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Section 1: Introduction 
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In the Business World, Evolution Means Adapt or Die 

The end of competitive advantage means that 
more companies will come and go in shorter 
periods of time than ever before. Technology 
erodes moats of safety. The most successful 
companies tend to constantly innovate and 
differentiate. 
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In the Business World, Evolution Means Adapt or Die 

 

How Content Strategy Helps Meet Today’s Competitive Challenges 

  
 

→ TELL YOUR STORY 

→ CREATE BUZZ 

→ ALLOW CUSTOMERS TO MORE EASILY FIND WHAT THEY NEED 

→  IMBUE COMMODITY PRODUCTS WITH DEEPER BRAND MEANING 

→ PIQUE INVESTOR INTEREST 

→ EXCITE FUTURE EMPLOYEES 

→ EARN WORD-OF-MOUTH CREDIBILITY IN SOCIAL and MEDIA CHANNELS 
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Real Change Comes through Evolutionary Innovation 

To breathe outside of water for the first time. To stand erect. To make fire. To harness electricity. 
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Some Are Too Slow or Refuse to Mutate 

 

 



7 
7 

To Evolve Is to Develop Digital Authenticity Along the Way 

What Emerson 
represents through 
its digital presence  

What Emerson wants 
to represent through its 
digital presence  

EVOLVE 

Aligning the authentic Emerson with its desired future 
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What’s authentic about Emerson Electric? 
 
•  Midwestern Roots, Rooted in Manufacturing Electric Motors and Fans since the 1890s 

•  Old School Engineer Work Ethic - No B.S. - #123 on the Fortune 500 
 
•  They keep our stores and homes air conditioned 

•  They help extract, deliver, and manage energy resources to keep America and the globe 
moving 

•  Energy Life Cycle Company – An American Infrastructure Play making possible the 
standard of living everyone in this room enjoys 

•  Pushing into New Frontiers with intelligent networks, wireless monitoring, and power 
plants of the future 

 

Developing Digital Authenticity 
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Developing Digital Authenticity 

 

 
What’s authentic about Emerson Electric? 
 
 
 
 
 
 
 

#enginerds 
#enginerding 
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Maybe Emerson is … a little bolder than we thought? 
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… a little more innovative? 
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… a little more rugged? 
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Emerson Is Starting to Evolve 
 

ü  Annual reports full of engaging video 
interviews 

ü  A bright, bold, informational Careers 
section 

ü  Big steps into social business 
(LinkedIn) and community building 
(Emerson Exchange 365) 

ü  An award-winning blog with Charlie 
Peters 

ü  Move towards brand storytelling with 
the Never Been Done Before 
campaign  

ü  Digital tools from all divisions that 
help make customers lives easier 

ü  New products that embody HCD 
principles 
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Annual Reports – Best of Breed 
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Careers – Designed to Attract Top Talent 
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Social Business – Cutting Edge 
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Never Been Done Before – Improved Storytelling 
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An Array of Apps and Digital Tools 

 

 



Section 2: Content Strategy Structure Review 
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Emerson.com by the Numbers 

What We Reviewed 

Corporate website (scored) 

Corporate mobile website (scored) 

Gateway to Emerson mobile app and website (not scored) 

The Extra Mile with Charlie blog (not scored) 

Insights Provided 

Content structure best practices 

Content experience best practices 

Competitive content analysis 

Recommendations of possible next steps 
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Emerson.com by the Numbers 

   About Us - 36 

Annual Reports - 78 

Careers - 14 

Contact Us - 6 

Corporate Citizenship - 40 

Explore Our Businesses - 12 

Home + Legal - 5 

Innovation & Leadership - 26 

Investor Relations - 28 

Newsroom - 256 

Never Been Done Before - 22 

There are ~523 desktop site pages accessible to United States visitors. 75% of all traffic visited “en-us” 
pages in August 2013. Other nation’s pages were excluded from this audit. 
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Emerson.com by the Numbers 

   

Accessible US Pages - 
523 
404 Errors - 50 

Other Pages - 1,884 

There are ~1884 desktop site pages (ASPX, HTML, PDF) index-able by site crawlers. A subset of these 
URLs are duplicate due most likely to a Windows server configuration issue. This issue needs to be 
resolved to provide final accurate number of URLs. 



