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Introduction
So many things need to happen before a CMS is chosen, yet most organizations rush into this technology decision 
unprepared. The CMS is viewed as a silver bullet solution; organizations buy into this idea in the sales cycle, but 
are unwilling to invest in the people, processes and strategy necessary to see it succeed. When the project fails, 
these organizations will typically blame the technology. It’s what we call the “CMS Myth.”

- Jeff Cram, Chief Strategy Officer and Co-founder, ISITE Design

CMS is elevating within the enterprise, and is starting to gain the stature that other top-tier applications, like ERP, 
already have. So it’s surprising that many client organizations still need to be reminded, “When you deploy a CMS, 
you have to bake some business rules into it. The question is whether you decide what the rules are ahead of 
time, or have your developer make them up.”

- Randy Woods, Co-founder and President, non-linear creations

A beautiful website is a sight to behold. 
A beautiful website that does not 
support the way an organization works 
is an expensive disaster, an abandoned 
project that will have to be started 
over, with a new beginning. At this 
beginning, a company ideally will choose 
a web content management system 
(CMS) based on its ability to support 
the company’s content governance 
foundation: a set of principles based on people, processes and technology, together forming a framework for 
creating and maintaining all website content. 

Jeff Cram and Randy Woods are industry veterans whose digital agencies have been called upon dozens of 
times to salvage failed CMS initiatives, and execute new ones. Their firms have deep experience in establishing 
the governance foundation required for any large-scale digital deployment. 

Based on Sitecore’s interviews with Cram and Woods, this white paper discusses the fast-changing role of the 
CMS in today’s digital business environment, and the top five site-sabotaging dangers that can directly arise 
from a poor content governance strategy. In addition, Cram and Woods share their insight, based on decades 
of collective experience, on how to avoid these “site-killers” with an effective content governance strategy 
enabled by a flexible CMS solution. 

Re-thinking the Digital Experience
As digital interactions play an ever-larger role in customer relationships, organizations recognize more fully 
the need for rigorous content governance – but in a way, as Cram explains, that is unexpected: “Increasingly, 
organizations realize that digital marketing is not all about the corporate website,” he says. “They are looking 
through the lens of the total customer experience, in which the website is just one of many touch points with 
the brand. In some ways the website has become less relevant, but the digital experience is more important 
than ever, as customers interact across multiple channels and devices.”

Five Keys to Effective Content Governance

#1: Think Through How Site Will Really Be Used 

#2: Ensure that the Site Supports a Global Organization 

#3: Enable Cross-channel Customer Conversations 

#4: Get Marketing and IT Talking, and Involved 

#5: Have a Post-Launch Governance Plan 
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Cram says it’s common for clients to want to undergo a complete re-think of the digital strategy and user 
experience when deploying a new technology platform. “Building the technology from the ground up gives 
you the opportunity to re-evaluate the entire digital strategy. But the digital strategy should drive technology 
decisions, not the other way around,” he says, noting that 70% of ISITE’s CMS engagements involve a strategic 
re-think and re-design. As a fundamental part of that process, ISITE Design works with clients to choose a CMS 
platform.

Effective Governance Supports the Business
“We realized early on that content management 
encompasses much more than technology,” Cram continues. 
“Success or failure depends on the people, processes and 
governance you put around the CMS. We find that most 
people generally agree with this idea, but few commit to 
actually making it work.” 

Starting with a fundamental understanding of how the CMS 
and digital communication fit into the client’s business, ISITE 
works to “solve the governance problems that go hand-in-
hand with the technology, which has made the technology fit better,” Cram says.

All of this takes some time. Woods says, “non-linear creations [NLC] has done many engagements to help 
organizations understand and make decisions on the rules they want to embed in CMS before we deploy it, 
instead of doing so after the fact. Working through the issues is not a two-hour meeting.” 

Woods also says that clients today are more willing to take the time to participate in the content governance 
process because they are more aware that the CMS is a strategic, enabling solution: “With a public-facing site, 
the CMS drives the most visible face of the organization. The risk of publishing the wrong thing at the wrong 
time is high. It’s imperative to understand who’s in charge, and make sure that the right message gets out. 
That’s what effective content management enables.”

