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Many organizations face critical challenges in aligning 
their Content Management System (CMS) needs with their 
organization’s strategic vision and business priorities. Yet 
without this alignment, CMS projects run a high risk of 
either outright failure or a failure to meet the expectations 
of the business. 

The most active and rapidly growing segment of the CMS 
market is Web CMS. Industry analysts, including Forrester,
Gartner and META, are unanimous in predicting that most 
organizations will not be able to cope with the increasing 
volume and complexity of web publishing demands 
without purchasing Web CMS and building organizational 
capabilities and expertise around these products.  The 
leading Web CMS products have demonstrated they can 
deliver significant benefits, including shortening 
development timelines for deploying new web sites and 
new content; simplifying and automating processes for the 
publishing of web content; improving management and 
control of web content and web sites; and improving web 
site reliability and maintainability.

In spite of the general value of Web CMSs, many 
organizations have found that the issues that drive the 
initial purchase of a Web CMS are just the tip of a large 
iceberg. There are few areas of the IT marketplace that 
currently engender as much confusion or unfulfilled 
expectations as Web CMSs. And the same holds true for all 
other CMS products. A number of factors are contributing 
to this confusion:

A Fast-Track Approach to 
Strategic Planning for Content 
Management

1. Overselling of product capabilities
Most vendors of Content Management Systems claim that 
their product handles any content management need. In fact, 
the market is deeply fragmented and many products are so 
dissimilar that direct comparisons are meaningless. In 
addition, current products are incomplete in their feature 
sets, and often lack sufficient interface capabilities to 
guarantee that integration with other systems can be cost-
effective, if possible at all. The reality of the state of most 
products is demonstrated by expenditures on consulting and 
systems integration for CMS implementations, which are 
typically two to four times the product license cost for 
relatively straightforward requirements, and can be as high 
as ten times the license cost for complex or poorly defined 
requirements.

2. Rapidly evolving and conflicting 
standards
Implementing effective and long-lasting CMS solutions 
requires organizations to choose which of the many 
available, overlapping and emerging standards to 
incorporate into their content management infrastructure. 
The product support for emerging standards, especially 
those related to the web, is only slowly emerging, and in the 
interim, there can be significant gaps for those organizations 
wanting to adopt and implement the newer standards.

3. Tactical thinking on strategic 
decisions
Many organizations find that they are driven by short-term 
priorities and requirements in purchasing an expensive CMS 
product whose return on investment depends on wide 
deployment and the building of long-term skills and 
experience. It is not uncommon for a single project to form 
the basis of a CMS purchase decision that will determine 
key aspects of the organization’s content management 
infrastructure for a number of years. 
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4. Looking for a silver bullet
While most implementations of CMS products deliver concrete benefits, they also expose issues that cannot be solved by a 
product. For example, all Web CMS products use templates to automatically format content for web delivery, eliminating a 
significant time and effort bottleneck in the tagging of HTML pages. In some organizations, solving this first bottleneck 
exposes a number of equally significant bottlenecks in the creation and approval of content that may point to 
organizational, skills or governance issues. 
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To be successful in implementing Content Management 
Systems, organizations need to plan strategically without 
disrupting action on the immediate and short-term business 
priorities. This balancing act, while difficult, is the best 
way to ensure that tactical decisions fit into a larger and 
longer-term business and technical context and framework, 
allowing tactical decisions to become stepping stones to a 
strategic vision.

Kontentsu has developed a methodology for achieving this 
balancing act: the Content Management Needs Map. This 
methodology provides a fast initial assessment of priority 
areas and product types that can serve as a framework for 
more in-depth planning at the same time as it guides 
immediate decisions and actions.

The Content Management Needs Map is based on a quick 
assessment of key business drivers, constraints and 
principles that are derived from an understanding of four 
key aspects of an organization:

PROCESSES

BUSINESS

PEOPLE

CONTENT

Understanding of...Understanding of...

Re-usable Information
Components

(e.g., statutes & decisions in legal publishing)

Digital Assets
(e.g., photos, audio, video)

Web Content
(static & dynamic content)

Documents
(e.g., Microsoft Word and

Quark files, Email messages)

Business
Understanding the business includes capturing the relevant 
aspects of the overall strategic direction of the business, 
identifying the key business drivers and constraints for 
content management, and its value proposition. 

Mapping Your CM Needs

@Kontentsu




