporting a 
diverse set of content contributors.

��Driving Revenue with WEM Organizations that deliver an engaging 
online customer experience can gain tremendous benefits, including increased 
site traffic, conversion rates, customer advocacy, and customer loyalty. Organi-
zations can drive revenue using WEM through several key methods:

��Greater return visits and loyalty:  With relevant content and an 
engaging web presence, organizations can influence prospects, customers, 
partners, and other site visitors to return more often and recommend the orga-
nization's products and services to others. For companies that sell their online 
ad space, this leads to greater revenue through more eyeballs on the site. For 
organizations selling products, this leads to a greater likelihood for prospects 
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to become customers, as well as shortened sales cycles.

��Higher online conversion rates:  By enabling targeted content and 
campaigns, WEM can help increase conversion rates as well as up-selling and 
cross-selling. Organizations can use WEM to provide site visitors with the 
most relevant information based on their preferences, needs, or stage in the 
sales cycle, making them more likely to register and make purchases.

��Faster time to market: By launching new online content and promo-
tions more quickly, organizations can realize the gains from their programs 
sooner, as well as respond rapidly to new developments or market changes. 
For example, a news site that is able to post frequent updates during a major 
newsworthy event can increase page views significantly, and thus ad revenue. 
Meanwhile, a product company that can get information on a new product or 
service to market online faster can see the impact of those new capabilities 
realized earlier.

ACHIEVING EFFICIENCIES AND SAVING TIME

WEM solutions can also allow organizations to achieve significant savings by 
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minimizing the amount of time it takes to perform routine site maintenance 
tasks, and enabling IT and business resources to be used more strategically. 
Key efficiency drivers include:

��Greater output from IT:  By enabling marketers, content contribu-
tors, and other line of business staff to author and edit content, WEM solu-
tions can create dramatic savings by allowing IT resources to be redeployed 
from routine site maintenance to higher-value technical tasks. For example, 
one major financial company has been able to support more than 100 sites and 
150 different content contributors globally with a team of only four develop-
ers, driving tremendous efficiencies for their business and enabling a small 
development team to strategically and successfully support a global business. 

��Greater output from content contributors and marketers: Easy-
to-use tools for managing website content and campaigns can also enable great 
efficiencies for the marketing department and other line of business staff. With 
intuitive tools, business people can quickly and effectively manage content and 
campaigns without having to wait for assistance from technical staff. Reduced 
time creating and editing content, finding and reusing content, and creating 
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and launching online campaigns leads directly to greater business efficiency. 

��Higher customer service efficiency: Using WEM to create and main-
tain an up-to-date customer support site with content targeted to individual 
customers' needs can result in major savings. By enabling customer self-ser-
vice online (as compared to calls at the customer service phone center), orga-
nizations can deliver high-quality customer service with limited resources. For 
example, one global technology company was able to cut support center call 
volume by 50 percent after implementing a new dynamic customer support 
site, saving millions of dollars per year.

FOR EFFECTIVE CUSTOMER EXPERIENCE MANAGEMENT, 
RETHINK WCM

Companies that want to keep customers engaged and coming back for more 
might need to reconsider their approach to Web content management (WCM), 
according to technology professionals and IT industry consultants.
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Successful WCM practices in the past were siloed and focused primarily 
on optimizing a website to deliver the right information to the right person at 
the right time. But experts say today's most forward-thinking organizations 
have come to understand that effective WCM should serve as the cornerstone 
for much broader customer experience management (CEM) initiatives.

At first glance, the wedding of WCM and CEM seems like a natural match. 
WCM tools have evolved to the point where -- given the right information -- 
they can offer highly personalized, interactive experiences to every visitor to a 
company website. And CEM is all about delivering personalized experiences 
and doing what it takes to keep customers engaged for the long term.

But firms that are serious about CEM need to face the challenge of integrat-
ing it with other important systems. The process of creating a personalized 
customer experience requires data about individual users -- and therefore 
WCM systems need to be tied into customer relationship, email and campaign 
management systems, and perhaps even external information sources such as 
social media sites.

"The key to a well-planned Web content management deployment for a rich 
customer experience and engagement is to stop thinking of it as a [standalone] 
Web content management deployment," said Tim Walters, an analyst at Digital 
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Clarity Group, a Hyde Park, N.Y., content management research and consulting 
firm. "It [requires] an organizational shift and very few have accomplished the 
shift."

One organization that has made the shift is MLB.com, the New York-based 
public-facing website for Major League Baseball. MLB.com is in the midst of a 
multiyear project integrating WCM technology with other systems to broaden 
and improve the experience of both individual consumers and business cus-
tomers -- and the effort is already showing results.

MLB.com now boasts the ability to deliver sports highlights just minutes 
after they occur to visitors to its 30 team sites, Rob Boysko, the manager for 
multimedia publishing at MLB Advanced Media, said in a recent interview. 
It's all part of a CEM initiative that aims to put sports fans at the center of the 
content universe, and the company is taking similar approach with business 
customers.

MLB.com provides video and other digital assets to Women's NCAA soft-
ball, the Glenn Beck television program, the NCAA college basketball cham-
pionships and others who are continually searching for sports highlights to 
air on their programs and websites. They acquire the footage via an MLB.com 
portal that ties a highly customized WCM system to a homegrown digital asset 
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management system and a cloud-based collaboration application. It's created 
a streamlined communication process that puts the customer company in 
control.