23 
23 

Emerson.com by the Numbers 

Top Ten Traffic by Location (Google Analytics - August 2013) 
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Emerson.com by the Numbers 

Page Traffic Based on Device (Google Analytics - August 2013) 

DUPLICATE URLS 
IMPACT ANALYTIC AND 
SEARCH ENGINE 
RESULTS 
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Emerson.com by the Numbers 

Device Traffic (Google Analytics - August 2013) 
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Content Strategy Structure Review 

Criteria  Evaluation 

Headlines 
 
Keyword-rich, descriptive, accurate 
 

Copy Reading level, chunked, readable, accessible 

Links Semantic, keyword-rich, clicked vs. non-clicked states, easily distinguishable 

Navigation Menu structure, categorization, prioritization 

Meta/Title/Alt/URLs 

 
Descriptive, accurate, keyword-appropriate, logical directories, search engine 
optimized 
 

Five key content areas were reviewed to evaluate site content structure. 
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Headlines – Each Page Should Have a Main Topic  

•  Headlines do not follow the best practice of using <H1> tags as the main topic and 
<H2> and <H3> for subsequent sub-topics. 

•  The home page uses multiple <H1> tags, which dilutes a primary search engine 
signal. 

 

Multiple H1 Tags on Emerson Home Page 

<h1>Technology Drives Copeland Scroll Compressor Success </h1> 

<h1>Marshalling Mastered with CHARMs </h1> 

<h1>A Better Way to Manage a Data Center</h1> 

<h1>Leading the Smart Wireless Transformation</h1> 

<h1 id=gateway-title><em>GATEWAY</em> to EMERSON</h1> 
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Headlines – Semantic, Keep Information Scent Strong  

•  Headlines generally match the user’s expectations and affirm that they are on the expected page. 1) 
Some exceptions exist, for example, when users move from a “Success Stories” link they land on an 
“Intelligence Is Power” page. 

ü  Story headlines and news headlines are most often keyword-rich and align to the intended user. 

1 
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Copy 

•  Copy tends to run long. New search algorithms favor 
quality, variety, and context over quantity. 

•  Copy should be chunked and edited. Value brevity and 
visualizations over words. 

 
ü  Reading level is appropriate for target audience. 
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Copy – Mobile Breakpoints Versus Desktop Version 

•  Priority content such as the Annual Reports section is not optimized for mobile, making it hard to read 
proof points. 
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Copy – Duplicate Copy 

•  There is some duplicate copy, particularly as it relates to business line descriptions. Duplicate copy is 
penalized by search engines.   

DUPLICATE CONTENT EXAMPLE BELOW  
 
Company Overview  
INTRO Copy 
 
Emerson (NYSE: EMR) is a diversified global manufacturing and technology company. We offer a wide range of products and 
services in the industrial, commercial and consumer markets through our Process Management, Industrial Automation, Network 
Power, Climate Technologies, and Commercial & Residential Solutions businesses. Recognized widely for our engineering 
capabilities and management excellence, Emerson has approximately 135,000 employees and 235 manufacturing locations 
worldwide. 
 
About Us 
 
Emerson (NYSE: EMR) is a diversified global manufacturing and technology company. We offer a wide range of products and 
services in the industrial, commercial, and consumer markets through our Process Management, Industrial Automation, 
Network Power, Climate Technologies, and Commercial & Residential Solutions businesses. Recognized widely for our 
engineering capabilities and management excellence, Emerson has approximately 135,000 employees and 235 manufacturing 
locations worldwide. 
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Links 

•  Links are inconsistently colored and 
formatted. 

 
•  A uniform approach to 1) color, clicked 

state, and 2) not underlining links 
should be applied in the style sheets 
for improved user way-finding. 

1 

1 

2 
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Links 

•  Consider setting up targeted error messaging for those “oops” moments 
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Navigation 

•  Finding the users’ top tasks is not optimized in the 
current desktop navigation. 

 
•  The dropdown menu behaves differently on different 

browsers. 

•  Navigational priorities differ for desktop vs. mobile, but 
recent studies suggest mobile and desktop use cases 
are mostly the same. 
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Meta Description – Titles – Alt Tags - URLs 

 
•  There often duplicate and triplicate URLs 

for a given page, which makes tracking 
analytics more difficult and leads to 1) 
duplicate search results 

•  Alt tags are inconsistently applied to links 
and images across the site. Not all links or 
image have these tags, which are essential 
for vision-impaired users. 

•  Title tags and meta descriptions appear to 
be auto-generated based on headlines, 
which is often standard practice but might 
lack the flexibility needed in cases where 
search optimization is a top site priority. 