Having a strong conceptual understanding of content governance, Cram and Woods are similarly well versed 
in the pitfalls and opportunities that lie at every turn of a CMS implementation. The sections below describe 
today’s top five “site killers,” and the digital experts’ advice on how to avoid them.

Site-killer #1: No One Thought through  
How the Site Will Really Be Used
Before a CMS is chosen, an enormous amount of consideration needs to be given as to who are the users, 
their roles and responsibilities, and the business rules governing what will go into the system. This exercise 
encompasses the roles of content editor, site owner, marketing manager and CMO, as well as customers. The 
resulting process building blocks will translate into validation rule sets and workflows, which must be flexible 
enough to accommodate a wide range of constituencies.

In developing a governance strategy, mistakes can be made if the process isn’t handled properly. According to 

“Building the technology from the 
ground up gives you the opportunity 
to re-evaluate the entire digital 
strategy. But the digital strategy 
should drive technology decisions, not 
the other way around.”

- Jeff Cram, ISITE Design
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Woods, “Broadly speaking, if the content management process is too complicated or overly elaborate, adoption 
will be low and there won’t enough flexibility to publish content quickly. Conversely, if adequate rules aren’t 
put in place, content can drift off-message or, worst case, there can be liability issues if content goes live that 
shouldn’t.”

Woods provides the example that, in Canada, federal government sites must simultaneously publish content 
in English and French. Failure to do so is a firing offense. Multinational companies that publish in multiple 
languages may have similar policies, though perhaps less draconian. “Being able to make sure and guarantee 
that’s happening is effective governance in action,” he says. “It’s partly workflow, and it’s also partly 
understanding what the rules are, ahead of time, that you want to enforce.”

Good Content Governance Enables Flexibility
Clearly, a good content governance strategy can’t be rushed. “There’s always timeline pressure to launch a 
site, especially in the sales process,” Cram says. “When the client is looking at different vendors, each one 
gets more aggressive in their promises to win the business. This pressure often reduces or eliminates the really 
important aspects of the planning phase. It’s short-term thinking that doesn’t bode well for the long-term return 
on investment. You can build a site in a month, but it won’t last for five years. 

“Our goal is to help companies adopt a more adaptable way to think about their websites,” Cram continues. 
“We try to help clients make this the last website redesign they will ever do. We also don’t advocate a ‘big bang’ 
approach that takes 18-24 months to produce a final website. You can sequence the activities and initiatives to 
progressively roll out new features and functionality.”

ISITE Design calls this planning process “CMS readiness.” “To get the organization ready to be successful with 
CMS, you need to understand the content itself and the publishing model,” Cram says. “A lot of what we’re 
doing is helping organizations to develop content and editorial strategies, independent of any technology 
or delivery channel. Once you figure that out, it provides a good backdrop for making technology decisions, 
because you can understand how technology supports the way the organization works.” 

Where to Start: Work through the Issues 
NLC’s approach assigns a dedicated team for website 
engagements on the Microsoft platform. In addition to a user 
experience team and a full complement of technologists, the 
team includes strategy experts who build consensus on content 
governance issues and drive progress. In working through these 
issues, Woods’s agency makes the distinction between:

• “Governance with a big ‘G’”: Woods describes this as, “Who owns this, who’s responsible for results, and 
do you have enough resources to accomplish what you want? If not, who’s going to fund this to make it 
happen?” 

• “governance with a little ‘g’”: Similarly, Woods says this category includes, “What the workflow looks like, 
does everything go through the same workflow, how long does something live on the website, when does 
it come off, do we have to turn it into a record when it comes off, or how do we deal with it?” All of these 
questions address how to handle content as an asset. 

“You can build a site in a few 
months, but you will probably 
need to rebuild it again in a few 
years.”

- Jeff Cram, ISITE Design
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At ISITE Design, Cram’s approach to content strategy includes “thinking about which aspects of site and 
content need to be centrally controlled, and which can be pushed to the fringe of the organization.” This is part 
of the promise of CMS – and the challenge, too. Organizations become excited to decentralize content creation 
and empower many users on the fringes of the org chart. 

However, in Cram’s experience, “organizations often extend too much access to the fringe without having 
strong editorial processes in place. What usually happens is that more resources are needed at the core to 
manage the process and people.” He says that content strategy is “one of the fastest growing disciplines 
because organizations have finally realized they need a sustained commitment to managing content for the 
long haul.”

