Balancing content management strategy with the “best” tool

By Theresa Regli, Principal, CMS Watch

In the content management realm, people often obsess over selecting “the right tool”. Requirements get drawn up, complicated spreadsheets drafted, novel-length RFPs are pored over, vendors are investigated. So much time is spent thinking about the tool, and so little time is spent thinking about the content.

It’s not that the content management tool and vendor you select isn’t important; indeed it is. At CMS Watch, we spend a lot of time evaluating content technologies and advising our customers on which tools are the right fit for their technical environment and unique business scenarios. But oftentimes, buyers over-estimate what a tool can accomplish for them. They don’t spend the time looking at their content, improving its metadata, and cutting out the waste. Rather than improve content at the core, they expect a tool will solve woes for them. 

At this year’s IMS event, there’s a wealth of sessions dedicated to both content strategy as well as the tools to manage content. One tool that will receive a particular amount of focus is SharePoint, including two presentations on SharePoint strategy in the conference session I’m moderating, “Winning Content Management Strategies,” and a full day workshop hosted by my colleague, Tony Byrne, entitled: “SharePoint: Everything You Wanted To Know.”
If like many organisations you already have SharePoint and plan to use it for collaboration or some other enterprise content management need, there’s certain considerations that should be made when developing your strategic approach. Ideally, content strategy should be developed before you pick a tool – but more often than not, a tool gets picked first, and then the content approach has to be pigeon-holed to work with the already-selected software. This is a common case now with SharePoint. Tony’s session, as well as others during the conference, will help you figure out how, where, when and why to use SharePoint within your larger enterprise content management strategy.

But whether it’s SharePoint or some other tool you’re looking at to manage your enterprise content, a few consistent tenets hold true when putting together a strategic content approach:

1) Clean up your content. Content that’s inconsistent and bereft of metadata will not be more manageable in a new tool than it is now.

2) Understand the limitations of whatever tool and vendor you choose to work with, and know that much of the onus lies on you (see #1).

3) Establish a content strategy that’s based on your business needs and processes and how they need to be – not what they are now (unless they are already perfect).

4) Be sure to select a vendor that understands your industry, how you work as an organization, and the type of content you need to manage.

5) You can’t under-plan, but you can over-engineer. Know where you’re headed, but don’t overcomplicate your approach. 
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