1 

1 



36 
36 

Meta Description – Titles – Alt Tags - URLs 

Optimized meta description mark-up can create 
more succinct search descriptions 
 

1 

1 



37 
37 

Site	  Content	  Structure	  Assessment	  Overview	  

Criteria Emerson Desktop Emerson Mobile 

Headlines 

Copy 

Links 

Navigation 

Forms 

Meta/Title/Alt/URLs 

   

   

KEY 

Best in class 

Strong experience 

Average 

Weak experience 

Item not available 

Leading experiences  

 

•  The	  assessment	  below	  shows	  the	  strengths	  and	  weaknesses	  of	  the	  sites.	  
•  Leading	  content	  structure	  experiences	  are	  called	  out	  in	  yellow,	  if	  applicable.	  

   

   

   

   

   

   

      



Section 3: Content Strategy Experience Review 
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Content Strategy Review - Experience 

Criteria  Evaluation 

Target Audience Reflects target demographic, appropriate demographic artifacts and symbols 

Voice and Tone Talks directly to site visitors in a way that reflects brand; uses “you” and creates a 
connection 

Content Types Offers varied, engaging, and creative content types (text, video, images, tools) 

Calls to Action Provides clear user direction; an actionable marketing funnel 

Findable/Searchable 
 
Easy to find content and information to help user along purchasing path 
 

Social Integration 

 
Leverages social media and encourages two-way conversations 
 
 

Six key content areas were reviewed to evaluate site content  experience. 
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Target Audience 

ü  Content appears geared toward target audiences: 
 -Potential investors 
 -Potential employees 
 -Potential customers  

 
 
•  Not many images of 1) customers or customers using products  - don’t get sense they are front of mind. 
  

1 
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Voice and Tone 

•  Site doesn’t speak directly to decision makers, core 
engineer customer, and contractors.(However this may 
not be a priority until these users are targeted deeper 
in the five divisions or at the product level.) 

•  Site 1) does not have a distinct voice. Tends to 
succumb to formal corporate speak, which is 
appropriate for Investor Relations sections but should 
not carry over to other sections. 

1 
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Content Types 

ü  animated videos, employee 
interviews, product stories, images, 
and interactive options 

 
•  Banner imagery and videos lack 

professional polish in some instances 
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Content Types 

•  Some videos are not optimized for the 
mobile experience on Android devices 
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Calls to Action 

•  CTAs are not a core focus of the site (which might be OK). 

•  If the site wants to focus on lead acquisition or more clearly steer potential 
line of business customers into the appropriate funnel, then CTAs need 
improvement. 



45 
45 

Findable-Searchable 

ü  Search results are accurate and fast 

•  No faceted or visual search 

•  Site Map 1) not dynamically generated (missing new content) 

1 
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Social Integration 

ü  Leveraging LinkedIn, YouTube, 
Facebook, and Twitter to raise 
brand awareness on desktop 
site 

ü  Growing video collection on 
YouTube across divisions 

•  Not highlighting 1) growing 
engineering community platform 

•  Mobile site lacks social 
integration 

•  Video governance not 
addressed 

1 
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Social Integration 

ü  WorkShop Vac effectively 
aligns its brand with social 
content. 

•  Other brands operate social 
programs without brand 
guidelines and lack polish. 
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Content Strategy Review - Experience 

Criteria  Emerson Desktop Emerson Mobile 

Target Audience 

Voice and Tone 

Content Types 

Calls to Action 

Findable/Searchable 

Social Integration 

•  The	  assessment	  below	  shows	  the	  strengths	  and	  weaknesses	  of	  each	  site	  reviewed	  
•  Leading	  content	  experiences	  are	  called	  out	  in	  yellow	  

Site	  Content	  Experience	  Assessment	  Overview	  
   

KEY 

Best in class 

Strong experience 

Average 

Weak experience 

Item not available 

Leading experiences  

 

   



Section 4: Competitive Review 
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Competitive Website Review 

GE 
BP 
CATERPILLAR 
SIEMENS 
TARGA RESOURCES 
OWENS CORNING 
MITSUBISHI ELECTRIC 
SHELL 
3M 
 
 
 
 
 
 
 

    *Interesting features, but not best of breed 
 
 
 