Cram says working through these issues is imperative, particularly in large, decentralized organizations 
such as universities and major hospitals. He cites as a client example one such decentralized organization, 
which recently went through its third CMS implementation in 10 years. “With the third try, they learned how 
to structure teams around the technology and to have a highly functional operating model in their sprawling 
organization. ‘Third try’ underscores that content governance is a challenge when it runs counter to the 
way an organization is wired to work. We like to call it ‘silo busting’ — we help facilitate discussions across 
departments that aren’t used to working together.”

In another example, ISITE was responsible for creating a consolidated calendar for a city government, showing 
events from across the organization. Each department, as well as the city itself, previously had its own 
calendar. “You could set this up in Sitecore in at least five different ways,” Cram says, “so you need to know the 
governance structure before you set up the calendar function, or identify how the organization needs to change 
to support it. It’s a small example, but these discussions need to happen for every area of content.”

Regulated Industries Pose Additional Challenges
In regulated industries, it is not uncommon for organizations to be required to reproduce the state that a 
website was in, at any given point in the past. There must be a formal mechanism to provide proof of existence 
for any specific piece of content, on any day. Looking at this 
issue from another perspective, once content is removed, 
there must be an audit trail. Both of these scenarios present 
governance questions, such as “When and how do we 
capture a snapshot of the website each day? Do we do this 
intra-day? Where does deleted content go? Does it become a 
record or not?” 

There are a multitude of regulated industries in which these issues are of paramount importance. Public 
companies must carefully manage their disclosure of financial information, for example. Government agencies 
operate under equally rigorous conditions. 

To illustrate, Woods cites Transport Canada*, which regulates many modes of transport, including marine 
shipping. In this domain, it publishes information resources that contain Canada’s standards for shipping 
vessels’ crew, design, equipment and use. “When the standards are available is critically important,” he says. 

* Transport Canada is not a client of NLC. It is cited as an illustrative example.

“If you can’t reconstruct what [content] 
was available in the past, there’s 
potential for confusion and problems.”

- Randy Woods, NLC
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“If there’s a marine incident, concerned parties will want to go back and understand which rules were in place 
at that time, who signed off on them, and to be able to track that back. If you can’t reconstruct what was 
available in the past, there’s potential for confusion and problems. Any regulatory agency would face that kind 
of scrutiny.”

Strategies to Avoid Downstream Complexity 
While many client organizations are enthusiastic to begin site development in earnest, allowing these 
activities to proceed without a governance foundation can quickly produce site-killing confusion. Clients, 
and often agency sales organizations, must be educated on the downstream benefits that can be gained by 
thinking through key content governance issues. By breaking down governance issues into “big G” and “little 
g” categories, as Woods describes, and working through the mechanics of essential daily tasks, as Cram 
recommends, website stakeholders can work together to accelerate a successful launch. 

Site-killer #2: The Site Doesn’t Support a Global Organization
Multinational corporations typically have multiple brands and a multitude of internal and external groups 
working on their ecosystem of websites. The complexity of today’s operations quickly tests the strength of a 
content governance strategy, and the CMS solution used to execute it.

Crossing Borders: It’s Complicated
“Whenever you cross jurisdictions – either national or 
provincial/state – making sure the content conforms with 
local regulations is almost always a challenge,” Woods 
says. “One of the things that Sitecore does to help meet this 
mandate is the geotargeting of content. For example, you 
can take advantage of the flexibility in the North American 
market’s rules for setting cookies, whereas some European 
countries have more stringent rules for what you can and 
can’t do.” 

With Sitecore’s geotargeting and the flexibility of its publishing model, organizations can start modeling 
marketing approaches based on where someone resides. This helps companies deal with murky areas of law, 
since it’s unclear, for example, exactly what an American company marketing in Germany can and cannot do 
with cookies.

“From a governance perspective, understanding who’s responsible for making those decisions internally is 
about 95 percent of the battle,” Woods continues. “Sitecore has great technology, but if no one knows whose 
job it is to make decisions, it’s not going to matter what kind of technology is in place.”