In both the public-facing aspect of the website and the customer-facing 
portal, all of the content and collaboration capability is also accessible from 
mobile devices. MLB.com says it will continue to optimize its CEM strategy 
and views WCM as one tool toward that end.

THREE RULES OF WCM FOR CEM

Creating an ideal customer experience should be the goal of any WCM initia-
tive, according to Scott Liewehr, a principal analyst who also works at Digital 
Clarity Group. He added that the ideal experience will vary from one organiza-
tion to the next. For example, a banking customer has vastly different expecta-
tions than someone shopping for electronics.

But regardless of which industry an organization serves, Liewehr said, 
there are three rules to follow when planning a WCM initiative that will help 
ensure an optimized Web presence and successful CEM.

Make sure the WCM system can capture cues from the site visitor. This 
might include identifying how they navigated to the site, capturing an IP 
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address, or understanding their real-time searching actions on the site. All that 
information then needs to be associated to the right customer profile.

Make sure the WCM system has the ability to store and manage content 
that is easily identifiable. Liewehr said this can be accomplished by way of 
tagged metadata or through some underlying taxonomy created by site content 
managers.

It also must pair the visitor cues to the appropriate content so it can be dis-
played to site visitors at the right time based on visitor preference. Site manag-
ers can set this up using a commercial CEM add-on or with business rules that 
the organization's marketing department might have created using a content 
scoring system.

Digital Clarity Group's Walters added some advice of his own. The analyst 
warned that launching and maintaining a CEM initiative can be an arduous and 
lengthy process. But trying to retrofit a CEM strategy to an existing website can 
be even more difficult.

The best way to go about CEM, Walters said, is to first identify the specific 
kinds of customer experiences an organization wants to deliver in the short 
term as well as the new experiences the organization hopes to unveil in the 
future. 
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"That informs how you want to optimize and deploy your Web presence," 
Walters said. "Not the other way around."

WCM HISTORY GETS IN THE WAY OF CEM

In its early days, WCM was all about helping organizations create websites that 
could be updated with static content "without having the webmaster have to 
do everything," said Mark R. Gilbert, analyst for Stamford, Conn., IT research 
group Gartner Inc. That was 15 or so years ago. The key now is "to create a more 
dynamic website and try to understand who's on the website right now."

The most obvious use case is retailers and service providers that want to 
get site visitors to buy products before leaving the site, Gilbert said. That usu-
ally means dealing with cookies to figure out how visitors are moving around 
the site in an effort to ascertain their actions and habits. But that type of "mass 
customization" is not the same as the truly personalized experience that CEM 
tries to establish.

"It's not cheap to do that," Gilbert said, explaining products can range in 
cost from around $300,000 and up. "You're talking about a WCM system, per-
sonalization engine, Web analytics or some other type of customer engagement 
engine, so it gets expensive, but it is sort of the hot evolution of WCM."
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But, he said, one of the big cost justifications is a substantial savings in 
service calls and other phone calls that companies avoid over time once CEM 
is in place.

"It's about creating a stickier more valuable user experience," Gilbert said, 
and then making that value obvious to the site visitor who is always on the look-
out for fresh and relevant content via a number of avenues, including personal 
desktop and laptop computers, tablets, smartphones and other mobile devices.

Walters points out that, from a mobility perspective, effective CEM strat-
egy doesn't simply worry about getting content on any device, but it can share 
content on any device in multiple ways. A comprehensive strategy reaches 
across all touch points, including social networks as well as call centers, seam-
lessly, he said. "Don't think multichannel, but think in terms of de-channeling."

As for organizations that haven't yet begun the work of real CEM, Walters 
urged immediate action. "It's getting kind of late, so they better get moving," 
he said. "The WCM platform should serve not only a rich and optimized Web 
presence but also a broader customer engagement strategy."



PA G E  1 5  O F  1 6 S P O N S O R E D  B Y

Home

Measuring the ROI 
from Web Experience 
Management

For effective custom-
er experience man-
agement, rethink 
WCM

CREATING ROI WITH WEB EXPERIENCE MANAGEMENT

FREE RESOURCES FOR TECHNOLOGY PROFESSIONALS
TechTarget publishes targeted technology media that address 
your need for information and resources for researching prod-
ucts, developing strategy and making cost-effective purchase 
decisions. Our network of technology-specific Web sites gives 
you access to industry experts, independent content and analy-
sis and the Web’s largest library of vendor-provided white pa-
pers, webcasts, podcasts, videos, virtual trade shows, research 

reports and more —drawing on the rich R&D resources of technology providers to address 
market trends, challenges and solutions. Our live events and virtual seminars give you ac-
cess to vendor neutral, expert commentary and advice on the issues and challenges you 
face daily. Our social community IT Knowledge Exchange allows you to share real world 
information in real time with peers and experts.

WHAT MAKES TECHTARGET UNIQUE?
TechTarget is squarely focused on the enterprise IT space. Our team of editors and net-
work of industry experts provide the richest, most relevant content to IT professionals and 
management. We leverage the immediacy of the Web, the networking and face-to-face op-
portunities of events and virtual events, and the ability to interact with peers—all to create 
compelling and actionable information for enterprise IT professionals across all industries 
and markets.
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RELATED TECHTARGET WEBSITES