 
PEPSI 
NIKE 
FORD 
DR. PEPPER SNAPPLE 
HARLEY-DAVIDSON 
HERSHEY'S 
 

 
GRAINGER 
UTC 
HONEYWELL 
ROCKWELL AUTOMATION 
CUMMINS 
YOKOGAWA 
ENDRESS+HAUSER 
SAP 
SCHNEIDER ELECTRIC 
RAYTHEON 
DOW 
INVENSYS 
ABB 
SAP 
HUNTINGTON INGALLS 
 
 
 
 
 
 
 
 

BEST OF BREED INDUSTRIALS MIDDLE-OF-THE-ROAD* NON-INDUSTRIAL EXAMPLES 
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Corporate Website Spectrum 

BRAND

DESIGN

PRODUCT

IT
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Competitive Website Review 

0 
1,000,000 
2,000,000 
3,000,000 

4,000,000 

5,000,000 

Sample of Competitive Social Clout 

Clout via FB Likes 
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Bubble Up Popular Brands and Products for Easy Access 
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Bubble Up Popular Brands and Products for Easy Access 
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Explain Why Your Products Matter 
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Present Brand Storytelling In a Gallery Format 



57 
57 

Brand Storytelling in a Gallery Format 
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Express Your Backstory 
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Aim Taglines at Engineering Audience 
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Add Data Visualizations 
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Use Large Product Images to Convey Weight and Power of Offerings 
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Add Product Performance Visualizations 
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Funnel Customers By Type 
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Funnel Customers By Type 
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Try Anchored Navigation to Keep Top Tasks Readily Available 
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Select Font Attributes to Impact Brand or Product Story 
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Select Font Attributes to Impact Brand or Product Story 



68 
68 

Use Faceted Search Techniques to Help Find Brands 
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Mega Menus Can Help Prioritization and Feature Newest Material 
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Mega Footers Can Help Manage Brand or Product Overload 
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Go Responsive to Help Solve Mobile Maintenance 
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Consider Visual Storytelling 
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Do You Have Brand Content Worth Sharing? 



Section 5: Recommendations and Final Thoughts 
 



75 
75 

Recommendations 

ü  Flesh out and activate an authentic brand story on your corporate website 

ü  Identify top tasks and design your navigation and page-level elements to make these tasks easily 
accessible 

ü  Create targeted funnels based on your personas to ensure customers can find what they need 

ü  Shorten copy – embrace visual storytelling and data visualization to convey information 

ü  Less and fresh – Keep content fresher and remove stale or off-brand messages 

ü  Reconcile differences between mobile and desktop 

ü  Don’t let technology hamper your desire to evolve  – present products with pride 

ü  Personalize experience based on past user behavior (introduce relevant tools, apps, etc.) 
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Visualization of Emerson Content Experience 

 Annual Reports & 
Investor Relations

CareersOur Businesses

Commercial 
& Residential

Climate
Technologies

Industrial 
Automation

Network 
Power

Emerson 
Process

Messaging & Storytelling LayerBranding

Top tasks for 
current site 
users

Funnel for 
Engineer, 
Contractors, 
Purchasers 
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Visualization of Repeat Emerson Content Experience 

 Annual Reports & 
Investor Relations

CareersOur Businesses

Commercial 
& Residential

Climate
Technologies

Industrial 
Automation

Network 
Power

Emerson 
Process

Messaging & Storytelling LayerShift focus
to EPM story

Top tasks for 
EPM site 
users

User has 
expressed 
interest in EPM 
based on 
previous visit 
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Keep, Edit, Kill 

   

Keep - 413 
Edit - 53 
Kill - 56 

These are recommendations for how to treat your content during the migration and consolidation of your 
website. If budget permits, the number of edits listed below could be greatly increased to achieve more 
concise, scan-able copy throughout the site. Some copy could be converted to data visualizations. 
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Keep Copy 

Most copy listed as “keep” is deemed to be either legally required, archive content (news releases), or 
pages that could be kept as part of a mass migration for new site. Keep in mind that most of this “keep” 
copy could be made more scan-able and concise. 
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Edit Copy 

Most copy listed as “edit” is too long or 
needs to be chunked. Some of the 
more aspirational brand storytelling 
copy is also listed as edit because it 
could use some tightening and re-
framing to speak more to the customer 
and less to the product. 
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Kill Copy 

Most copy listed as “kill” is either duplicate copy, old copy, or copy that could be logically combined or 
folded into other sections, such as integrating future “Innovation” stories into the “Never Been Done 
Before” section and killing stories that don’t fit into the new approach. 

COMMUNITY GIVING 
FROM 2006 COULD BE 
KILLED IN NEW SITE 