Strategies for Decentralized Companies in Regulated Industries
Large, decentralized companies in regulated industries have their own set of challenges in establishing a 
content governance structure. Cram says, “Building a CMS to support a single website is very different from 
building a CMS for a platform-driven approach. With the latter, everything needs to scale up at a much different 

“Thoughtful planning can prevent CMS 
sprawl – we don’t want organizations 
to end up with a tangled web of code 
and sites that will ultimately need to 
be rebuilt.”

- Jeff Cram, ISITE Design
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level – it’s about dozens, or hundreds, of sites. Multiple agencies and teams are working across a large-scale 
platform. There needs to be a lot more rigor put into determining the processes that go around how code gets 
deployed.”

For example, one of ISITE’s clients, “a multi-billion dollar corporation that operates like 100 medium-sized 
businesses,” has many local web and product teams, with a small, centralized web team at the core. Cram says, 
“One of the things we helped them do was set up an integration environment where all the different groups and 
agencies can contribute. We also created starter site frameworks that allow departments to get new sites up in 
weeks. Previously, it took months.”

Because the company must have a legal review of everything that appears on their website, ISITE used Sitecore 
to build a more effective, unique way to stage content. “We built a standalone staging environment where the 
content lives before it is published – a bit unorthodox, but for this client, it was the discrete holding area they 
needed,” Cram says. “With a lot of sites, staging is almost like a workflow state, and it’s very inter-related with 
the public content. That approach does not work for this company or others in highly regulated environments. 
Sitecore accommodated this very well.”

Sitecore Meets Complex Needs
Having deep experience with the Sitecore solution, Cram 
has an intimate understanding of its capabilities in handling 
enterprise-class content governance requirements. “For 
businesses that are serious about digital, we found Sitecore 
to be at the sweet spot of enterprise CMS technology and 
digital marketing. It’s not a large, monolithic solution, but 
rather a platform that’s flexible enough to adapt to multiple 
needs and integrate with other best-of-breed applications. 

“Finally,” he sums up, “Sitecore is pulling in more marketing capabilities that impact the way digital 
experiences are delivered. This aligns directly with the number one priority we hear from clients: ‘How can we 
deliver a more engaging digital experience?’”

Taking Websites Global: What’s Required
Large organizations, particularly those in regulated industries, present an entirely separate class of content 
governance requirements. For the digital agencies working with these clients, this carries a high level of risk. 
Having solid experience in navigating associated organizational, legal and technology issues is essential. So 
is a flexible CMS platform that allows agencies to easily mold a content governance framework to fit specific 
needs. In these scenarios, insufficient political and technical acumen can easily become site-killers, turning the 
project from a potential success story into an engagement that needs damage control. 

“Understanding who’s responsible for 
making decisions internally is about 
95% of the [content governance] 
battle.”

- Randy Woods, NLC
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Site-killer #3: The Site Doesn’t Enable Cross-channel  
Customer Conversations
New devices – some of which aren’t even invented yet – will 
doubtlessly become essential customer communication 
channels within the lifetime of today’s CMS implementations. 
The CMS must allow new devices to deliver content to users, 
in a cohesive fashion that connects the conversation thread 
across channels.

“It’s very hard to anticipate how the Internet will be accessed,” Woods says. “Clearly mobile is important, but 
then the iPad shows up. Sitecore gives you the ability to respond and deliver content appropriately in different 
modes. This allows companies to focus their decision-making on whether adapt a new form factor. To me, the 
content governance issue here is how you make the decisions about what you’re going to do, and who owns the 
responsibility.” 

Looking at the Customer Experience through a New Lens
Cram offers a slightly different perspective: “Today, anyone with an existing content management system 
is evaluating how to retrofit it to support a multi/cross channel digital experience. Some companies have 
to rebuild from the ground up and others are just extending what they have,” Cram says. “This requires a 
fundamental re-think of how technology supports the user experience.” 

From a governance perspective, he sees companies 
reframing how they look at the customer experience as a 
discipline; they are putting individuals in charge of owning 
the entire customer journey, and mapping out all the 
different touch points that a customer would experience. 
Some of these are mobile, some are offline, and some 
happen through the website or other devices. “Once you 
take a step back and look at the overall customer journey, it 
becomes a lot easier to prioritize how your different digital 
experiences need to work together,” Cram says.

ISITE’s experience with the Sitecore platform allows the firm to develop a content strategy and structure that 
“helps deliver that content through the appropriate channel at the appropriate time. Sitecore does a good job 
of separating content from delivery,” Cram says. “With the targeting capabilities that Sitecore is adding, you 
have a fine-tuned ability to dynamically deliver those experiences based on what you know about that visitor, 
at what stage they are in the sales process, where they came from, and how they’ve interacted with your brand 
previously.”

Sitecore Enables Individualized Journeys
As an example of this level of highly personalized targeting, Cram describes an insurance company that is 
using Sitecore to increase the sophistication of how they communicate with people across the entire customer 
journey. “They are in the process of using Sitecore to better connect the product side of the business with some 

“The user experience planning is 
usually the part that gets missed. 
You can’t put a CMS in place without 
having first mapped out the content 
and user experience strategy.”

- Jeff Cram, ISITE Design

“Sitecore gives you the ability 
to respond and deliver content 
appropriately in different settings.”

- Randy Woods, NLC
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of the content experiences,” he explains. “If you know that the visitor is a customer versus a prospect, they 
won’t be bombarded with ‘Request a Quote’ on every page. They’ll see more loyalty-driven offers and content 
relevant to their car interests.” 

If the site determines that the visitor is a prospect, they will be presented with different kinds of educational 
content based on their previous interest in other content, what kinds of vehicles they are attracted to, and the 
nature of their passion for cars. Cram summarizes, “The insurance company is using Sitecore to avoid hitting 
people with sales messages when it’s not necessary, but when a sales message is served up, it can be cross-
promoted into offers that are relevant to the individual.”

Sitecore provides integrated analytics to help companies decide, at a granular level, which content is valuable 
by helping to quantify its role in fostering loyalty or generating new business. “Now that we’re starting 
to connect the dots with integrated analytics, we will be able to pinpoint how content contributes to the 
business,” Cram says.

Today’s Choices Determine Future Flexibility
Connected, cross-channel conversations are the holy grail of marketing. Many companies are now ready to 
conduct their digital marketing initiatives in this fashion – which naturally requires the right CMS to enable it. 
With new, unknown social media and devices on the horizon, Sitecore’s separation of content and presentation 
gives companies the flexibility to weave in new channels and devices with speed and ease. Otherwise, 
important new channels and devices can turn into site-killing requirements that cause expensive CMS 
investments to be discarded. 

Site-killer #4: Thinking that Marketing (or IT)  
Doesn’t Need to Be Involved
In their hurry to launch a site, Marketing teams often 
“don’t want to be bothered” with their IT counterparts’ 
methodical approach to content management. Likewise, IT 
organizations’ risk-mitigating, cost-containing orientation 
does not always deliver the rich functionality Marketing 
desires. The CMS must allow Marketing and IT organizations 
to find a common ground from which to maximize speed-to-
publish, while adhering to processes.

Governance: The People, and  
Personality, Factor
“This is ground zero in the governance war,” Cram says, half-
jokingly, “and the CMS tends to be in the middle of these 
battles. It’s the platform that most commonly bridges these 
two internal groups.”

“If IT selects the CMS, you will get 
the absolute rock-bottom simplest 
thing to support. Or you will get what 
they already own, pressed into duty 
as a public-facing CMS. If marketing 
chooses it, you will get something 
spectacular, with great promise for 
success. But you won’t be able to find 
anyone to support the CMS, or it will 
require a cost-prohibitive number of 
servers. You’ve got to get both parties 
engaged in the discussion.”

- Randy Woods, NLC
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Woods agrees. “Marketing/sales tends to be a profit center and IT a cost center. These groups’ drivers and 
motivations are completely different. Marketing might be 
looking for a breakthrough that will generate major revenue, 
and is willing to spend the dollars to make that happen. But 
the IT team may be completely focused on manageability 
and sustainability; they’re not interested in breakthroughs, 
they’re interested in consistency.”

Woods and Cram say that bringing those two groups 
together and making sure they can agree on a common set 
of objectives is “absolutely critical if you’ve got any kind of 
significant deployment happening,” Woods says. Among other factors, “significant” can mean a high volume 
of visitors (creating the challenge of scaling out a complex site), or the site touching back-end systems such as 
CRM or ERP. He adds, “Once those linkages are happening, you need to have early, serious involvement of both 
stakeholders, or you’re simply not going to get the alignment you need to succeed.”

Finding a Common Language
“We are often a translator between the two groups,” Woods continues. “We’ve seen a lot of trends come and 
go, and we’re still here because we help our clients deliver business success. We work with clients to help them 
build a strategy and then bring in solutions like Sitecore to help them accomplish their goals.”

Cram believes that the differences between the two groups are shrinking rapidly. “From our perspective, 
there are huge changes happening in how groups approach marketing technology and ownership of it,” he 
says. “Marketing is taking more ownership of these systems and the roles they play in organizations. We are 
seeing a new emerging role, the ‘Marketing Technologist’ – marketing professionals with a deep technology 
competency.”

ISITE Design is helping the firm’s clients meld the two disciplines together. “A lot of the role we play for our 
clients is that of an ‘embedded Marketing CTO.’ We work directly with the Marketing department and navigate 
the relationship back to IT when necessary.

“If we’re doing our job right,” he concludes, “clients are looking to us to spark new ideas, push them forward, 
and bring in external experiences. Our role has to be high-value and strategic – the innovation partner to help 
drive the business forward, and support the client when they need it.”

Good Governance Requires Political Savvy
Careful planning, assessment and some handholding are required for digital agencies to navigate the inherent 
differences between Marketing and IT, a relationship that can be politically inflamed. Managing the governance 
development process between these groups requires excellent listening, negotiation  and sales skills. 
Otherwise, agencies can be caught in the crossfire between the two groups, resulting in a site-killing impasse. 

“It’s really the Wild West when it comes 
to organizations understanding how 
to staff teams to support digital and 
content governance. There are few 
established models because this is still 
such a new discipline.” 

- Jeff Cram, ISITE Design
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Site-killer #5: Thinking that the Site is 
“Done” after It Launches
Day One is an exciting milestone, but after the celebration 
dies down, post-launch reality sets in. During ongoing 
site operations, what is being done to maintain content 
governance? Many successful organizations have a web 
governance committee, but what are additional best 
practices for streamlining ongoing content governance?

“Ideally, with the right governance structure in place, clients can manage much of the daily operation of their 
website without external contractors and know whether they succeeding or not – that’s the important part,” 
Woods says. “Metrics play an important role; like so many things in business, what gets measured gets 
managed. So in our terminology, content governance also includes determining how you’re going to measure 
success, and making sure that vision is shared by everyone involved.”

Innovative, Insightful Measures of Success
For NLC, that means leaving clients equipped to deliver on the promise of the technology they have.  Woods 
explains, “To do that they have to understand whose job it is, and how they’re going to tell if they’re successful 
or not, so they can justify more investment or crank back on it. That’s the piece of the puzzle that good 
governance controls.”

Beyond generic metrics such as conversion rates, average basket size and lifetime value, he says that Sitecore’s 
Digital Marketing System “is interesting because it adds a different metric into the mix – it’s a pre-outcome 
number, so I can actually evaluate the value of a visitor, based on their future likelihood of doing what I want 
them to do. If they don’t convert on this visit by downloading the whitepaper, I can look at it and say that, ‘We 
know that people who do A, B, C and D on our website are likely to become clients, so I will give them a value 
score.’ That brings a whole level of subtlety to metrics that we didn’t have prior to this Sitecore release.”

Preparing for Day Two
At ISITE Design, “we’ve rallied around the idea that a website 
isn’t a project. It doesn’t have a start, middle and end. You 
need a sustained commitment to maintaining and improving 
the website over time.” Cram says. “One of the biggest 
challenges with CMS is that people treat it like a project. 
After it launches, the team disbands, the budget disappears, 
and there are no people or resources to keep it running.”

Cram sees two main functions, post-launch: supporting and maintaining the digital foundation that’s been 
built, and creating new initiatives that drive the business forward. “Most clients aren’t adequately resourced to 
do both,” he says. “They have people trying to develop new initiatives on the side, who always getting caught 
up in firefighting and responding to support issues. There’s a real need to operationalize the support function, 
to give the breathing room required to drive new initiatives forward.”

“The challenge we’ve seen with web 
governance is that it can become more 
of a peacekeeping operation than one 
focused on execution and decision-
making.” 

- Jeff Cram, ISITE Design

“We want to leave our clients equipped 
to deliver on the promise of the 
technology they now have.” 

- Randy Woods, NLC
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Some organizations manage their post-launch environment successfully by developing a structured model for 
support, maintenance and optimization, holding these functions separate from new project development work. 
“This approach allows them to invest in new initiatives while keeping the site running,” Cram says.

To address this need for post-launch support, ISITE Design launched a standalone offering called “Day 2,” 
which leads with analytics and optimization. “We believe the real work starts on Day Two,” Cram says. “It’s a 
post-launch program to continually optimize and improve the site. We bring the people, processes and tools to 
make that happen.” 

A Plan to Sustain Success
Looking beyond the launch, a governance plan must be in place to maintain the initial investment while 
continuing to drive its value forward. Otherwise, the website can quickly descend into site-killing chaos. An 
experienced digital partner can provide guidance in establishing an internal structure and metrics to evaluate 
the success of the website, and provide ongoing Day Two support.

Sitecore Streamlines Content Governance
As awareness rises of the paramount importance of sound content governance, companies and their digital 
agencies are thoroughly thinking through what’s required. By incorporating people, process and technology in 
a content governance framework, they can then choose a CMS choice that enables the company to do what it 
wants to do: communicate with customers in a personalized, web 3.0 way. 

In addition to ISITE Design’s satisfaction with the Sitecore product, Cram describes a similarly positive view of 
how the Sitecore organization helps firms like his deliver value to their clients: “We are partners with Sitecore 
because they are one of the best at educating along the way. They don’t just tell a client what they want to hear, 
but what they need to hear.”

About ISITE Design
ISITE Design is a digital agency and CMS consultancy that helps organizations build great digital experiences. 
Founded in 1997, the agency has practice groups across digital strategy, content management, experience 
design, mobile and analytics. 

As a longtime Sitecore partner, ISITE Design maintains one of the largest certified Sitecore development teams 
in the country and runs the New England Sitecore User Group. The agency writes and speaks about CMS best 
practices around the world and maintains a popular CMS blog called the CMS Myth (www.cmsmyth.com).

For more information, please visit www.isitedesign.com

About non-linear creations

http://www.cmsmyth.com
http://www.isitedesign.com
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Since 1995, non-linear creations (NLC) has helped clients solve problems with technology by aligning business 
goals with online efforts. We understand the web but more importantly we understand business and we 
understand people.

• Our processes are rooted in the simple but oft-ignored belief that websites, intranets and applications 
should do something for your business. We focus on creating beautiful, functional tools that help drive 
business objectives in a measurable way.

• Our people are among the best in the business. We know because we constantly push them to be better. At 
NLC we value thought leadership and lifelong learning because we know that our ability to serve our clients 
depends on our ability to recruit, retain and cultivate the best and brightest strategists, designers and 
developers.

• Our work speaks for itself. More than 800 projects successfully delivered for clients across the country and 
around the world. From strategy to deployment, we’ve built websites, intranets, custom applications and 
more for some of the world’s biggest companies and organizations.

For more information, please visit www.nonlinearcreations.com

About Sitecore  
Sitecore redefines how organizations engage with audiences, powering compelling experiences that sense and 
adapt to visitors both online and in-person.

Sitecore‘s leading Content Management System software is the first to cohesively integrate with marketing 
automation, intranet portal, e-commerce, web optimization, social media and campaign management 
technologies. This broad choice of capabilities enable marketing professionals, business stakeholders and 
information technology teams to rapidly implement, measure and manage a successful website and digital 
business strategy. Businesses can now easily identify, serve and convert new customers with Sitecore’s Digital 
Marketing System, part of its encompassing Customer Engagement Platform.

Thousands of public and private organizations have created and now manage more than 32,000 dynamic 
websites with Sitecore including, ATP World Tour, CA Technologies, Colliers International, Comcast, Heineken, 
Microsoft, Nestlé, Royal Navy, The Knot, TOP-TOY, Visa Europe and Verizon.

For more information, please visit www.sitecore.net

http://www.nonlinearcreations.com
http://www.sitecore.net%20

